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Cullom, Pollack Fire at Each Other 
in Appeal Hearing of Jones Case 


Cohen & Miller 
Case May Set a 


Precedent: Simon 


New York, Oct. 9—Many ad- 
vertising agencies are taking a 
new look at their legal positions 
and their liabilities for the space 
and time they buy for clients as a 
result of the experience of Cohen 
& Miller, Washington agency, be- 
cause of the financial difficulties 
of its client, Phillips TV & Appli- 
ance Inc. 

This point was emphasized by 
Morton J. Simon, counsel for the 
League of Advertising Agencies, 
at an open meeting last night at 
the Advertising Club of New York. 

Advertising men are particular- 
ly interested, Mr. Simon said, in 
the defense used by Cohen & Mil- 
ler in meeting a suit brought by 
station WGMS for approximately 
$1,200 (AA, Aug. 10). 


s (While the legal principles dis- 
cussed by Mr. Simon exist, the 


N. Y. Appellate Court 
Hears Case; Cullom Also 
Defends Hayes, Burke 


ALBANY, N.Y., Oct. 8—The 
Jones-Scheideler case reached the 
court of appeals, New York state’s 
highest bench, at 4:23 p.m. yes- 
terday and the legal issues (pre- 
sented most recently in AA, Oct. 5) 
were nearly overshadowed by ver- 
bal attacks leveled by opposing 
counsel against each other. 

Neil P. Cullom, attorney for 
Scheideler, Beck & Werner and 
others accused of conspiring to 
ruin the business of the Duane 
Jones Co., told the appeals court 
that the trial verdict “‘was based on 
surmise, suspicion and speculation 
induced by the most effective use 
of abuse and invective” employed 
by Milton Pollack, lawyer for 
Jones. 


# Mr. Pollack, who got the floor 
at 5:26 p.m., described statements 
made by Mr. Cullom in the latter’s 
brief as “vicious attacks.” Mr. Pol- 


= | 


Goa 102 she had 2 tough bitty baother | 
| MPA Introduces New 
| Dues Structure Based 
on Past Year Earnings 


ee ee 


pee cand conven: 7 the cond bec le hop fay Mat bey 9 tears, 
phe Secap seed sohas 1 oakley. Mee ymacaaaal a ails ta 


Wer ponele omtd say ums wae nay to ail pases 
srate eo0 esate Sladen vvnpaies cai Ming ft ine 
Pe. os mane the Axe Wen fs soy famcipiat A hate 0 aig 
(come sch 10 vom, aa iia Wawel het Ne Let ma st 
¢ passed me on the raat. ening libs = setred waht. Set Bike 
F 
& 
§ 
g 


g | Rye, N. Y., Oct. 8—The Maga- 
'|zine Publishers Assn., traditional 
|scene of publisher breast-beating, 
| today got an extra-special treat- 
-|ment as the publishers heard about 
~ | (1) a frightening increase in Latin 
'_ |American postal rates (see story 
on this page), (2) a new offensive 
PROSPECT TALK—New Willys Aero copy against the National Assn. of Re- 
speaks the prospect's language, says the tail Druggists, and (3) a new set 
Kaiser-Willys ad manager. This ad will of dues for MPA members. 
break Oct. 24 in The Saturday Evening 
Post. (Story on Page 3.) 


Latin American 


a rough report by the postal sub- 
committee of which he is a mem- 
ber will be turned over to Sen. 
'Frank Carlson’s committee in De- 


culation, early fears of “television 
have proved to be groundless,” and 
|(3) he foresees a gross national 


Postal Rates to 
Increase Nov. ] _product of $700 to $750 billion by 
1975, and thinks magazines will 


WASHINGTON, Oct. 8—The Post | be a major factor in this growth. 


Walter D. Fuller, chairman of | 
Curtis Publishing Co., announced | 
in his brief preliminary talk that | 


suit itself does not. In Washington, | lack said the attacks were made 


I. T. Cohen, president of Cohen & “against Jones, 


Miller, announced today that his 
agency has reached a settlement 
with WGMS and 12 other stations 
involved in Phillips’ bankruptcy. 
He said the stations might even- 
tually salvage about 65¢ on the 
dollar. The settlement involves a 
partial payment by the agency to 
the stations and a waiver enabling 
(Continued on Page 92) 


Boyle, Pollack, 
every body—to scare us out of this” 
case. 

The appeals bench, which nor- 
mally includes seven judges, was 


reduced to six for the Scheideler | 
appeal. Judge John Van Voorhis, 


who was a member of the appellate 

division court that heard the first 

appeal from the trial verdict and 
(Continued on Page 82) 


Office Department is in another | 


rate hassle with publishers, this 
time over the rates for mailing 
newspapers and magazines to 
Latin America. 

In an effort to scale down the 


On the other hand, he also thinks 
the public relations of magazine 
publishing have suffered, and he 
‘hopes to see them improved. Of 
magazine’s postal plight, Mr. Ful- 
ler had this dour comment: “Never 


Ad Research Foundation, with Funds 
at Peak, Plans Stepped-Up Operation 


New York, Oct. 8—Officers and 
committee chairmen of Advertis- 
ing Research Foundation Jaid their 
cards on the table and discussed 


present and future activities in 
told the joint meeting that “mil- 


advertising research at a special 
luncheon meeting here today 
sponsored by the local chapter of 
American Marketing Assn. 

Arno Johnson, v.p. of J. Walter 
Thompson Co. and chairman of 
ARF technical committee, summed 
up the foundation’s activities by 
emphasizing five major accom- 
plishments. 


s During the past year, he said, 
ARF has: 

1. Developed and approved the 
technique used to measure tne au- 
dience of the Des Moines Sunday 
Register. 

2. Reexamined the techniques 
used to measure the audience and 
readership of business papers, and 
reapproved the use of these tech- 
niques. 

3. Approved general specifica- 
tions and supervised pre-tests and 
a pilot study for comprehensive 
nationwide buying habits study. 

4. Completed and published the 
statement of “Criteria for Mar- 
keting and Advertising Research,” 
and distributed 5,000 copies to ad- 


vertisers, agencies, media, educa- | 


tors and others. 
5. Compiled and published “a 
short annotated bibliography of 


marketing and advertising re- 
search,” of which 650 copies have 
been distributed. 


@ Edgar Kobak, ARF president, 


lions of dollars are spent every 
year for advertising research, but 
the field still lacks research stand- 
ards and uniform methods re- 
quired in any field for scientific 
study. One of the cardinal pur- 
poses of the foundation,” he said, 
“is to remedy this situation.” 

Henry Schachte, v.p. of Sher- 
man & Marquette and ARF board 
chairman, said that the foundation 
today has 180 subscribers. In addi- 
tion to the American Assn. of Ad- 
vertising Agencies and Assn. of Na- 
tional Advertisers, present mem- 
bership consists of 57 advertisers, 
64 advertising agencies and 57 me- 
dia. 

Charles A. Pooler, senior v.p. of 
Benton & Bowles and chairman of 
ARF projects development com- 
mittee, said his committee is con- 
sidering making another poll to 
get an up-to-date picture of what 
subscribers want in the light of 
developments of the past year. 


s John Caples, v.p. of Batten, Bar- 
ton, Durstine & Osborn, chairman 
of the committee to analyze find- 
ings of readership studies, said 
that studies are now being made 
(Continued on Page 89) 


losses incurred from international 


+ Fuller Calls Postal Rate Hikes the 
Worst Danger in Publishing History 


-has there been a time when the 
danger was greater than at the 
present.” 


s On the plus side, Godfrey Ham- 
mond, of Popular Science Monthly 
and Outdoor Life, reported that the 
association still has 114 members 
with 392 publications. 

George Garland, Garland Pub- 
lishing Co., reported on the new 
uniform accounting manual which 
permits publishers to figure com- 
parable sales costs, subscription 
fulfillment, ete. Mr. Garland 
warned that accounting research 
is, however, no substitute for “ex- 
ecutive judgment.” 

Fireworks came as Robert E. 
Haig, Hearst Magazines, handed 
in a definitive and fiery report 
on a joint research project with 
the National Assn. of Retail Drug- 


‘cember; (2) on the basis of cir- | gists. Said Mr. Haig: “No further 


information on the survey of 12 
scattered drug stores undertaken 


'a couple of years ago in collabora- 
‘tion with NARD” 


is available. 
He recapped the findings: Mag- 
azine sales accounted for 5% of 
drug stores’ total, but 2% of drug 
stores’ total expense; magazines 
accounted for less then 1% of total 
inventory; in better stores, maga- 
zine profit was far better than the 


(Continued on Page 89) 


mail, Postmaster General Arthur | 


Summerfield ordered, effective FTC Issues Cease and Desist Order Against 


Nov. 1, a general increase in post- 
|age for letters, printed matter and 


|small parcels shipped outside the 
‘United States. = WASHINGTON, Oct. 8—The Fed- 


Since the Postmaster General €t@l Trade Commission made it 
-has complete rate-making author- | Clear today that it has no sym- 
ity in this field, the new rates Pathy for exclusive dealer con- 
_were announced without hearings. | tTacts that tie up a substantial per- 
| These are the first increases in| centage of an industry’s distribu- 
international rates since 1932, and tors. 

‘they are supposed to increase the By unanimous vote the com- 
revenue from this service from Mission approved a cease and de- 
$13,000,000 received in 1952 to sist order against Dictograph Prod- 
$21,000,000. Mr. Summerfield says, ucts Corp., New York, which has 

(Continued on Page 4) exclusive dealer contracts with 


Last Minute News Flashes 


Charles Antell Business Goes to Kastor, Farrell 


BALTIMORE, Oct. 9—Charles Antell Inc. has named Kastor, Farrell, 
|Chesley & Clifford to handle Formula No. 9 and its shampoos and 
|soaps, with a 1954 budget of $2,000,000. J. M. Mathes Inc. had been 
assigned to service this account effective Oct. 1, but the appointment 
was withdrawn before it became effective following a “misunderstand- 
ing over policy” (AA, Sept. 21). 


Retail Druggists Name MacFarland, Aveyard 

CHICAGO, Oct. 9—MacFarland, Aveyard Co. has been appointed 
| by the National Assn. of Retail Druggists as its agency. Ad plans are 
being formulated and will be disclosed soon. 


‘Toronto Telegram’ Shifts Advertising Sales Staff 


| ToRroNTO, Oct. 9—J. M. Taylor, formerly national advertising man- 
|ager, has been named advertising manager of the Toronto Telegram. He 
|Ssucceeds R. B. Hara, who now represents the newspaper in Florida. 
| John B. Stark, fermerly assistant director of the Canadian Daily News- 
| paper Assn., was named national advertising manager of the Telegram, 
_and William E. Browning was appointed eastern manager with head- 
quarters in Montreal. 


True Story Women’s Group Appoints Vinnedge 


NEw York, Oct. 9—Albert S. Vinnedge, who left the post of western 
advertising manager of Cosmopolitan last week (AA, Oct. 5), has joined 
the western advertising sales staff of True Story Women’s Group. 


(Additional News Flashes on Page 93) 


Dictograph for Exclusive Dealer Contracts 


|about 220 of the estimated 1,000 


'“responsible distributors” special- 


izing in the sale of hearing aids. 


| Besides the large percentage of 
| industry members captured by 
| Dictograph, the commission ob- 
'jected to termination clauses 
| which require the dealer to drop 
out of the hearing aid business for 
a year if he severs relations with 
|Dictograph or Dictograph cancels 
‘his distributorship. 

} 

! 

|@ In an effort to give business 
'men a yardstick for measuring the 
legality of exclusive dealing con- 
tracts, Commissioner Albert A. 
Carretta issued an opinion. 

“By the Clayton Act,” he wrote, 
“Congress designated exclusive 
dealing contracts as unreasonable 
restraints of trade where their ef- 
fect may be to substantially les- 
sen competition. 

“This test is met here where one 
of the largest producers in the 
field has tied up a substantial pro- 
portion of the retail outlets with 
exclusive dealing contracts con- 
taining such termination provi- 
sions, and where the contracts not 
only tend to foreclose a substantial 
portion of the market to respond- 
ent’s competitors, but also deny 
competitive opportunities to re- 
spondent’s distributors.” 


® Dictograph asserted that the 
contracts were essential to its 
business and beneficial to the pub- 
lic because they provided assur- 
ance that Dictograph hearing aids 
would be sold by experts familiar 
(Continued on Page 8) 
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Cuicaco, Oct. 6—Sixteen thou- 
sand pounds of mail arrived here 
today in the start of the Post Of- 
fice test of 3¢ air mail service. 


Accompanying the first flight of I do not think any person...can) 
expedited mail (flown only when justify saddling those future gen-| 


otherwise empty cargo space is|erations with our unpaid postal 


available) was Postmaster Gen-~ 
eral Arthur E. Summerfield, fea- 
tured speaker at the Inlarid Daily 
Press Assn. convention. 

Also flown in under the Post Of- 
fice one-year experiment were 
copies of eastern newspapers which 
qualified as preferential second 
class matter. 

“We are certain that actual air 
lifts of first class mail will be a 
great. success,” the Postmaster 
General said. “We believe that ex- 
perience all over the world where 
a similar scheme has been in op- 
eration shows that air lift helps 
all types of mail and will not— 
despite some fears—decrease air 
mail poundage at all.” 


s Launching into a review of the 
Eisenhower administration’s over-| 
haul of the Post Office, Mr. Sum-| 
merfield predicted that future post 
offices will have drive-in service 
and customer parking lots. A large 


IDPA Protests 
Postal Ruling 


Inland Daily Press Assn. di- 
rectors Tuesday urged Postmas- 
ter General Summerfield to re- 
consider the recent amendment 
to postal regulations to permit 
direct mail advertising to be 
sent without individual ad- 
dresses. 

Said the directors in a for- 
mal statement, “Since there are 
existing private business facili- 
ties the Post Office would be in 
direct competition. Postal car- 
riers could under some condi- 
tions be overloaded and their 
service impaired.... This serv- 
ice will prove impractical, bur- 
densome and expensive....” 

After receiving the statement, 
but before he had time to study 
it, Mr. Summerfield told AA: 
“We will review the matter 
open-mindedly. We're reason- 
able and if we’ve made a mis- 
take, we will reconsider it.” 


building program will be started 
when Congress appropriates the 
money, he added, but listed no 
dates when this will happen. 

Mr. Summerfield left no doubts 
that he will continue to press Con- 
gress for an increase in postal 
charges—including a 42% hike in 
second class rates. 

He asserted that changes made 
since he took over as Postmaster 
General have cut the annual defi- 
cit of the department by $306,000,- 
000 a year, including bookkeeping 
entries which transferred airline 
subsidies to the Civil Aeronautics 
Board and government franked 
mail to the agencies for which it is 
carried. 


es “We will dc even better and 
bring income more nearly into bal- 


Airborne First Class Mail Inaugurated 
as Summerfield Talks to Publishers — 


haps inevitable—that we pass on 
to succeeding generations part of 


‘the cost of fighting wars to pre- 


serve a free world,” he said, “‘but 


bills.” 


® In another session, the newspa- 
per publishers heard an Independ- 
ent Grocers Alliance executive call 
for lower taxes on food. 

Orville Johler, IGA v.p., urged 
a “thorough investigation of taxes 
on food at ali levels,” and asserted 
that “when inflationary prices be- 
gin to recede, the tax load on food 
may be so great it will still keep 
the price of food at such high lev- 
els that it will price these essen- 
tials out of reach of hundreds of 
persons who need them most.” 

Direct and indirect taxes on six 
items—peas, corn, tomatoes, soda 
crackers, corn flakes and corn 
syrup—total at least 30% of the 
retail sales price, he said. Farmers, 
however, receive “at best only 18% 
of the retail price, and in most in- 
stances, even less.” 

He lauded newspapers as a food 
advertising medium, adding that 
without newspapers, IGA would 
never have reached the sales vol- 
ume it did in 1952. 


e C. M. Flint, American Newspa- 
per Publishers Assn. research di- 
rector, reported on new develop- 
ments in publishing. Among these 
he listed a $300 depth microscope 
to measure the depth of mats. He 
advocated use of the device by ad- 
vertising agencies to assure that 
mats will give best possible re- 
production. 

Also under test or soon to be 
tried in production runs are a 
process to cut the expense of con- 
verting from flatbed to rotary 
presses; lower-price production of 
no-pack mats; high-speed engrav- 
ing, and a 600-word-per-minute 
Teletypesetter unit. 

Elected as president of IDPA 
was Byron C. Vedder, general 
manager of the Courier, Cham- 
paign-Urbana, Ill. Other new of- 
ficers are B. H. Ridder Jr., pub- 
lisher of the Duluth Herald and 
News-Tribune, v.p. Retiring presi- 
dent Louis A. Weil Jr., publisher 
of the Herald, Grand Rapids, Mich., 
was named chairman of the board 
of directors. 


® Twenty-five dailies received 
“awards of merit” in the associa- 
tion’s local government news con- 
test. The judges stated that they 
were particularly impressed by 
increasing use of photo coverage 
of local government news. 

The University of Missouri 
award for outstanding community 
service was won by the News- 
Dispatch, Michigan City, Ind. The 
annual University of Minnesota 
“distinguished service’ award 
went to Harry E. and Geraldine 
Rasmussen, husband-wife publish- 
ers of the Daily Herald, Austin, 
Minn. 


Floratex Devises New Display 


ance with expenses if Congress) 
grants our request for the equi-| 
table and realistic postal rate in-| 
creases we have proposed,” Mr. 
Summerfield declared. | 

He based his case upon the state-| 
ment that annual postal revenue | 
since 1945 has increased $390,000,- | 
000 while in the same period costs | 
have risen $1,455,000,000. 

The total deficit since the end 
of World War II is $3,800,000,000, | 
with the interest alone “on that! 
staggering sum being $100,000,000 | 
a year,” he said. 

“It may be justifiable—and per- | 


" 


Floratex Co., Costa Mesa, Cal., 
has placed on the market an arti- 
ficial tropical foliage known as 
Floratex Foliage for decorative 


| purposes. Molds are made from 


actual leaves, reproducing the 
natural shape, texture and vein. 
Advertising Engineers Corp., Los 
Angeles, has been named to han- 
dle the new product. 


Kane Opens Chicago Office 

Joseph J. Kane, Elmhurst, I11., 
has opened an office in Chicago at 
225 N. Michigan Ave., to represent 
a number of outdoor advertising 
and sign companies in the Mid- 
west. 


Advertising Age, October 12, 


TRADE UNION AWARD—Alex Smith (left), head of Trade Union Advertising, New 

York, presents the first annual trade union advertising award to Walt Davis, as- 

sociate editor of Cleveland Citizen, oldest AFL labor newspaper in the U. S., for 

outstanding merit in helping advertisers get results. Watching are J. Scott Milne, 

president of International Labor Press of America, and Lewis M. Herrmann, secretary- 
treasurer. 


Detroit, Oct. 6—There is no 
profit for the retailer in national 
brands. 

That declaration was made here 
today by William Burston, mana- 
ger, merchandising division of 
National Retail Dry Goods Assn., 
at the association’s clinic held in 
cooperation with the Detroit Re- 
tail Merchants Assn. and Michigan 
Retailers Assn. 

In the grocery field, Mr. Burston 
said, where national brands are 
“rampant,” there is little or no 
profit in handling them. In that 
industry, he said, the assumption 
is “that continuing huge advertis- 
ing expenditures create acceptance. 
Acceptance establishes value, to 
the customer. 


s “Wherever she finds it, it’s the 
same item. Her only criterion for 


another is price. Price only. It’s 
|like first offering a dollar bill for 
89¢. Then somebody prices it at 
79¢. First thing you know every- 
body has it at 69¢, just about cost. 

“When I was a fledgling buyer 
years ago, I called in the sales 
manager of a very popular mouth 
wash. I told him we were big buy- 
ers, one of the biggest on his books 
if he cared to look it up. I offered 
to buy a carload if I could get a 
better price. We were selling it be- 
low invoice cost. When I was 
through, he said, ‘Listen, sonny. 
You’re not selling the stuff. We’re 
making the people come in to take 
it away from you.’ 

“I’m disturbed about national 
brands,” Mr. Burston said, “when 


;}one retailer reveals that the na-) 


'tional brands he sells make him 
| only 40%, and, therefore, he must 
| sell the rest of his merchandise for 
| 45% or more to get a profit. 


. “One retailer declared that his 


buying it in one place as against | 


National Brands Unprofitable for 
Retailer, NRDGA’s Burston Says 


brands. How much is_ equity 
worth,” Mr. Burston asked, “when 
an advertising agency representing 
many prominent national brand 
manufacturers cites 33 reasons 
why the retailer should be content 
to have the manufacturer give the 
line to all his competitors in town? 
The agency called that ‘broadening 
the market.’ 

“I’m disturbed when I know that 
the supermarkets are today using 
the grocery items, on which they 
make between 5% (the low) and 
15% (tops), as bait to lure the cus- 
tomer in so she’ll buy in the serv- 
ice and semi-service departments 
where the markup makes the prof- 
it. 

“I’m_ disturbed,’ Mr. Burston 
continued, “when a prominent na- 
tional brand manufacturer raises 
his prices because a new union 
scale makes it obligatory, he says. 
‘But he tells the retailer he’ll op- 
pose giving him a cash discount 
because he thinks the cost of dis- 
tribution is already too high. 


(Continued on Page 94) 
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FCC May Act on 
Subscription TV by 
End of ‘53: Landis 


PHILADELPHIA, Oct. 8—Subscrip- 
tion TV got a boost here yesterday 
from James M. Landis, former 
dean of the Harvard Law School, 
and special counsel to Skiatron 
Electronics & Television Corp. 

Mr. Landis told the Television 
Assn. of Philadelphia that “the 
current blackout of television 
broadcasting in many populated 
areas in this country will continue 
until subscription TV brings new 
income to supplement the vast 
sums now being spent by adver- 
tisers to support the ever-increas- 
ing costs of television.” 

He said that Skiatron will file 
an application soon with the Fed- 
eral Communications Commission 
for permission to operate Subscrib- 
er-Vision commercially. He pre- 
dicted that the FCC would act on 
the application by the end of the 
year. 


® Before Mr. Landis spoke there 
was a motion picture demonstrat- 
ing the Skiatron system of sub- 
scription video. 

“You probably have heard from 
some partially informed people 
that pay-as-you-see TV would 
tend to black out sponsored or 
‘free’ television programs. That is 
a phantom threat with no basis in 
reality,’”’ Mr. Landis asserted. 

“All the national advertising 
budgets in America. ..would be in- 
sufficient to support 500 television 
stations operating 10 hours daily 
throughout the country, if TV sta- 
tion and program costs for 1952 are 
any criterion. Already more than 
480 such stations have been auth- 
orized by the FCC and some 350 
of these are expected to be in op- 
eration next year... 


# “In 1952 advertisers spent about 
$370,000,000 on television, and 
during much of that year there 
were only 108 stations in opera- 
tion. Based on that 1952 figure, it 
would cost at least four times that 
$370,000,000 to support the 480 sta- 
tions which already have been pro- 
|jected, or the stupendous sum of 
| $1,480,000,000. The total national 
advertising revenue of all newspa- 
pers, magazines, radio and televi- 
/sion in 1952 was only $1,423,004,- 
| 986, according to Editor & Publish- 
‘er, or slightly less than it would 


“I’m disturbed when I read so take to support the 480 stations 


'now authorized,” Mr. Landis said. 


| Archer-Daniels Sells Chlorophyll Interests; 
Sees Dim Future for Once-Magic Substance 


| MINNEAPOLIS, Oct. 7—Archer- 
'Daniels-Midland Co., which just 
a year ago claimed to be the coun- 


tive estimates of a year ago and 
indicated ADM was not too opti- 
mistic about the substance’s future. 


try’s largest producer of chloro-| 


‘phyll, is getting out of the chloro- 
phyll business. 

ADM this week announced the 
sale of its chlorophyil interests to 
a new _ corporation, Keystone 
|Chemurgic Corp., Bethlehem, Pa., 
headed by Donald G. Carpenter. 

No reason for the sale was given, 
but T. L. Daniels, ADM president, 
observed recently that the de- 


mand for chlorophyll had failed | 
'store has an equity in its national to meet even the most conserva- 


UNUSUAL TORSO—Screen star Elizabeth 


CAMEO | 


Taylor promotes Burlington Mills Cameo 


| stockings on a new car card, which will be seen this fall in 69 markets. Donahue 
& Coe, New York, is the agency. 


s Mr. Carpenter pioneered in 


chlorophyll development in Beth- 
lehem in 1947 and joined ADM in 
| 1952 when that company bought 
‘his firm, then also called Keystone 
_Chemurgic Corp. 

Involved in this week’s sale were 
ADM’s Bethlehem plant = and 
|}equipment, the services of Dr. 
|Henning von Dobeneck, who has 
been conducting research at Mun- 
ich, and new processes developed 
by ADM during the past year. 

Mr. Carpenter said that although 
the chlorophyll market has leveled 
off at a point far below previous 
estimates, there are several prod- 
/ucts which have scientific and 
| public acceptance. He named cer- 
;tain chewing gums, toothpastes, 
|mints and pharmaceuticals. Key- 
| stone will supply companies mak- 
| ing those products, he said. 
| 


‘Pratt to WSAR, Fall River 
Lincoln Pratt, formerly associ- 
ated with WALE, Fall River, 
Mass., has been named general 
‘manager of WSAR, Fall River. 
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Ex-General Mills Appliance Execs LV 


to Make Duncan Hines Coffee Brewer 


MINNEAPOLIS, Oct. 7—The first 
electrical appliance bearing the 
Duncan Hines name, a coffee ma- | 
ker, will go on the market this) 
fall. 


Called the Jet-O-Mat, it will be maker was introduced here at a 
manufactured by a new firm, the! cocktail 


Another First for Pi) uncam Hines 


America’s Authority on Good Eating Enters Appliance Field 


| 


| 
| 
THE NEW | 


Duncan tine — 


Jet ).Mat! automatic coffeemaker 


—— 


“—— e 


sure cooker and toaster. He holds 


A bird in the hand 
the patents on the timing device is worth two in 
used on most leading name brand | 


_ * 
toasters and similar appliances. | Busch Stadium! 
The Hines Jet-O-Mat coffee 


party attended by Mr. 
Hines and his wife. 

The Jet-O-Mat works on a jet| 
principle which forces hot water | 
through the ground coffee but does 


WELCOME TO BALTIMORE 


som te yee teurete, Vonkeme the South mak 
L — 


' mr 


not boil it. 


|s Associated with Mr. Graham in a 


the sales company are Gage Davis 
and John Hamilton, also formerly 
of General Mills. The advertising QRiote FAN—Calvert Distilling Co. ran 
will be handled by Addison Lewis | this page in Baltimore newspapers Oct. 2, 
Co., Minneapolis, with Robert) expressing the sentiments of most Balti- 
Sturgis, also formerly of General | morions on shifting the St. Louis Browns 
Mills, as account executive. baseball franchise to Baltimore, Calvert 
The schedule now planned calls | headquarters. Lennen & Newell drew up 
for a pre-Christmas promotion, the ad in two days. 
with the bulk of the space going 
into Sunday rotogravure sections. 
It will be introduced in the Min-| Reynolds Charges 


neapolis-St. Paul area and then ex- 


panded to other market areas, the NBC Double-Cross 


THE CALVERT OISTILLING Co 
Seanad 


2 Romer e™ COORD Fam 


agency said. 


Local Advertisers Should Use More 


TV, Stolzoff Tells Ohio Conference 


Score of Speakers 
Discuss Advertising’s 
Opportunities Today 


CoL_umMBus, O., Oct. 6—A _ win- 


ning backfield for any market—| 
advertising, merchandising, pro-| . 2 
,copywriters and experienced re- 


motion and sales—was assigned 
|team jobs at the 10th annual Ohio 
|State University Advertising Con- 
ference here last week. 

More than 270 advertising men 
and women attended the session, 
sponsored by Ohio State’s college 
‘of commerce and the Columbus 
| Advertising Club, assisted by 12 
‘other Ohio clubs and 10 trade and 
| professional associations. 


_ A score of advertising quarter-— 


| backs called signals on the confer- 
ence theme, “Advertising’s 
|portunity in Today's Market.” 
They discussed the “advertising 
jand merchandising revolution” in 
| the morning session, and devoted 
the afternoon to the use of media 
‘in local consumer markets. Dr. 


Op- | 


and of the advertisers themselves 
to a larger extent,” Mr. Stolzoff 
said. 

When a newspaper advertise- 
ment is prepared for a department 
store, it is a tangible, relatively 
simple thing to prepare, Mr. Stolz- 
off said. Experienced newspaper 


tail artists put together ads which 
can be seen in advance in layout 
and then proof form. 

Buyers can look at it, know just 
about where it will appear and 
know precisely the newspaper's 
circulation, he said. 


® “In buying newspaper advertis- 

,ing, there is no programming, no 
worrying about ratings, no thought 
of losing the audience to another 
show,”’ Mr. Stolzoff said. 

On the other hand, television, 
except for spot buyers, is locked 
up with show business, a subject 
| “strange and disturbing” to many 
local advertisers. The whole strat- 
legy of large retailer advertising 


The coffee maker will brew 10 


Graham Corp., and marketed by “cups but is only 7%” high, so that 


on Time Clearance 


;/Kenneth Dameron, on the Ohio calls for the promotion of as many 
State commerce school staff, was/|as 200 different items on a single 


Jet-O-Mat Inc., both of Minneapo- | 
lis. 

Both companies are headed by 
Maurice H. Graham, who invented 
and designed the unique coffee 
maker. Mr. Graham was manager 
of the General Mills appliance re- 
search department from 1941 to 
1949 and during that time devel- | 
oped its flat iron, steam iron, pres- 


} 


| 


New York, Oct. 9—Television is 
/now close to the 250-station mark, 
ing for easy cleaning. A specially | but in terms of network clearance 
designed plastic handle liner pro- it is still far from a buyer’s mar- 
tects the hands from heat. The ap- | ket. : 
pliance will be distributed through rake the case of that good NBC- 
normal channels and will carry a|TV customer, R. J. Reynolds To- 
fair trade retail price of $34.95. bacco Co., which this week was 

The appliance is boxed in a | completely thwarted in its attempt 
black, red and gold gift carton. j|to clear time for “Man Against 
|Crime” on two of the network’s 


it will fit on any kitchen shelf. It 
has an extra wide (354”) top open- 


Readers of Latest Hathaway Ad 
Grab for the Dictionary Again 


New York, Oct. 6—Undaunted | 


|owned-and-operated stations, 
'WNBT in New York and WNBQ 
lin Chicago. 

| The shift of Camel’s veteran de- 
| tective series from CBS-TV, where 
\its slot has been taken over by 
‘another Reynolds show, to the 
agency chief excused himself, was Sunday 10:30 p.m., EST, period 


by its experience with the word |gone two or three minutes, then 


“ineffable” in a Hathaway ad read the definition from Webster’s. 
early this year (AA, Feb. 16) Hew- | Mr. Ogilvy denied paternity of 
itt, Ogilvy, Benson & Mather has'the ad, saying it was “agency 
come up with another lulu for the | copy.” Asked if this was a word 
same client. An HOBM word mer- that might rank with ineffable, Mr. 
chant calls C. F. Hathaway Co. | Ogilvy emitted a hollow laugh and 
the “doyen of New England shirt said softly, “I hope not.” 
makers.” (Addendum: doyen means the 
The ad, in the current New senior member, or dean, of a 
Yorker, attracted AA’s admirers of | group; doxy means _hussy or | 
word witchery almost as much as| wench; the Standard Advertising | 
the “ineffably male’ phrase that | Register lists a total of three shirt | 
decorated Hathaway copy in Feb- | makers in New England). | 
ruary. Nobody in the office could | 
define doyen, but an habitue of| Raines Joins Dravo Corp. 
custom tailored shirt shoppes hesi- Garland C. Raines, formerly | 
tantly ventured “doxy” as a syno-| publicity supervisor of the Small 
nym. Motor division of Westinghouse | 
When AA phoned David Ogilvy | Electric Corp. at Lima, O., has | 


eaning of doyen, the|been appointed manager of publi- 
— i s " cations of Dravo Corp., Pittsburgh 
maker of air conditioning equip- 


t, boilers and power plants. Mr. 
New Company Offers iii. sas Bitola Bravo's 
Premium Promotion monthly and quarterly company 
for Supermarkets 


publications. 

New York, Oct. 6—A premium | 
promotion for supermarkets 
being offered to food chains and ler Warren of Florida, has opened 
major independents by Supermar-|a public relations office in Miami 


Compton Opens Miami PR 
Loyal Compton, previously press 


is secretary to former Governor Ful- | 


on NBC, was planned some time 
ago as a part of the revamped fall 
campaign. But when it came time 
to wrap up the loose ends prepara- 
tory to starting the program on 
NBC-TV on Oct. 11, William Esty 
Co.—much to its disappointment— 
found Camel shut out of two top 
markets by local shows. 


® As a result, Esty made a fast 
arrangement with DuMont Tele- 
vision Network to carry the 30- 
minute film drama on WABD, New 


' York, and WGN-TV, Chicago, and 


four other stations. Esty and Cam- 


el, meanwhile, are out to do every- | 


thing they can to run circles 
around the NBC-TV_ competition 
in the disputed cities, with the 
hope that the five-year-old Ralph 
Bellamy crime telecast will cap- 
ture the rating honors. 


Brower to National Gypsum 
Bev Brower, formerly assistant 
to the advertising and sales pro- 
motion manager of the Toastmas- 
ter Products division of McGraw 


Electric Co., has been appointed | 
advertising manager for Asbestos 


products, National Gypsum Co., 


conference chairman. 


a J. S. Stolzoff of the Biow Co., 
New York, decried the failure of 
department stores and many local 


quantities” of television. 
“The failure is the fault of the 
TV industry to a certain extent 


| ‘ : : 
/retail advertisers to use “maemo! 


|day, Mr. Stolzoff said. 

| “Quite a bit different from a 
television program which, in a 
half hour, has three and a fraction 
minutes of commercial time,” he 
pointed out. 


® Too many department stores do 
(Continued on Page 91) 


Gillette Sold 
2,600,000 Kits 
to Wholesalers 


NEw York, Oct. 9—-The New 
York Yankees and the Brooklyn 
Dodgers were not the only ones 
!who broke records in the 1953 
world series. 

Gillette Safety Razor Co., which 
{spent $1,500,000 to bring the sports 
| classic to the biggest radio-TV au- 
,dience in history, appears to have 
done all right, too. 

The sponsor’s big commercial 
| pitch on the extensive radio-TV 
‘lineup was a premium offer of a 
,world series record book with a 
plastic kit of a razor and six blades 

at the usual price of $1. 

Gillette sold 2,600,000 of the kit- 
and-book combinations to its 
wholesalers. This transaction was 
inot on consignment, so there will 
be no returns to the manufacturer. 


Exactly how well the retailer fares | 


on this deal remains to be seen, 
However, initial reports from re- 
tailers and Gillette salesmen indi- 
cate that the premium offer went 
very well with the customers. 


8 Capitalizing on the momentum 
of post-mortems on the clash, 
which again left the so-good, but- 


Willys Copy Goes 
Informal in New 
Magazine Series 


(Picture on Page 1) 

ToLepo, Oct. 7—First Willys 
| Aero ads created since the merger 
of Willys-Overland Motors and 
| Kaiser-Frazer Corp. will begin ap- 
| pearing next week. 

The color pages will appear in 
| Life, Look and The Saturday Eve- 
ning Post through December, and 
possibly in other magazines in 
January. 

The four-ad series emphasizes 
informal copy (length ranges from 
125 to 200 words) and catchy 
heads. In addition to traditional 
economy and style themes, the ads 
play up the Willys Aero as the 
“glamorous sister to the famous 
‘Jeep’.” 


@ Fred W. Adams, Kaiser-Willys 
advertising manager, summed up 
the new copy in a letter to dealers 
and distributors: “The copy ap- 
;proach is completely different 
| (from previous Willys ads) be- 
cause it is talking the prospect's 
language,” he stated. 

“By talking the prospect’s lan- 
guage, by putting his own kind of 
words in these advertisements, by 
;putting plausible and believable 
words in the mouth of the man in 
the illustration, we feel that we are 
putting sales in your show room.” 


never-quite-good-enough Dodgers | 
' 


ket Promotion Co., 10 E. 43rd St.| Beach. 


Called the “Superway Thrift} 
Club Plan,” it is based on accumu- | 
lation of register tape or coupon 
“cash value” units. These are used 
by consumers as part of the pur-| 
chase price of small electrical and | 
household appliances. 

Supermarkets using the promo-. 
tion get an “area exclusive” for a 
specified time. They also get mer- 
chandising aids and printed mat- 
ter at cost. All items will be of- 
fered at manufacturer’s minimum 
selling prices. 

Alan L. Radcliff, who heads Su- 
permarket Promotion, said the 
promotion aims at increasing store 
volume and giving appliance 
manufacturers a new source of 
volume and profit. 


Buffalo, a new post. 


Lasser Reprints Available 


Reprints of the tabulation of “what is advertising 
and what is not,” developed by J. K. Lasser, noted ac- 
countant, which appeared in the Sept. 28 issue of 
Advertising Age, are available, in quantities up to 
ten, while the supply lasts. 

Address requests to Library, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 

The tabulation is based on replies of 297 treasurers 
of large companies to a questionnaire asking what 
these companies include in advertising expenses. 
and what they do not include. 


‘waiting for next year, the safety 
razor maker will continue the pre- 
mium offer throughout October. 
The offer will be repeated on Gil- 
lette’s regular Friday night prize 
fights on NBC-TV. 

More specific returns on retail 
sales of the $1 kit will be available 
next week after Gillette’s 40 sales- 
men in the eastern division com- 
plete their spot checks. 


GE Backs Syracuse Promotion 

General Electric Co. has inaug- 
urated a community relations ad- 
vertising campaign 
Radio, television and newspapers 
will be used to keep the commun- 
ity informed on company activities 
and its employes. Barlow Adver- 
tising Agency, Syracuse, is han- 
dling the campaign. 


+ 
* 
- 

6 ie : 


in Syracuse. | 


Ewell & Thurber Associates is 
|the agency. 


Buys ‘Corsets & Brassieres’ 


Corsets & Brassieres, Fox-Shul- 
|man publication, has been sold to 
|Mackay Publishing Corp., New 
| York, a new publishing enterprise. 
| Ray J. McInerney, formerly edi- 
| tor of Corset & Underwear Review, 
;and Milton J. Kristt, formerly 
editor of Luggage & Leather Goods, 
are the principals in the new com- 
pany. 


| 

‘Garvey to South Cooperative 
| Martin L. Garvey Jr., formerly 
advertising and circulation man- 
ager of the National Guardsman, 
has been appointed assistant direc- 
tor of the information-publications 
service of the Southern States Co- 
operative, Richmond, Va. 


com 
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Latin American 


Postal Rates to 
Increase Nov. 1 


(Continued from Page 1) 


however, that he will still be suf- 
fering a $6,000,000 deficit. 


® The backfire from his action 
comes from a group of publishers 
who have been mailing 
newspapers and magazines to 
Latin America. They say the new 
rates are a 600% increase, and will 
force them out of the South Amer- 
ican market. 

They assert Mr. Summerfield 
has abandoned the rate agreements 
which bind the Pan American 
Postal Union. 


The Post Office Department 


concedes there is a substantial] rate | 


boost on publications going to 


their 


Latin America but insists that in- 
creases for most publishers will be 
less than 600%. Officials deny that 
the United States has dropped out 
of any international postal or- 
ganizations. 

As it is now, they said, the rate 
regulations of the Postal Union of 
the Americas and Spain specifies 
that the domestic second class 
rate shall apply to all printed mat- 
ter mailed to Latin America or 
Spain. 


es “At a meeting in Madrid in 
1950, the United States announced 
it can no longer guarantee to con- 
tinue this provision. We remain in 
the Postal Union of the Americas 
and Spain but beginning Nov. 1, 
we withdraw the rate concession 
which publishers enjoyed in these 
| countries.” 

Under existing arrangements, 
publishers have been paying for 
Latin American shipments the 
same rate they pay for mail sent to 
the eighth domestic zone. This is 
'14%¢ per pound on the reading 


| general 


portion, 742¢ per pound on the ad- 
vertising portion, plus the 20% 
hike which Congress voted for all 


second class two years ago. 


Beginning Nov. 1, the same rate 
will apply to Latin America that 
applies to other foreign nations. 
This rate has been 14%4¢ for each 
two ounces of printed matter, but 
will be increased to 2¢ for the 
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Highlights of the Week’s News 


MPA dues will go up as much as 75%. Publishers adopt the proposal 
in a session which also hears postal rate hikes labeled as biggest 
a Page 1 

Duane Jones hearing opens with fireworks. Attorneys for both sides 
launch verbal attacks on each other as the New York court of ap- 
peals hears the celebrated case of alleged account stealing ..Page 1 


first two ounces and 1%¢ for each Summerfield defends postal plan in an address to Inland Daily Press 


additional two ounces. 

Officials said the increase in the 
international rate will 
eliminate a peculiar problem 
which was caused by the fact that 
greeting cards in international 
mail come under the rate for 
printed matter. 

“Under the old rate it cost 2¢ to 
send a greeting card from Wash- 
ington to New York, but only 1%¢ 
from Washington to London.” 


Parsons to Dennis Associates 

Arthur C. Parsons, formerly 
with the advertising department 
of the Jacksonville Times-Union, 
has joined Hugh Dennis & Associ- 
ates, Jacksonville agency. 


1,310,000 


IOWA PEOPLE 


read THE 
DES MOINES SUNDAY 
REGISTER. 


Your Best-Market People, too! 


82% of all lowa's upper and upper-middle 


income families—68.4% of all lowa families! 
. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


THE DES MOINES SUNDAY REGISTER 


New York 36, New York. 


Assn. He will continue to press for rate increases which include a 
42% hike on second class matter ..............cccccccccccces Page 2 
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Pe a re Page 2 
Yanks, Dodgers and Gillette break records. The razor company spends 
$1,500,000 to sponsor world series broadcasts and sells a whopping 
ee EI iis sack oc bk PON Ome b dss 008s bbe eee se Oo Page 3 
Duncan Hines coffee brewer bows soon. The device will be made and 
distributed by firrns headed up by former General Mills appliance 
executives 
NBC to use direct approach in seeking listener preferences. A million 
persons will get letters asking for rating of 28 new radio pro- 
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zations. Inability to compete with established TV and network poli- 
ee eT ae Teer er re eer rere er ere Teer ree Page 44 
Cybernetics, Part II: E. B. Weiss tells how principles of automatic 
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"This is the size we use in the 
Growing Greensboro Market!" 


FOUR-STORY MARKET BASKETS will be the style in the 

rowing Greensboro ABC Market—if sales keep climbing as 
they did in ’52!... In food, for instance, sales hit $118-million 
r-—nearly $11-million over the previous year. .. Over $42-mil- 
lion increase in effective buying income, 1952 over 1951!... 
In volume or in gains — the Growing Greensboro ABC Market 
sets the pace in North Carolina — South’s No. 1 State!... 
And the most efficient way to move merchandise in this top- 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd Street, 


..-an “A” Schedule Newspaper in an “A-1"' Market 
Gardner Cowles, President 


drawer market is to use the 100,000 daily circulation of the 
GREENSBORO NEWS and RECORD 


_ Only medium with dominant coverage in the Greensboro 12-County 
| ABC Market ond selling influence in over half of North Carolina! 


» GREENSBORO, NORTH CAROLINA ——— 
° Represented by Jann & Kelley, Inc. e 
eee @oeeéee%eeeee#e%#ee#ee#eeee#eee#8eee@ 
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A arene 


88th of a series 


Herald Tribune families own 
more than 200,000 homes in 
New York City and suburbs. 


SSS 


Herald Tribune families own 
more than 450,000 cars—3 out 
of 4 of which were bought new. 


Herald Tribune families have 
more than 325,000 gardens— 
flower, vegetable or both. 


i 


oN 
(UTIL 


Lit 
WEA 


Herald Tribune families buy 
more than 7,500,000 books of 
all kinds annually. 


LOOKERS OR 
CUSTOMERS? 


Today, no advertising can pay off unless it gets to people 


who are able and willing to buy...the Quality Market! 


In New York, the Herald Tribune is the Quality Market... 

with more people who can buy and fewer people who wish they 
could. The new 1953 Herald Tribune Home Study reveals the 
new peaks in purchasing power that Herald Tribune families 
have reached... proves, in terms of heavier buying at all 

price levels, that these best customers offer any advertiser 


the biggest profit potential! 


Ask to see this new Herald Tribune Home Study, 
of the Herald Tribune Quality Market— 
now Five and A Half Billion Dollars BIG! 


NEW YORK 


Herald Tribune 


quantity. 


Qu yality y Buys 


Peete ss?) ik Lain te EN Ahan Sia 5 RBM on Ce ene TNO NE! SS Pk freee Saat] ia ME ers 9 ie me eee Sgr 00h aS omer ee. “eis SoS oy eee eeee Le) ae rae Re ppt ae PE as ee 
Tig tl” aetna Nei Re a ee eet gels ae che Y oem Se, ta iS) ees AS Se Oh Cag he Bilas: Py Gis cea eg ee ae ener ete Ss Pree as PO” eae eae = ame atari oem aa th 
— = ip Ee oid Oo. ~<a ‘ena: Reaper; aa 5 Sata i fel ee eas pO ee Te ee hae is. + mrp. Or aia ce case ere TE as i a: 
pe ee i ae de eS Tt eh ak a pate. Ps ce rb i sh . Sea ss - eee : pes ae atts may ae selene A RY Jefe iene! e "ie 3 % 7 | 
a 
oa ay 
: ee 
“7 a | 
a 
er 
eer 
a 
Fy : 
ae 
Je ee : 
J en 
ee oe 
bo es = 
aad 
sia hii es 
Meine 
AN iia 
So ee 
pale aes 
Lae ee 
. bai 
a 
— 
.. .80 
80 a 
...67 & ei 
7, 93 ae 
.. 64 . Py 
ioe 
, OSS baa a 
on (Aten an 
—\ 
.. .88 — — a a 
: * ee 
ce eles As Ma 
| —_— ee lio 
_" cl 
oa 
| jae 
| a Me | 
yee: 
| | aaa 
| vee 
| ee 
——~ —. F 
a 7 
= = ae 
Z i ea 
anyon 
a a 
ar 
Oe 
te) rar y a os ae 
a hers aa 
se - oan <s- a ac 
7 Ey rt 
Le ae 
aA ‘ a eae 
ay rv rh ee 
Rrrr " Pie ie 
> , te S 
Ss a 
; ee 
| Po z | 
: Mpa eY Si rP 
a 
| 3 
unty : 
° 
line! \ 
/ / | 
‘* 4 — ff : 
Ss i) 
b> 
7 _/; 
~~ - : 
. a 
‘ . veer 
> @ a 
: ; Aeon eS 
x Wk a te ‘ io . ‘ ¥ ii fi ¢ : F = ; : 3 his ume 
rat : a. ak Sigs tee oe 3 ‘e : ge a a, ti feak Paras Ge, a eh: es 4 ST eat ae aa 46 She i ‘ Fr: fh Wis sa Si S s. ; : a apt . = = Fy ea : , . . : : 2a ; : ae 2 7 Ae " a D f : 4 i ya . ; ‘ ; : ig Fe be, ~~ ; < 


6 


GE Cancels Wringer Washers O'Donnell Joins Institute 


General Electric Co. will dis- 
continue manufacturing wringer 
washers by April, 1954. The deci- 
sion was made to enable the com- 
pany to concentrate on the produc- 
tion of automatic washers and 
dryers. Wringer washers have been 
produced at the Bridgeport, Conn., 


works since 1935. 


stitute, New York. 


John P. O'Donnell, formerly | 
sales manager, export division of | Francisco office of Sawyer-Fergu- | 
Borden Food Products Co., New | son-Walker, newspaper represent- 
York, has been appointed to the | ative, has been elected president of 
newly created position of deputy ithe San Francisco chapter of the 
director for field activities of the |American Assn. of 
oil industry information commit- | Representatives. Other officers 
tee of the American Petroleum In- | elected are Joseph A. Burns, Fitz- 


Indiana's 


Market 


Fort Wayne ABC oreo. 


faa ana an a a a 


“GOLDEN ZONE”’ 


eee 


Write for new market book 
covering the entire 13-county 


FORT WAYNE 


38% More Money to Spend! 


Among leading cities in U.S. - - - Fort 
Wayne ranks 78th in population - - - but 
19th in Spendable Income per Capita - - - 
38% above the national average. Annual 
retail sales per family are also 38 % above 
U.S. average. (Sales Management.) 

Complete coverage by Fort Wayne 
Newspapers --- plus outstanding mer- 
chandising cooperation - - - write for com- 
plete details. 


Fort Wayne Newspapers, Inc. Agent for : 


% The News-Sentinel 


Fort Wayne, Indiana 
Nationally Represented by The ALLEN-KLAPP CO. 


% The Journal-Gazette *% 


Coast Newspaper Reps Elect 


Newspaper 


Robert Kinsley, with the San, 


patrick & Chamberlin, v.p.; Wil- | 


liam Blake, Moloney, Regan & 
Schmitt, secretary, 
| Hughes, Cresmer & Woodward, 
treasurer. Vernon Hawley, Doyle 


and D. H.! 


'& Hawley, retiring president, was | 


/named national! director. 


Sunnyvale to Young & Rubicam 


| Sunnyvale Packing Co., Sunny- 
‘vale, Cal., division of Schuckl 
Packing Inc., maker of Aunt Pen- 
'ny’s White Sauce, has appointed 
| the San Francisco office of Young 


'& Rubicam to handle advertising | 


‘for the product. 


| 

| 

West-Marquis Boosts Arlett 
Art Arlett, in the San Francisco 


office of West-Marquis, has been | 
| Promoted to a v.p., joining the, 
|agency’s Los Angeles office as a 


| group leader for major accounts. 
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WESTERN ABP AMEET—Seeking nourishment at the one-day Associated Business 

Publications meeting in San Francisco last week were (left to right) Raymond Reeves, 

president of the northern California chapter of the American Marketing Assn., 

Pacific Region; Ross Ryder, Ryder & Ingram, Oakland agency, and chairman of the 

Pacific Coast Council of the American Assn. of Advertising Agencies; Walter Averill, 

v.p. and publisher of Pacific Builder & Engineer, Seattle, and William K. Beard, 
president of ABP. 


THE MOST . 
IMPORTANT CORNER 
IN THE U.S.A. 


s SAN DIEGO 
CALIFORNIA 


Erie (Buffalo) New York. 
Milwaukee (Milwaukee) Wisconsin ... 
Marion (Indianapolis) Indiana. . . . 
Montgomery (Dayton) Ohio 
Tarrant (Fort Worth) Texas. 
Winnebago (Rockford) Illinois. . . «. .; 
Hartford (Hartford) Connecticut . . . 
San Francisco (San Francisco) California .. 


SAN DIEGO (San Diego) California... *283,000,000 
TRANSPORTATION EQUIPMENT MANUFACTURING 


Data Copyrighted 1953 Sales Management, Survey of Buying Power; 
further reproduction not licensed. 


San Diego ¥ 
EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


$181,000,000 
. 132,000,000 Mrs. Helen A. Kennedy, for 
- 148,000,000 i 
- 121,000,000 
200,000,000 

16,000,000 
. 139,000,000 
62,000,000 


newspapers give your 
product SATURATION 
advertising coverage of 
the BIGGER San Diego 


' AL-PO Schedules 
Color Newspaper 
Ads for Dog Food 


ALLENTOWN, Oct. 7—AL-PO dog 
food this month will run the first 
color page ever to appear for a 
dog food in eastern Pennsylvania. 

The ad will appear in the Oct. 
22 issue of the Philadelphia In- 
quirer, supported by a large space 
b&w schedule in the Evening Bull- 
/etin in the same city. 

Radio, painted bulletins and 
| trade publication ads will support 
| the push in Philadelphia, while in 
Boston, Providence, R. I., Port- 
land, Me., and other New England 
cities newspapers will be the pri- 
|mary medium. 

8 The newspaper campaign actu- 
ally marks the company’s first 
|big entry into newspapers. Here- 
\tofore, AL-PO has used radio 
\largely to promote its dog foods 
'throughout its distributing area. 

| According to Weightman Inc.. 
Philadelphia, AL-PO agency, a 
|survey indicated that dog owners 
are heavy newspaper readers. In 
addition, since the cubed meat is 
the highest priced item in this 
\line, the company felt that the 
/reason should be explained pur- 
suasively, and in detail. 


Helen Kennedy Opens Agency 


many years a member of the Paci- 
Advertising staff, Oakland, 
Cal., has opened her own agency 
at 360 i7th St., Oakland, to be 
known as Helen Kennedy Adver- 
tising. Associated with Mrs. Ken- 
nedy will be Peter D. Hannaford, 
formerly of Writers Service, as 
account executive, and Cynthia 
Barron, formerly with Goodhue 
Printing Co., secretary. 


Heyman Opens Coast Agency 


Stanley Heyman, formerly ad- 
vertising director of Moore’s, San 
Francisco men’s clothing store, has 
opened an agency at 177 Post St., 
to serve companies without adver- 
| tising managers. 


Johnson to Holden Printing 


| Robert P. Johnson, formerly 
with McGill Co., has joined the 
staff of Holden Printing Co., Min- 
neapolis. Mr. Johnson will be re- 
sponsible for advertising and spe- 
‘gial promotions. 


These two great Names Shapiro Advertising 


Meloids, throat pellets made by 
Boots Ltd., England, has appointed 
Ed Shapiro Advertising, Philade}l- 
'phia, to handle its advertising. 


Blake Leaves General Paint 


Barney Blake has resigned as 
sales promotion and advertising 
| manager of General Paint Co., San 

- | Francisco 


market! 
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Yes, Something Is Happening In Pittsburgh 


Pitish urgh Post-Gazette 
| 
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PITTSBURGH S MOST INTERESTING NEWSPAPER 


*Medio Records 9 Months 
in 
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AAW to Meet Jan. 8 

The Advertising Assn. of the 
West will convene for its mid-win- 
ter conference at the El Conquis- 
tador Hotel, Tucson, Jan. 8-10. 


Raytheon Appoints LeRoy 


Donald LeRoy has been named 
advertising manager of the tele- 
vision and radio division of Ray- 


theon Mfg. Co., Chicago. 
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60% 


OF QUAD-CITY 
FOOD SALES 
are on the 
Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


They read these newspapers: 


ee es ee 


The MOLINE Disoated 
Zhe ROCK ISLAND 7¥egins 


Niteat 


Advertising Age. October 


FTC Issues Cease and Desist Order Against 


| 


Dictograph for Exclusive Dealer Contracts 


(Continued from Page 1) 
| with the product. 

“This contention is believed to 
|be of no merit,’ Commissioner 
Carretta wrote. “It is recognized 
that it may be an advantage to a 
seller to have the distributors of 
his products concentrate their 
sales efforts on his products only. 
This may be particularly true 
‘where the seller has developed a 
sales approach and_ technique 
which conflicts with the sales ap- 
proach required to sell competitive 
products. 

“However, exclusive dealing 
contracts between independent dis- 
tributors and a seller are express- 
ly prohibited by Section 3 of the 
Clayton Act where the requisite 
effect on competition is present. 
The economic advantage to re- 
spondent of requiring its distribu- 
tors to contractually agree not to 


sell competing products will not 
justify a violation of this section 
of the act. 


s “The purpose of this act is to 
preserve competitive conditions. 
Congress by passing this law has 
determined that the public inter- 


est requires that the advantage of 


requiring its distributors to agree 
to deal exclusively in its products 
must be denied a seller where the 
effect of such agreements may be 
to substantially lessen competition 
or tend to create a monopoly.” 
Turning to the importance of 
the 
graph, he pointed out that the 
number of producers in the in- 
dustry has increased from 20 to 80 
in the past 15 years. With Dicto- 


graph holding exclusive contracts | 


with specialized distributors it 
easily held its position as one of 


Where in the World Can You 
Find Coverage Like This? 
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The Omaha World-Herald Is Read Daily and Sunday by 
More Than 250,000 Families in Nebraska and W. lowa 


Few newspapers cover 3 out ot 5 tamilies in 
an entire state plus part of another state the 
way The World-Herald covers Nebraska 


and Western Iowa. 


To get this kind of acceptance, we publish 
11 different editions, replated around the 
clock, specifically edited to carry the news 
of the state area to which each edition is 


delivered. To gather this news we have over 


800 news correspondents in the area we serve. 


There are a million and one-half people with 


over two billion dollars to spend in this 
market. Advertisers find it profitable to sell 
these people through the columns of The 
World-Herald because they can be reached 


with this one newspaper — at one low cost. 


READ IN 3 OUT OF 5 HOMES 


Omaha World-Herald 


Get These Market Facts: 


Send today for these booklets 


Bluffs market. 


— 1953 Circulation Analysis of 
the Nebraska-Western Iowa 
market and the 1953 Consumer 
Analysis of the Omaha-Council 


nae 


IN NEBRASKA AND WESTERN IOWA— 


250,832 Daily 


a market of 1'/2 million people 
with 2 billion dollars to spend 


258,372 Sunday 


Publisher's Statement for March 31, 1953 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 


advantage gained by Dicto- | 


12, 1953 
the top three of the industry. 

Specialized dealers, he pointed 
out, maintain sales organizations 
/which locate and sell potential us- 
ers. “In this manner a market is 
reached which is not accessible to 
accounts selling across the counter 
only.” 


® “During this period of expan- 
sion,” he observed, “hearing aid 
manufacturers trying to break in- 
to the field found they were fore- 
closed from selling to respond- 
ent’s distributors. These newcom- 
ers to the field were forced to 
turn to other non-exclusive dis- 
tributors and to less desirable out- 
lets, such as optical, drug and de- 
partment stores.” 

He conceded that certain of 
|them, notably Zenith, have been 
successful (Zenith is first in vol- 
ume in the field), but he added 
that these firms are in the process 
of locating their own exclusive 


outlets, too. 

| Commissioner Carretta said the 
‘cancelation clause, which puts a 
distributor out of the hearing aid 
business for a year, restricts the 
dealers in their choice of products 
'and forecloses competing manu- 
| facturers from selling to these dis- 
_tributors. 


e “By not providing any means 
| by which a distributor can with- 
|draw from the arrangement with- 
/out bringing into effect his agree- 
ment to get out of the hearing aid 
_business completely for a year in 
that sales area upon termination 
of the agreement, and by permit- 
| ting respondent to cancel any dis- 
tributorship without cause and 
thus bring the termination provi- 
sion into effect, the contracts have 
provided respondent with the 
means of coercing and intimidat- 
ing its distributors into operating 


their businesses in accordance 
with respondent’s dictates,” he 
wrote. 

All five commissioners agreed 


that the contracts violate the Clay- 
ton Act. Three commissioners (the 
case was decided Sept. 24, when 
Stephen Spingarn was still on the 
commission, but released today) 
voted that the contracts were also 
unfair trade practices under Sec- 
tion 5 of the FTC Act. Chairman 
Edward Howrey and Lowell Ma- 
son said they approve the order 
under the Clayton Act but do not 
feel it was necessary to consider 
whether the contracts also violated 
the FTC Act. 


NATION'S LARGEST TRADE TERRITORY 


Of our circulation 
is confined to the— 
EL PASO 
CITY AND RETAIL 
TRADING ZONES 
With a Family Coverage 
Ratio of 59.2% 


The Zl Paso Times 
An Independent Newspaper 
Morning and Sunday 

* 


El Paso Herald-Post 


A Scripps-Howard Newspoper 
' Evening 


TWO Separate Newspapers 
30° Line BUYS BOTH! 
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...but competition's 
breathing down your neck! 


It’s been so long since some of us faced it, that 
the return of free and aggressive competition is 


a strange, new experience. 


Having something to sell, and having it in stock 
to deliver, is almost a novelty to many indus- 


trial companies. 


Sales totals long governed by mass-production 
capacity must now be achieved by mass- 


selling ability. 


How is your mass-selling ability? Has it grown 
with your market? Is it prepared to cope with 
double the number of plants you had to call on 
ten years ago? Is it equal to the task of con- 
tacting three times as many buying influences in 


the larger plants? 


Today’s bigger and more complex mass-selling 
job calls for more contacts than you can ever 
hope to make personally—with industrial sales 
calls costing around $18.00 per contact. The 
answer lies in increasing the productivity of 


these expensive, personal sales calls. 


You can do it through mass-communication. 
That’s the job of your advertising—to get your 
product advantages across to the known, as well 
as the hidden, buying influences in thousands of 


plants, and to do it quickly and economically. 


It’s time to run faster if you want to keep ahead 
of competition. Your advertising agency can be 
a big help in showing you how to run faster— 
how to use mass-communication to reach more 
of the plants and buying influences you need 


to reach. 


™= PENTON tousans 


PENTON BUILDING e CLEVELAND 13, ORMQe > 
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~NEW DANIEL STARCH | 
-REPORT* OF CONSUMER | 
MAGAZINES SHOWS . 
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-h many advertising people regard as thé most significant of its kind ever 
ered in the Starch Consumer Magazine Report July, 1953), 


\ t ’ if a 7 -: ¥ 


Fe Tac Ded fd We eR ome Duet ays OI Saale 8 Fi, Di ay ALL, oe ae Pe 
Pi Pek A We em Pee SR yee Re Aad act, Wee Naked wii Ih quel Vesuee a6 ee al a et 
os ea On ge ees os Lat Spee. Shay Guy : “Bape aa a ood wip ee ee a dita Beene ham Pag Bi ye . mei Wat fi. 4 
4g cee Oa DS. ag ae fo Sa ae Set eGR ekg MONE ME AG. emer gt ae oe Eis aa sp + ca hata aan ree oie act he od eiedte Kaban hue ueomreirc yaks 7k. Jemma et: Ue OF eer ie ras 
Ba Wee one tency hoot, pee was co TS orate. eb ‘ Bee, = SE ae gh oe) RE el Py ae Ck Rpt oe xtc Shit eee seats. Sears cate MEN. Jane, 5 OS wet 208 Daas eee as ie Os A peieul ee re, O° fe ~~ 
io a ee kes : Nps, Were; Faken: <A er Z fh alec Mia FG — age as ae | ear em a taamitirmamas Tope ct Ar ae OE hy, Mate at tien ee oo es te nace nga om Wie, ‘ Beet : es es oe setae. Oe ees Pame® ze , 1-28 SEP ee ae ee 
Ba at hls cet eA sagt ; ie: Ma > ar } re et 2 a We ee ep eee gs Aa Merge erg sehen semen eee Eee Re ees eo, we ee ait IE ge Saree oes Rg tage ER pe, dee Wierda i 2° maitre ‘ 
; 5 kc aie eae ere gS a aaa 2 ae aah abe Malt be Cosy Wee oe ey, ee pe nes SE Dinter PRIS Se AES LS (i's Many eetir, | (yee (oe ae ot Bi ee (eta Lbs Set ire Bagg tear Sao 
- SOARES ae Sear Ome ee eee Fae & ue We, set ate * abe, ina eae oe ee oe ay pin? Sieh a Sr rece Sa Lo mean carr eee ape OR. Seer Be 4 ead er 528 ee ea OE iar Be Re ee lies Pd, ean Fe mert Y ea 
en cae Sah co aan ee ee Vic, vee ieee Ri | ays ahd & os yao. vena om ae uae eee ayes nar ‘ ; pri the Contes Moe keen. ae fT, pela eg: 5 19 cia Ee See Ps hee re Rune ERE 5 ae it ats Ae in ale eee 4 ea 
pers. sia i aaa eas ON aE ee On: perme is 5S ou Sia ies WB a toa he cee Sek Pee Rat fe ati ee ee etn, Sgt nee " awe ar Se ees i Me ABC i 8 ip ee 4 Ne Vere rt Orne Cyt ret. ee Gs 
Peon ee ee a orer al es aa Ad ee ra ie: mer i waa Felipe ca hae *4 ae ee Pee ee eee Bae ets a sa Dias Lee PU Ae ae tears ine coe Bgl Be: ‘Sin ae : Sag _ bbe Sicko tee Fe i, Be ‘ * 
Sia Sa — PSS ae Cotes Saas «ae ee is a i i ee aU els Pea ame 8 Sen = ga Sa. Pee Peni Be gi ee Fiat : ee : 
‘ prike tie DEM in UE eR NS aU SRS pe EE ————_—_—_—__—— So ey ee Bea bis Bs EES hae ie ee Ben aes a 2 2 ae ea fig eee RE ee ee ee cae pre er so ities “ ie i 
eg en eee ey eS Sie Rae eee. Te om ee orermedinion -- (iliakes, Peminie Sie mat ME, 6 - r nis iociaaetet—leetes ttcnnpuas abs Bey it ee tigen ed Be Bee ee ae eee a, as Cyn re ne en a “io «9 ieee 
ea eee ai a eile ee MMe aca, mega i eee ta 0 a ee ee Me ere ane a: Oat eras oo ae cai, (eee Oem: en ee 
as seek : eg’ “eee oe ae Re. ERA” ey aie ad eon Sai aca ES RR i Sa oe AR SS a ee 
gs SA eee as ce iS eee il re Mr ot ail Ue i) Oa ihe a a ee oe hk iy * 
ype ¢ Sed ; , “4 en ae nor Pe < Cues a Bane aoe} Tae ot ramen Se ra J : 
: bi ae 7 en * Re te no een SE eee ot pe 
: a eae; oes ae 
. - = o Bes “ace : oe, bs 
2 | i} 
- r on me 
7 area i : 
: i <e * al 
‘ 7 Phy 
. . . 
. St a i Pe ’ r 
= a ‘ - age 
s ce, | a a A 4 3 bs 
mee is : ES Sn en 0 _ ¢ ‘ 
Ke . .. # ete Sapte 2°! a UP Te Be se eG 7 Pee ee ae " 

vi ve ae rn 4 ea Re ee, My - oe a 7 5 ee iq = Ss oS be ihe, pls tae set = an Laid 
fence ’ ‘ ae a 7 Bret ‘ epee oe EE As ig TO et. pda Fy 32 7 ‘ey Pe. ee a a nis 
ee tt \ ‘ Oe vee ss: 325 ca foes - Bei so RR Aa a’ © Be dn 8 a a ie tayo 

Beis San ed , weer. Ey : ele” % To ha S ail oe ee me! ats re 
ee, 5 et os Coe Seis bata? Z ae Speed - ee 
a re 4 By. > ie E rae bain * 7 “taf ae a rege 
; « ; - ica “ia ma : oy ae 4 +e se 
i . "oe ec 7 = a, ; F os 
f Z ' a 7 : 
G _ : - i a a 7 ; 
: ; ~ 4 op —o — ie bop te see os a: 
7 et et . et tee _ nf 
5 : Pi Fant abe de ; 
P “ bE ait > 5 age Bh me a 
1 a : ars + ae = : ae Hail) i : 
ar, oa “tn Ae ne ee: ea z 
os . so 5S igen . =: a cs i. 
"4 rie ¥ _ piaae Sar ot 7 ae y Sota : 
ao ' Lee = % FE, Bae oe : Ne A = te ; . 
- eo d Spit Es, @ ; . - 8 aoa oo er. atk 
= Se - = See ee - i = : : an on, : i 
j : : 4 8 5 ! wre 
+ 7 . . 
: 
: . . Pa rs : : 
a : . : ; 
= - ta 
7 7 | 
ria! . * 
Pea | 
S se ena . = 
i teat ee OR oe 3. eae amet ©: se We a q 
Ra aie te aed ys, fA el ee i op TAGE) oie Meera aa, vc se rm a Sine lel atin fa Se ie Spo tints ’ ’ 
oy, a ae eT tes ae be og he adore SES? : (is NC 3! ee A wa as one Sk ne ee tae, ae he Cae "e et ee 9 Com b,c 3 
tiie cet pases ak nk >, Ome eae 5 RNR paves tC ea <7 Se a Ss ea Be eee RNa Cotes Mec) eee Plone Sage Shanes ) sb Sik ok ' 
PaCS er ae a calla e er yr ee es ees ene Li a Cae cs: a ae or A eeerer |. qa bea Ln Sa aa Sead we, Ree led rag as ae ae © Rig a ee bee oe aicahe oer i ce an _ mean 
rok as ie Se ee CN a I a rule ey cian, Secs 72 aa BUT es ae irs, eet ~ SS SUE EL >... vt Bn ‘SST amet Pied os MATE ee ahi Bic? kaha ot” Sale a ca ee I im Sue Ht ciate Ne eee hk ; ADS Sas ye | Uoewa * 
Soe i % a et Bete m wea? apie Semen oe erie Macey te tte moe ee ee are Oo ee ‘Se Nga pea hake ene ea ag ‘ ” Mees? 2 ENT es = be te Pat AEs ee ee re Fan ay le via "9 tee 
Stak "pe CRE AG a 2 eee eee tog ie ae Sees ae oe erates, Rh oe cr a ne F ee ¥ Ben 7 or hel ae Rigen oe ae bgp eres Mh sl aa one 
ER rats RR ee eee aioe oe ec eer apes eae eas, es os cps 2s MR On iment teenie Be gene a ? ‘ ey 8 i at Selatan Sheigeeane fk: Pe anaes eh Silay ra ear hi 
Nahas yal aed eae Pepe aoa Mees Oa ae gag i Re ic i een oayieay oF beceisliit. i= 5S oe” 5 Nea mines eh f ; i he «EIR RORE OES eee eee ERS ¥ Set ON tas ee: ri Pee i eee ja Rta ee ia 2 ee ane. ‘ Mista 
t ie Cras Oem Rees has cae Mii ec oR Reger ee Rake sel aa Ap 2! a cP ck = ¢ Sameer tenets oi ee ee c oi PREM OSES «= § i Le eile : ees, 2 queer ae 
: . Pee oe Peete Bes a a ee Pas curt oe coe tees aya Pim ae: se race) anne aik ae So ee OLA 1°. 3° manana eats ea raete ge eee eo ec Pea Rate OS Cea 
ee De ae a ae ii clei fe aa AME. Sie ie Reais te : ; > iene en cae eet ati tae ee 2 os. ee eee en ey aa Ban eae seg te aa pit a ge is PII ee re Fy , ao 
gt e? % aS “SE a ee ee =. en Ea Ma a ea ous Bat iad bai wall ie a : ieee hs ce a tt rs Eevee ie es > Tee rts ne eee bg eee ky Nee tS Pere ares a nee bbe cd 
Re i 7 oy Tg te DAT SUE Pte Noe a eee ee PM ee get AOS CRO eee amer Agee = 4 A Fi caine feat taal gS UE il tae ieee ist a ate oS eee By ed ae ok cas emt jig Atiesd Serna Seer if fie f. ary: 
S| sla *G/7. ccigl® sy Na het ie fi fa ae a ee ey OE Reed eee: oe, | ay eee ee J Sie iiasiethiets ick Sic: Rina iets Sadmaag M, o es |, ee fear Tae 5 ee Ge ae ty ee 7 
TO S -. Bbtee ee Bet Pape anes << a et. a a v5 Be. Citi so 748 ia hn enn ES Ou corel SE age ae a : Pr nr ae cad oe ae eee 
wa eee ete hai eae a ea at one Bday te Ae ee ee eS ear = Oe oe Ae Rt 8 ie. pe apo eee ees - si a el ateae  eett a ee ery ees Ce ee St Oe career el et Te. Se aaa he ad taba Se ce ae anne 
Pati ele? FE yar eee aay? SAT he aa sia! Peatis . ee ef ware. Sgro Ws eee Ot et a S i ay = Den a Ae ds y é : Price ek. ‘oe +S es eat al Le alld ee Ms gi ry ees el ic he ee coe sea 
gloss etait 1 cit Meetecn ta ne Sa ea my es Chee mee ce ee Si - oe 0 Ee as ae art ie Rateeoe. > cree = E a ~ hee poce | he wars ss Sepa ae aL wees th i wend 4 Eka e Sas pinaarerS gue oe 
z Wtetiren yt Taty te pee hn ou : t ip pels Toupee eas apane rare wr rere Sh at intaee ue ete * nese, paged aes eens I atte: <2 sae } _ eats hae NUM eee Same WES a Ss Pe cana 
vad OE Oi be i i Pe aren gh et Oa MR pea items + Wem Nos |e uceranenme eee i ‘ae rae it a eee te ROR. man ite, eee ee par? 38 rege rs 
5) ie aR oe Bere ee Peak. Wistar = thos RE oe. Se!) ae hs ee Se sees Oats Peg ok gee Se hoa ah eee a aaa, hy ee Bere ihre it ae feat ye ; ee a ea a ee oer een P > ae ae |e rs Seles S ye a Ty es ee ‘ a 
fr agar Sista Eats he ae eae ge ca eee aie _ Bos PR) PRR Oa gle mS: Ge “Tigger as Segara oi! ‘ Ske aed eraser ae rc nae Sales, og ee Cee or laa ran a pine 4 eis 
AS iV ee Pa 1, eee gies A ee She eR go ae Ren ee acy ane me haere eal ac a Memes ge ee - Po) GE ANS Oa ae We clic ons P+ sea: aera pa al Vs aie nile ns a 2 kg 
eae ene Rah Cele ar oe ela ree ear cy ae... i oe eee 3 iy, Bt Cette reper g he jo By aug (1) eee pats eieiee.: A CREE LS ee oe Pam Brae eS ace enn: Oana a. s ahshe wane? Ss ties ex 
oe ge eh eh 08 ee ae Maga Rint calc <a AN Sop (th ec Rin 3 gee, Mas Be Ee, er ee nes ad Ree en pe 3 Ree a Boa bi ioe ee BR SEI s PRE 1s ue aaa el y ee amet ge Ne mR CEST) Ber Sr * 
= DP te ts he coe eee BR aa be a aC: org OS, i eee ie ene a bare | ens ee. ae as wee cay. SAN ae + ee . i A eee he ee ny ore eee BF ox. cr. Seta gee ESS SS: SRR REO LS | oe eed pees fae 
ok th Ee iN ke eters bee eee ween ye hg Seer.) Sea el ee ater ni aenerre| semmege as ee Mest io ae i. pA oan... Ls bh Sait EO tga ane Ee Se ibaa eee wip atneat hg ee ae 
Ra sae ae prone Sette een aE a st Re cel age! PS eee cobs age egies mene =. 7, eran Feit Aine ee Sears Seat ae (i ik eee arene ee EDS Ser Pe a es ae 
ee Pere tim nee a is 3, A ie itl MEN et REN nem Sgr Hillis ek: Ny ae Ba Ce, ee oe er pa ge teas hers cata 5a? Pat Ue) Pe oe as pie ase oS emcee oe <4 eee 2 8 Tt eee cen! 
fe +R ne Ee PRe 4 Pein taf 2 20 oa eas Riche). lees) ae eeeee eg =| tee (aie OI goo: 3c a RES Tea ee ae ae ey we Pen ar teu. Ge are, eters. Macy aren hg er voy eae se et es Lie ee i 5 eee ack Rete PAP DNC naa a heat 
ye a LOS omnes oe aa * Z Bl Tapa 7 e ho 2 Pr iy Paes os 3 iS as, SELL > oe ee ees res ae ae eae aesare Wc me eee ihe preety a a Se AW ces nh ea ght Meta ee oscar ed pe? ed Pre ata [AO Serr Or Sf Petia soemaa Wi ap 
ae ee ee ae. ; ee Sa Sich, as ne 2 ANS ig Ree eee Rove OP oan peo | F. Be od Bk) ad Fae dey ar ip il. 2 ile Fag Dee Vie a8 6 Sie ales vo ey Ps eh foe 9 ee es ee Pa cpnain ok. Fone Be ee ae are wire ’ a <- ; 
ial Ree REMAND gr Oe Se Seas cy aa Pe ge -. 0 he TORO ed hae eek ae Se eS bck a B02 pipes oh as ee Mamet ho 5 <a ee eee i 
a" fe epee re ns SNe RM tala ITER gel a OY Tee a Regn —n ved ee gh ap el = WE ee Sedu Se 5 ni ee Ae FSS A ae EERE es Bh lo. eee meer Pad OS Con Seen aes Sie 
A ps aa a oa ; Me ali Soin i ee me ai Se RR sats ed RN Ne a aria oat A) yest : oes eae : Pee: cae es : ye 
ee: ke } eo ee ee 7 an =” oe oar Aye case : : Yh oe te se Pear. el ea iat — 
ee ee oe Pee a ee, 1s 9 or ‘ae eR ee ee Oe eile Rees Pri fe eye ts hee we : ; ee PY ae: et tin 
tuwigtgs ett! OR a fos cae i {al er 7 Sree: Sell be te ANS AC Ay seas Peers ca 4° ee Re SERS 2 ae fed eae % Z ' " ra 
re aay ae 24 seaeig ae J " SU es ek xo ay Cae les eee” Pi hed 7 eee a) - aie, LS ae. a ee - ve coe ; ; . : i 
i cee e g Bete eo Se eee, Pie aes Seance dai ted us Ra a ee RES oe eae eenee e een Pic, . sare Re Sh a Pe ae a ete 
re = ey eee a Tae eS eee Se aie SERN re ha pe 2 ie Ra Ree ee eee pat Bi tad ee oe me ‘ Py Pee nae Bete tt, ee ae a p> Seca 3 ne! eis > ns 7 eet ei” Rr ia 
ses oo ram aks a on OE a Sree ee Se oS: RaR RG Se BMerrae le Mee NCR Sogh mies emt Pe ee Fe Oca ee oor ee ee F . Gis ee ; ‘se 6 Be yee Mp ee i 5 
rae : Bs Sais Sete a [ een. ep eee ee SLO 2) ay ages” ee a SOS cy = cs eee ee eee oe Fr ee 
' sti eae ce es is ois app et ? On IC. ae eae sa ae ORR RA A oi ihe «nk 1 ae Core Sy ee 
abu Wate ’ hae a ei e Fa Mae 3 SS gt ee a SEE, Se eee, faeces 3 = ae 
ee ae 5 fray oe ; 
ae as Be hs es —— ‘ i aha is sien Sr We eae, eas es ses sy y re eo p if sams vir ae 
aaa! iiesoe ge E AS er : “ eee ‘ ei tk a Sarre ot . Dee) ERS eRe re rake is See ie ark F al 4 , 
Ries Ck apa te cary | : Seip ites ae tate Se y PE cee ; euler ; pa Se ae hae! : > sega hea ee ol IGS Aint 3 et aye an ; ne ghe=te : 
et ae ae . aya Se ee : ae Aes y oe Aart es ee sakes We hie ee ng A PN ee 25 é Be ricn : 3 a ae i iss , . fi 
hy oak oo : Soa oe ae of ae Me Z a oe eS a ales! Pee ee ae ; nieeeee: Rea 1s eae er i ee i : ; f 
‘ So SRE aa. ie spe i Seely Ses a “Sian a eee ee igtivaG Gas a ae me oe a eat Pi eeelh oa ne Ca siete cs rnd ae cae we, 5 HEREC ER, d eC an eee: : 
c ; ; ah ate  shthilen yet aired a Oh aioe : pe Bs Ae es tg ath aad ae Re: ine trace nga Ge Meese elas Ay ’ 
y ; é ae, Biss GB sopee ae nti ae ty : ‘ ba ree sr 5:7 : NCH oer arin er aye ; ae 
: — ee at y < ef ie Me Bi Peis ar es ae Shae ae : as 
fale a gaa om eae : 1 i ee Sire if te , ee ME Rae F é 
Seam : ai arene Rie eS 8 Go eae nara Pee ee eyes “ae ieee. eae eee S wre ial ci cgi Sali i i a aan) tae waa Se all 
bapa © F nla rats f 5 ia Paty Seat ee re Sanne, lS a a eae ee ‘<a oe ola asi ¥ dias i Salamis . , 
Rees. a : et re on ; 23 ee , Ei z - vl 2 ye ere rn os. ee ee Pea OE ee ge oe, «Ek aaa aiesie 
ae Er as Koes tee : 2 ap a a < ied ‘g yea Es € Bo ti, Fed aye Sia ee he, on es Sa ok Bo “Se ate Vale Se 
Serr past: ae om ; mire ere ne one Sat 3 neat : a aaa : oe aes a F ‘= na Shee at aed ms Met 
‘Reuiltas DOE ica vi st oh Sens : saws a at ; Se OK ae i i ay oe es : SaaS Kae 2% : 
aerate eg enh Gedciah oi end : ets hae ees! eae ‘ el ee oe oe a cnt a. 2% y ‘ Bae On: ete Sin 9, ERY ae eee ee Rc? ta Ms 
Be: et eA ae Ce egere ta Ve tr ee ae ater 2:4 ge RRR ih er e as ee Pore ote Nets Sen Dae OUR oe, eee ; i 
Mei 2 a a a ar Mag a Ne ess RR <0 aie out See hey lass sulin Rares Se oo ee, oe eee Fe Bee hs Oy ee ee eae he aes iC cits 7 ; (alate anat pcan es a i pines 
Pe Me ee ep Rie wT eS ae Tai uapiee se 8 Sas ies hs ie ima eare at Se eo et ee gene Me ei ee. Spek «ipa tia tae A esa aia (ide aol A Ty, Ra gta Mig Sate ey: i SF ions ger 
petit ee ee Acie as ck ieee RRP ey Tek 9 CU ae Bom ee! 5 2 Dee iM atest 2) rec  at ee ae eho Wii: i ie ae Mead wot tee eee ee oy ae se cae i TR gee ee cies, LU ete ea ? s er ip me Svea Tae 
sates Ae a «A aieamae ie LE eet ee Paes Frnt pipe ie ae aaa Seige oe Seema Os peat reat ed i tol NC tee See coon ee ORS ac a al SRseees Maa aie aE: ch ee vp ti Seladaamcealy sa geo» igen Prepeetah Cz 
VS so a ee AM a Neat AR i aie tee ee Sole he Gan a aes meal ee fe op aiaes i Spl ean eae eee eae | So oe ee SME ca) 7 cc eam een ot eran Aire arg Ace MR RPE eo Aes , Be oh as RR A See iran SG = fe Baie: ae re 
BE ee nme ea F e P Oe a en GP SS... ela aM ae os os See ‘ een oe eng a ae ae Bea Or See ah eee Ren eee ge et sa 
= SON SEMI ea es es 5 r jo a gate is ealanee See Sms = a ; ee a Gack ase Re eee 4S . Fi oy - ik ess Pace nip (age eae ay Leg Gd Srrec. : cee Bee 1 ee ieee 2 2k oS Coa cisterna Na Packs Ine eetbaapee ers 2 5 ee 
Bde al cre a : “een ale see Dh eee pcb Bic nate SO Or Sg <n e Sgeeiny oe ees nee ee 0. Snpeaiemee rite ee 
a eee br ae ene bed Peis a aaa PEGG east Sete Lassa Satie a te Fa CA Pe en remem fs. ae yah ae She ik. anaes... ol eee ie es ea Re aes, oe hoes ae aie 
; ees Pisa ie ee oe Ses es ; wise Ove os Ray hoon. wea ge eee See eo ea es <sneieeMh eateer ee ets ote, 
x wide + en Lives a a ee ada Si ae eta od gi Phas ies ee Hc = apa AR SER earch Ree te erliee «2 pita 2 eas ates ‘ine ea eae 5 a wae Peary gto ss weet ad og: 
‘ eee ae mea nee ee. ee fe neat Aeen Thy cree Renee ; Dee fh i eg i hoy : ge igi . a: 2 ; Sieve eer eta eee 
ae ie iis naa. : a Sg sages Bk: tha) che : a ; a SUL at Res ig Bt anne an 
Lagi: Raa Ry Te Oe ae eee ate ay cine tan enced 2 Seeee eae § # BSc oe Ns eee pian ; : 2 : Wan ete Ne k 4 & : ai 
% heats ae es as ae es Bap eae et é Sa OF ta] tel ares ee iy oe é 5 ‘ és = * = ict at Ee a Sa eS Sea ea get emt 
pe WEG aN eR a ei iia ane a ies ape oat ra ale SEO GPG Steals g 754 : eee by "ig ie ‘ ee es 2a es eran a tae See ; ip 
ESRI epee APRS 8 re Pama - Sear eis F ae Mctieaerns : : BEd : Ken Ooo ee 4 pie) Aeenhee eager ee ir A at : 
SIN a peettes, ee eres es ce Oi ; Beane he 2 ata i : picid 9 ; TEP ei i eS i , rise Sa 
Ce ere | sie Caen ea a ae hays 2 alas ee 2 5, ‘ Poe. ar ay ee TES ei actin j . edeiee rz : : . 5 5 pe 4 ore ‘ fs 
ens ‘ Co Sore es SOLUS MeN eA ies ul Ca, ae SE Pane A Stare Lh Ghee oer eae Be es eesti ; a i ia ie Re Le yee co tone : Pgs ana Be et 
aye Rehr e ae tee oar ¢ Se ype ene ne oh te Pars aia Letra ee segs a Dis oa le lie ae Kg ee mii Bee ee ere Teen, ore a Se ; Pe ey a tele lias : Sa ations ie gana | 
oS SS ee See me ng nS Sh Ad ai a Sonat oe een AT MRAM 8 st ee a le aioe) eee Tries OI ge LM SEIU ae eat Se ee i ee iD a, : oe 
8 a came ee ee rs cet ee IIT A cyt cid pa GS 2 ees ee “ae Re te eee ye” eae ee ht Pa, mete: ae ees ee Meatenr te ee een sie ater Le joie sats Gibco Ss : ae 
retails tee ni 7 Ea eth come rectal vy ema op SS ae Beara haba ld ik 2 nay ee Serpe le Pa eae lee See eae f Ps Se ae ee ea pee ET vaca P saeiiateeaearemray goo Na eee Pe A esata Braye ze ea Bee 3 Ree: 
Gite guste Sta aes! ina SAN ee eee dle oh een ‘Sigiaeemenes em = Bay i Beas, ae ae ee ine epee oi Wa ORES Pe pete ty eae oes hee pide = a a pap FS 5 aa es eam Dy sous i 
~ hd  Re emicne Tegi SMY) PR Ye ers SRS er Oe TRE PROT SagE ficient Ps chee ee ap 3 6 Bae: al eee Biko. poten ea Sees | Po oe ee oes ne es a, a 3s Be mE lett ate om ce bisa IE aI a ik hg oe es p2% Cee nih peters aS hak 
ang ee ese bt <i EM en oe SHRP SIo ARSE rep te nies, earl : Meth SO TE, a a ee ; 5: a iy) on OA Se ei aee Ni 2 ES eye aR ee Se ect hel pate A 
, mA meas So i RR Rael, Ra Cateye oN Gis Are anya 2 2 i a al 5 haere eee ea a at ee See : ‘ ial o es ee gaia iE eee REN ee Li ae rs 5g par fe? Bes Ae ae as 
MA ier oe Chin ee gener eer TA , ? 4 My ee ae Rees ; pa | Se hg oh ae Se a, vrai Set: ‘ i aT ae ve iF Geet Le ee al a atelier aise ae a jee 
inal ea cia fads Hane ie, wie at eS gh ne oe SPs er 2 He. e ARERR gs ne Senha ot Aes ech, : ne erat Eee ENG, The eter 3) gn wale 8 ate ren petite: 
Po hag te ye esi i vesceti nce t id ian sad 1 ong ‘i - Fa a are ak Cree ae _ = fat cae ‘ P ae ey 2 in ue . aaah 
hae ‘ = "Gs xe ¥: at shi = PE - a le i Diya ieee ha a: ee ened i > t 2 ne wi: g ¥ 
eas ar eee jie eas ees oe ¢ = ‘ a E 
Soma | ll ia eae ea by 4 ai eae Sodas bs S * ‘ hoe if ‘ 
a Mg gees Ceo ales 2 ee Ox >, : ore pa ere ee Se aes i a meee a ct coe + Saeed ms ere ees eer jeies = si 
eae ; ra eee aegis re ; Bp ee EE et a Ae ee ee ite ie con ee Serene ee ia ve rani; Chae avy FES peg ; f 
ae a aE oo z ke A some ee i): an oe Lak ae a, le ae ah penises Bre ee Ae ee cS Rohn Sede Che irks eS (iso Pee te wea on oe ea re eee i aaa eee betel: Scualt, oer a 
ee eee a ee eee ener iat te eae 7 1st Dees ee CaOeg = TERD Se Pe) eee eo paints ua May ae ey ; BS a ERC, enna aa is i pCa 5 eng aM cress SRT age op ae 
ee a ee eae: co ee coer eec A ee ‘MSS 5. fat, are ae aiacel gilbaikait kc bee Meena ean Sad eae Se Tp ar 2 eenremehsy a ce oh peed ein each ee ieee Ry nee ioe ihe” i a eae Seay a i ae 
a et ay a cee Pye? ene eee: oe = ene ee yh en eee gp a a a ae ah a alee a a Ts ene es emer ee URS ge bernard) Woke agg hey igs 9 PRT, Co ae i ‘ : é Ere PN ny ae hee ie a eae 
eg Se eR gta Orit: ae ie a ans ito, ne ‘li parte ee eee ae) pte mae eel S ary aie” eka ee a ee Sees ee =e ree tee hy bene ie et la Regrets ied 3 es Vee eter rs 
DF RRM Sok Mi ieee c=) ee aera: ee ie S50 See ee ee fie ea sR et San RS eet een og - S Wess ar. i LE | ale ong ee i “atl Bena die ees nae eh he ey: ORC a eS Ringe é 
‘Ge. Gaetan Be Sh me 7 Pa Pare isi atest tre bein yh | Soe Venue. Oo so eos Fi ee Tee CGA aS sa as Se MER ter Says FS me Rha Ue Le epee Ae ge See ae a rs Ge ee eee ie Ce 
ES > =a | pricey en ane oa) % bare” ‘ie Peeeoes Se soe hms Ae a HS gta ae he A o> SAD So oer ‘4 ee “SUR aaa eet rahe eee eae See ret re a ial . A ae bel . anes | Leroi eee a eel elk x pe apie Fa ore? Ras 
Se Sa & is ieee ee eee Te aca aN ers To od ere ta? <1 a Ais SS 20 5 ee \ RS <5 bilan PS ee eee ee eT eb nee Ate en is oa ls RS Ieee lr al Penis eesti SH ee Tee 
a's ei Bae hts Se ee as ch es ae age tp Fei) ee ad ae mega ee 2 eee ere i ae Anne. oP eS ie or #5 eet aegis mae e Pri ed SURI hs ce eam ae saat E ae Sie, Tt lice MS oe ae 
ane ra eee te ch ee ro ee, ae ee Ey hick, pate ee cn aa ed Bene Nae EN ie: ae wee Seen a ieee Se; Aaa Es FEO Crs ae cea Sa ghee ee™ et wt = 
Shy ce cg oS ee poe na : Se. Se Pa as a Te aa | es aia dee a pcre hcua ine <0 Toe gaa cae i es ea 5 ap ne eat Wg: 7s cee seaman 2. SS aeaeneeeal > -— &. Aare PI cu Ne OR Migs Sere er gaia seca ay a 
Ste ielie a 4a ie Meteo eo BS es Ts eae ae ih pen ae ere ig hares Coes © 77 Ayes Spiga aS ae ae hes, eal Poh cas Sa tele See ee ee cer ets oe: en cae eet 1 a NM Be 8 Oe ae Behe ig a CO eS Ba eC 
Gomera Pea! ; ra, hee able i ye Bed gor Way te Pee oe eee ee te E i é ee oe eee ee Ca ee eee ee + ee” Cee aks he a ae Ee aie es an a Vb Mii gay ig aes 
pe es ee weap) ato sem ve ae 2 fader Rene: CURR. oe oy OUR a aie one 8 aa PL ll a ee Nee: a ale or Pes fa bh ieeeas ts RMR PERE Nese Rtg pala) pene at rans 
ee Fo. ag Det ope An oe ae nai ailing Lae eee Cee teas cet a Nae ae ee! Ete. sop nie aia pte. pti. slag Sees eer ry ees & viceg x Sige: ena eae a ia ees Ta siete yeah Lee 
Saree one ec amen ht bg ota ae 2 a nae e EC) ae ye La eee a ea eee ee 3 ipa Careta eon cae oS See she eae rue ae a PES iy ea 3 Peed ber eee 5 RS emia pass eo BS at ap ane Seti ae inchs ge eae 
oe ee ee Pei ste ae eS pips! ay CE eer eee eee aren: eis a eS . RA rg! | PE Seale ae en ees et eee es ain pe eee et Ms Set MRE mice pae es s 
Rape oo eames Pc Ee LES: 4 de Sa RR” iy Sissi gre ea) oe eee Se il coat te ay een oo an ame ee fol: elie Sete 6 a eee eee Sal Sy SO a ee eee SS a eae Bia ee can aie A eee Ss rie es : 
SOA pearey Me Se amt Yo ae SW he Rea ea eS Bae si 3 ee Sine Mn Yat Alo teeta «SL Way Wise oe ee Be ea cit pee ee es s)he) es ep eae as i eee, eter Bre eS ; pleat S as 
yc Tie eet ins eee oe er es tee er or ae eet Ror eh kaa See Be 3 Les) err Eee es iim aie ee a ae hae, site Le BAT: Se ae eee ee Lerten a ae Be eee > Aa F ‘ae Sil Heme ae ae tpt logs Be i oe 
; ed, S.-i MTN hE Ee a are EAR Satis hla ig alta aaa eta Seed ee ar) ye Cer ce ee ; Ore ey ae o 2, ee PMMA Sache be! 8 Ree Anan Vir dl pe Maan ih - a lati sv NA Sure de Fo Oe sig ts 
a bie Ae See yee gt ata e Bap Ce A 1 Oe a ee MaEMOR sy PaY gaa as ei eR eat pi print ir BAe Siena ie ater i riot wt 2 ee UBS St eS gee mt peek ORR. cyan nae Te Rigi. ta Wet ty 5 vee TOE Hg BS a ahs irene fos oe a rs 
‘S ey eet ee Seer 8. pase ae CMS NR pee ce. ae iia a a ae Sela Oe ae aaae ah, Bere toes PRE i, ee cliy 9 Seg ena We Reg ac Balan ag es a soe he Sune Hise 2 is ro 
Se (vais eile oe * ae ae! ae * a SS ie St Seay: Tigi es iio md or eee Oa RRL ¥ Leslee hacia ica rts: arena eg al 8 A ore ae SUA pe Ooh tat ghiagiee, he emer. <<) Nee : oe ete «gee ee Pade Nir Lae af ee. hace 
as Poe eo ee ae ae ‘sie Seger RM ea ne ee pe Oe AE See ae ean ee io 
i Moan ie ; oe i Seat ees % eo 7 a at ee i pe meee wos 2 rae eae Py: RRB pas eral eT ey a ite 
rors F i Pek i | eee i ; a pees Tit eee me a f ‘gr as eteteat RS i is 3 
eee ¢ 2 a AA ais s Tre Tes ‘ yea ck ea : , : va 
a : ‘a gee ae oR se 90. lh Rie vt os Le : : 
ga ‘ r ae ri ie anne = a ae ae ee, er eee pehpA: has: 
i 5: ee] F ye ris = mars EGU yeahs sii ae yest} 7 Career © re eae Pee : : foes = i 
Seg er er dt See ace tee te me Eee ants ahaa, ee are : Sah atcenne eats ae ieee. pe go Pee ch eae eRe ce peas ac * ae 
mer: Eee es ae er ES Ao te ae ot te Ce oS a eam “ it oe ky ad So et re aha men <aareaaes is ieee, wath ag 5 aoe erat Vibes ; a Aer coca : 
: Ne Reet et, Ye ane mee eee oe ee keg Sine : sf pee viet meee so fe ae shes ies ee Me eit) Sok eps Be ae i fecal gel bag on & eG re PeMN o: Sarta Me See hie esata ee ee " 
5 eee a oe ESR SES oe poe A ee - ; : ae eee Wet on ec ues eee cae ee ee eee, nee eee ai ag, el Ok ns se eee © RS aay fo: Fee: 
a Nace Tae » moi y chs ae Sa a ae 6 ees 3 % spe has BEA CN RE RR es On Shine ening ees ca, eee RNa Po ‘ : “ER ie cae a a ieee 
3 Fk ee ae ‘ Bayes af ; rai =i ee 3 ee ae ene ee Re nes ee ete ate me ge ipa re ee Aaa ee aye 
x iy “ st i. ose : Fi i 4 fy ke Ra ee aaelce Se ee st RO Ne MS : Woe Stes aes 
3 i 3 : 5 : : ee ; = pe J Ne or Nh ea q “* ioe A ee ‘ UES 
: if = x ne © Arnage i: . ” 7 
i GS ales : : ? = of oy t RS Aas Oe : oi 
ee ee oe sits pe a pies Ure oe Pre, haw (oman pie aera . . ig j ‘ : Pednec tte ; Re 
i Se He a ae ee | ae See ath re oe ee Bae eee ae BES AS, o : " Bees eA . ye “] eg 2 aie. Mei kine aos cides é el ee ea ry f er Pat a fee ‘ & og es |. ON Fe 
% " Peter ge ae Cnet Pg: ory os aes ea ake rf Gy ae ae fe, oe Fy = . es Oe ee eS oe SE, = Ue aalial scr nape AT ap ee pete é; : 2 ere Hl ve, Br, ee, a) ae ears, ag 
* Bee 1 Se okt ikea Piet hiytan. =, em Ae Re pee es Set Peet nS an Ss ge ee ; Rage se Bes pee Oe 5: yey Se ee a ee rec ee ae oe So ae ee ; ee a Bae ve 
x ll ETA Mie ni Ueiersrelr a) erie re ar ie set erie woea ey cle. Sao 2 a lt eG nm od | ESE Ca ii ieee aN ©: ool ie aa ae UIE: 5 ok, cota OE Pict hit nee es , ee Shee i 
7 a) bp 4 2 hay og - x fa Liki, pets te aa ( ai, Tit 3 sc rites c onan Son 7 Pts hea ae Bee ee et Mey eee ee re oF ete ete AO Ra een SNES Ait rhe : * Wes ‘ 4 +4 
me iar ei ae ae thy Reena ent : 2 ASN A: Ieper a Pa ellie: is “Sane a cape ae a vue te te ccd : Bey ae meg acme ee ie EL Sipe yey Sate RE es Sap) eae Shee ok aa if 2a ees as 
a eee tts Sa Te: 2% 2 ay Bas a ? ; Sigtg 23 Strep ha c wea A ee ar leer em ele ee. Yertsh et wae KO a eR ie yaa gee = Fe eater oat ay Se er a, ae). Stn) " ities ae 4 is 
ick lei tee Laie eben utreiag ts Esse te Yat. , 2 eee : a, Cae ait ota sree Sega esse : vik “re EO age Se ag ee ee Re eg ieee DP te an ee he epee ane : i shoe. Se agen re 
bes OS.) Cee re ie com ty Somtras een Rp ey f ai i ae) Site ee Z ies Ce < : ram aiatie Pee ee ce se ae gan Mote ds i Dg ak eg en ey aS eae | ali ahig: Coa 2 
Le aden ee ta EEN apres RO ae a Ae ai ar hae ° a ee oisar foe i SOR Se aa : ; oe orate ie ae so eg , Magee See a foe os ae eo ee sill “ ; ; eS ft 
fire ‘A, pee ed ndings pe a eee he Sate git shoe i Sy fg : #. 5 7a ae ea | ae See oa . ASO Shy ue. 0 aes by ta ee oa cic me eer. Bir. > ba, % ee: 
Wit eie tc | tie ei aia : es LVI : . HAA we : ; ge So ee Bas Lae ey es ie Sree em wehe y yeanr a eid sie Ae : esr ee eet ee ees 
eee tae ene ie ne mee Sie sn os ade eam Lig ob - ae ee eee ae ta. oe eee ios 
Bn ir ee ee ee ay Phe SE Sh ener. bet RATES ee Ree ne at era A la ee Be ee pe pe Sirti << Ve ORT, Bare SARS es a Bet he ening ote aaa page See Peer ag 
Mee ae eee Pe ons ec Be koe. ee ee ey ee ae ee PRO ee ee Ly er lt tS eae 18 a ow ome: t ; t <a ee ere ay Re, ae Bioe sete Si sa 5 eee eS ise: ge Ray uel 
Borie oso he Oe ey oe ORGY ao uit = ve eee Soe a ip Sietatendinn Sects art ae Pee ee as i Pee ne ane Nee ee ; Gr, ee tae ae ad ees 
ao - eens: hepa y= Me ss i a einer en ese  | Ege SE age uk ca gta etl ae re a og ae” re nae 
si : we i Re a eye ‘oy ee eee a ae MMe toe tea Sean ip ilipe Se eee res capt etnies ae j ee , kd er | iy i ae Ny at ne pe igs re a Be os Qe eee wie oe Sk 
é f f Peet : m ; Re rate : ae dak Wade toe | Fide coq t ; i ed Ge br ile “eee gem’ inode ay : ' - Ss. ah AN ie a Gal yo DER RRM tS esc 
an sek TS ee Rape ie : cate mee ie gh tog eee 2 RES sole re Pat fr eee aya aes ie eg MORE, Cape pers and Wace ee ; ges eee ae ci 7 ene ene Bee 
Lice ¥ mage re a ee ees Sa nee at eae Bice Wea Mae” a An ee 7 Sage ee ba ie eke rT lie Selig, Sate se Pia ee hee, Ah Ther ae ® Sa pe G aie aaa PRES, Serie 9 ete as : oO aga Deh 
Pine , es a ae to ed eM kN Os, ae ae Beda ee 5 ee oe ie ME oe rae a 1? Pr ae ow se eee ibis eee oe ie INT eens gern ee oe 
S ea cee ; SF eg Sy eae oe naa A cha ee Airs a Bei Fp e ees | garde ag 6 he ee ee Th Claes ee Boel 8h cE, AL pt 0 Maes ra a Hea? : See apn feet ye aa ke: ive as 
‘ : f ns Pah Serer 2, rn ne hy cae a SS A sak De ieee, | eer Bes ce tS) eee : Sete oeeabe Rae Fie), Se a ey OE sig “Spee FSA ag eis 
, Sy ea  —'=¥ Daniel Sta ae phe Se meeneaae ee ma Pee - it ee a ae i Yoni ee cae se 2 i A Deane tee oe Pees a ey nae ge ee eet ; shes Prac te ee 4 ela Bi & 
: Bas a eo ais sie 2 sen s y! i of a ser ‘ ~6Stt ee aes a as : , g Pret ane Meas te ‘ie : ene : glo Re was aoe 
— : ei ; : = eee . hi os tha g ee ena ¥ = mae ae? { ja 
4 ee eee _ Pe - seu Pa . 2 Ne a a me ; Aes eh as ont: aia eX glee Boe ah f : 
ee sand pipes Piss aes hee aren agi 5 1 i Sig ae he Seale x - i fini nt a I 
a Rag . eee es ake TE a tee 2 id } 
E aa x ba Se Sa x ries 4 ete a ba) eae es | ‘ 
eaee rs pr sce en a eee 4 { 
ee 
a Angee Rene eck oy eer eee eae Oars, \ 
te = ee ic a eee ipl OO EPI Sa 
ae aes be MET Pave Pach eh ee i : . 
¥ : . é - a: . ¢ * 1 ul 
ou : Cer : LR Sst 
pee aes 
= ees oes ee | : : " 
| ah Peay ae asad | id 
AUTRES oh : : Z 
aoe : ° Shee, ; Br : . 
mete ty sig pbb tees ae ta i ae eld, ee Peach: ‘ ; : e . 5 , 
= . of gee Le rs: ae ane “= ae eine ae rt Pete 1 ’ % 
5 " ae : ot “ , Widen ‘ “ = . co edge Dae eee . : : : i . 
‘ . a Semi th ; oa ‘ 
me = . ‘ : . Rael ae eral Ba ea Sie Ligeia NPE a> } 
: eas at ae 7 § % ae ee ee ‘ 
; z bi Susy aia ae eae Ree. id See , . : & ) | 
of cP skdy ? " “ = _ _ . iol 3 7 
ea et ee Le 9 oe ee =? _ —_— . eae il Bee Se Bs SS eee : 
Pel ein at Sew wer ed at = . 
Se Marianne Siar esl Rie ere ine) a y; =i : : om 
ee Ie 8 eae anes FRR eS ke ra ‘Seo bee eer | SE os ee x ; oa a = 
5 Ma tec oe ? SEA caller Ee Ne <a c ey oon Pgh, Sts (ak oa ’ . @ ‘ ht 4 ie a i 5 vay 3 
; < See Fi ‘ i See oa iM " c i Epc aL jee alk a eee ine canoe eat Pi " ‘ r 
i ‘ i ; 4 dj : ‘ ee Ae aul 
L SEs Heys elt * er as j re : 7 ape x i: MP teat Se the 2 oil " : _ e, é 3 ‘ J ~ . ‘ tps f ¥ ei Bet 
CIS A, ESS oe Aree eS Bee Wik Se bali: heme “i Sat ac ea Yee ae A a ee a £ Ay rs ee Cat es ae eg tds 4 aot i a Se, ie 9g Bs, ’ Se eo 
BENE ery ie SOG Se, t ey Sco Cand . ie, Sa Aiveauey (Craw arn SOONER. Fhe St wee y et a hon Sig St ae Je = * ra etek ' pees eed ee ge ee ] Pfs t ; LU < + : eae 23 
os TP ’ t: fi petro 4 a, es 5 ARS ah St Palle ett ame ee > ifs x ¥ a id % FA ae : fs + Oe nc <.. ibe > oP iio, * 3 : . in 2 : 4 he a F 
sf ange 1 nt pas ~ Tekin 8 2 9 Fa. . ie ee a, aY ts Pre Bis, i Pes pis Rages Resa Bi ee eA a é path ame 
. i ‘ . F ‘ a gee ’ : ie “e ie? ae . eo 4 hale ia i: ad 
> =e Foote bas Baar Oe : ¥ é i! oe x k rea ae Wie AY a ih Bes EL iol 


Sutin ia at aa 


ve 


PPT hal Ri eh ee ge RR AM Amma ee A a Sak TT Balen 9h sa Te aa eS =). Sa ee ee OS ee Ded ji 2 tes ee a | S| "SS eee 8 a i Ss 
YE: 2: ear Rn GRY: SSN ok ae ee co ae eee RMS | po) NOREEN ARE Ue gS ait So - ge es 10, a ae Fy i098 i Re en Oa css eatin Seige SAGAS Ee sa erga e, URE gs Spee AEB ntet eas | f..' S) Necpin Tans & Rita aa ye. $ ¥ 
wae me Recake Fe ek ae See ee eas Bene ee Be eg aes 3 ce eae, ce ca Sh Ree > fo agen = < ees ge om Pi Spode rt Mic edie oe) Gea diigo.’ Spe Se ER ne WE aa oe Se eaeh ti aie Send ee is 
See oe : RUT aCe a ie I ee Ae. Se a Bi: oe Bret ae eo ae Be leids Peay Be 3 nie pT lay: Psd gk ame gee Tigi et: 2 ee ae ae Ae oe ae oP ee : = io Oa Fes Reis ss ie amen 2 fe 
Pores : rts SE Sa ae ye EE 2 <a AG ic ci i ae Ek a i ila eames OR Gage wey Gk Set SS nina RR RE ay NEL ete SgURRF hiatal! ERRORS * a pace a temas 9 825 8 ee 
Sa a Same a ea ra eae : i <a, eae Pers ers Dye AGS) oS eee Re a Fo Pa ecg Eee anette BEF | Tk ele res aa cas $0, of eae err 
a = ee) eee Fp ee one iat) ) Pe 3 ai ce oe rere £ eae a s ie ees Pea alc ag is ? ce pdeil ats a alee ee 5, ae c a ee ares” I is 4 = 
iy beg pe ee RE Reis og) Ue wt. A iam eae Oe Stile ey Ee pr ee ae Sag ee). eer sca ae aca ee Ree «iy iat. aaa ces ee pe ea oe ae ee eS spite BO 3 sera Ege ae a ae 
spiel ES “PR No 2h hg Ra oe ete A: Sa Ue ein Re ee Pale ies a SP RMR a Es ca) ae. aap ca re ee SN, 2 aa hla cP ne Cee tee meget ng ee ee ; ae ee ae ee Sei 
a ae eon) ie gear ral ps re oe, gt ae ei Sal A le Ear canne Peet ws 1h Be oe I ager ee sai aL Pe fe 5S eer * uel re ren =a ee Sees a Ra ae sages to ieee te duit 
Joe ane : 00 RE gee Lh a aes SRE. ener mere ae pe cig ie ees + pee ow em Ree (2 Soli ieee Sli! 3 oa eS ay a a Cea ee ie ne ey ee aes Pee gor aon el 
ee L ELOISE Se ra TO eo See Be a fy eo te Ps ae SS ey ee a ite. ho ‘a ci ge. eae Sikes Be eat a a i ee ee Rese ae Att te ee agai | ee 
Fore ss : ee ees less) = PRO et Seat gate, ie ene ele en hn: or SE Ge ag” RS Mine ge am ite ee i TR i EL RE ih Bin iain, tee ae Pali _ 2 Sa Re eee 
eee. § ERS ee ere BN Ri a ee me ee ee eats see” i eer NN i es og aS le a I ool ina =n © , et Se aa ae a ee 
ce: Bg tate ie " a, = Pe mane et ae a ee ae sei im Aca te ie a a A aebsG) Foon ira Noes era as eee eee 
ee : . Mh es ont hae *; a i. Va: yn. oe as ee el” oe Pee ears ee Pe rier t ae cee Tee A Ge ems ‘ ta ha re 
‘ PRT See, mein or wy ae is aia Praag Mane aa ana goes MS ans ry 
pe a BS ig : aS Fag 1 Care Fo Tete Pe a 
SS 7 SO PS gis a eer ea ay ee 
Ba, aie ep EE aan 3 
: me to - - 
P it 
be ah * aa 7 ee 
tee 4 7 
. ao moat 
P Bey 8, Saeed 
ae a ew " ae tas epee roe Sib 
re gS ota D oe Serta tas gh te ey eer A ack, Cee 
sti Song Mier ds ce ote Sp togetign. ne <> eeahis Penis BP a: ke Soe ae hk ei ea see 2 ae 
ie wae ee a ies atk Soke ets ee aan ene sas Lao ee ee AS Os Cece ce 
iors P Ere ; ma 52 ie BS pee en rake aa Sg ee wat Ete cae aa 
rine ay : Gas aR bes pe See ee Apis eth ae Ss Mees ee 
bilcs * i Re ils . . ges ey mee ae te fk sot oma eh Od Swe coho ae 
‘ i aes P58. a fa) Sea Sige a leat tia aa hy 
to ee gg » Spa Ge i eae give Oy ies 
f . a so By Sik Peet : 
7 ‘ - 4 7 4 _ Ve) i) 
= a ye, oS 2 7 - — i ; he 
os he, 2 Aeawee 27s ep. a So peste ha i Cae 
in fli, we in ae. o> wel a | Cee ree a oa 
2. : ° 2s - _ aie A ai : ae => : eee ee a, oe 
4 . a oo : we , Pan . 2 wr ; ea Se ure ‘nai 
Bs 7 4 i‘ ff ss. a. a me. Ania oy F a wane |S i v8 ee eee a 
4 a’ : | ie ae 7 “| 2 Pan ea] Sais ae Ge 
" ‘ , - (é ss P te 7 ; uy Rae vast 2 . ae pe ete eae 
2¥ < a) = Se Re a <<: 7 ge Em pb 7 a. So aa bee a Dep at eee 
i an wae la be ive ae) " ee | oo ee. Sei. 5 aoe eee Peet 
. ; OR Aa 7 hs ae Ss 2 | a : sae ee ie 
* Tete a a7 Wes » ie — | : ects | bes Be Et See ee 
: om 7 me =e, Se 3 13% : tak i = Ae 4 eae ” ‘hee oe (ae 
» q oe : a See ahd ’ Ruy he 4 ne oe gia Se a } 
I as) : oo ie “ 1 SN ki ee Saeeee Ok iad 
[ BB . mB. f ?. J i 3 7 Rie . ua ce i 
. — oe ice — a ey . ys re 7 Bat Po a 
; h s 5 ss re, s ms a eed ee “ = ‘ - BO 
7 a ra -) = P < © we: a : 7 2 * oy 7 a id 
. 7 a %e & . en *. _ by , ~ 
2 : ; - "% J 
{ _ ; 
’ 
2 4 
ws ” 
: 7 . ca 
: Fel set as ib sh tee : ieee fe BE pa 
. 7" es sew OS the Hh. = oT. oe “aghia- ergy, | _ = tes kar eee Dk aee eis id ite 
_ ' ¥ : o- i ~ tee 5S ORS 2 NAT PA tee ety = “Pe ae 
en ae, | 5 TS oy fae 7. ee .  £ ao oa ee Se ti a oe i Rho Gp lnc ao i a 
sa eh hee buenas a3 ee a i CREE ee Se = % is nx ES iad es) De. etter BOE ee eet ees oe rae ee as ee hore eae is oe or ei ore ae Ft aes phe’ 
ae ee ee : Be ee weet ets | 2 (Re Penny fo oe ee My i Be econ Sat cig a ne ca art Some ee cis ad ot We. Pi a eS” ee Eee ts 3 Aer Soke: ; ees 
Se : ae eae aa, me :, é epi ae ks ca neak rae, +2 ee ee ane > fea 2 . MEE cing te ues Seem iain | aed Meee ane eer et sy Co) NS oo re Pa) aks = eae Reo +. Sc Oe: Sree ee“ 
awe = Dusen ic OM 9p, ae Tee rater et eialy 7 mae > nd 3 i i ¥ = et pr a ene Ree Sn Saas rains ee em eS Ue ee 2) (ee ae ori oee cee Oe ae et toe 
Re ueee ce es ae ie Say ee a a ee: eS ed oe po iiss ducaties Sak aie de ea Sys caer ee oat «| Tagine = SEE Cee 
Pe sh > Meshes eeetees es Mme a 2 a a oo Fey eS ees GR: a ae or (ae es ie oe aie a eee Pee te esas a ie aa ae Ah 
3s en Olena eee a See a: | eee es ns) Toes air ieee pclae LA Ia eS : Tea ee eee erie ie, ie ee Bars, Tee gman atl ok te we ge on ay 
: pean a Ses ee oe to, eee ee fae ee ee oe Geos Wee Le “a = Ne sea es: ag inane SPs Py ie Se ee ae Yer Pp iat. Ee 
H FF ae ee ee a ae aS 2 a a eo -,  —aoaeeeh ‘ae? Co ee ; Oe ee a 1 Nig ea bad Be age ae mena A gabe ee ee a ee ee 
Rapey | ee i edad £26 rial, By he ee a “fm eat Pape FM a ae ral a ae aa Te o ayes Sd 6G eras aa 2 az - niet Pepin be ee 7 : ORS St arti hee 
Fares ce ety i ele ee yt - we a ees ee ig ei. eco oa Oe oe * Wicelat ma Per tain.) S Mee Pst RRR 2 oe epee ee alla sits Ais: Ria oR aplaieee kaa oe eel a ce aie is q Lie 
bee oa ee Bee) Sees Ue PO ot a oe ee - Be MR teins einkatpaesl ng pole ee ae case age s hs Gc RA I a A Si i alin! ot sa 1S iat eisai meee, Gia a 
ey & ae.” S Pica eo oe eee ee tet as ae aegis oy tao Piet Ro ae oie ee eda Oe hain + ages eee si Eee i” Samet eg aaa ae ee iealaliabme ike 0 
ae SR 2 Siecle MM ia. SIRT as a eo 0 RRR Lag ast rs ae a eg aH Se Se SENS ke 2 CR, Wer ae mee SS ees Ce eeiy” Agee Ae Mee < MeL tc lige ae he 
eae cian Te ee a Rest Ee A es re op ee ee Se ae a we ick we Ses ee Re a ei Fhe hh aaa i eee ele 7: ORE 0 ea SA aire 2 ee OR oo eS oe eare: = oo es ure, ght 
: Bove eee et oe - eee em . . or Bee Snr pein ack, cai as sie 7 eo a 8 te em mn ere if PETE Ae GME GS ae on pees eh eee Lenn wy es 7 4 ik or RSE atc as 
ieee ene) Rarer ai ae 2 aoe . oe secs rs r Path. Ee Meta ¢ Be ahs 0 eel para a hte a BPs ead ay ae ee eae Se 2. ae Sc eG Oe er PT, aa MRT ik Pin) re ne Rea, 
Be "Ov . ay = TS ae His hee ys 3 ee en) J pairing! Sea eee cae ta! aed ae oe aes tees to is “ i eiadea ain nat Seen ee as Og : ee Ae - eet y ree he ‘ Pina se a egies APs, ne Tub MeD aa RU Caan pry ei ar a: * tu. an an 
ty aPeae es rN ee: M pS fa ered ps ener Res ae ae : WS ie iad Prune Sel.) tee Dies eos Bish Wn ak dP ie heh a hs eal Nein Vaart tas er bey ee es ore > set teemietiait avila Maa Mo cos at ee Se. eae eee i t 
riers BP bese i): 3 ca i IR SS ht ER a PUT ae po cy) tei Re UE LeU S acemupere erg EL Ss ge Mr opel I aah ig HEGEL 5 eS Re en itsic, 35° apres i eee. Um Ie See tcl Gy hy VO ee em Lal ea AM ey Be ae ae ag 
ie ge ae or ES OTe Oe eet. aa on A agai ee Ss ee ee 5 amie | EEA Serotype ee tn be ae tgs BR OEE eC OTe sae een a eg Re Rape eT Oe Sone: Ne arp ea ao ee 
Paes ea tse, Oe robe pas ee da BUREN, Chita Pega ternahen stg ie aaa . yma Wer be Cie eee x VS aaa eae rsaLe Wii ine rads a2 a aS A 9 Ua al aia Rebels Ae obeme Liisi tot. Caw s Se ies a: a riser es “te etl ee 
Sas a Reg A as oP aI Oe MILE cet neta So Ng vot 0, ee ta aa on aE re SE eee ey Re AU Ie OS omelets ga gmk Sa C8 Sal rears AE ce ple Fem ee oe A= ue am Cage tee Raa eee ERIS Me MRS) PRE eras oe rt 
ree : ihe si Tae co maleneiperyie sae St aha ae fe NO ae tee ek al. 6 ene PAR OER aie oe SPARS fa ae peri eee, aretha. 608 ge Bis Sn rp Ba ga oe Sl Soe a ee IE RE oor gk ee pas gt oe oh 
Peis ; ‘stand Suet Fl a3 3 ae a Be ella Gore ree Eig eat Sgt | ae : rca = eal Ss ie i ae ee ee tet Wg Wee FSIS a Mar te tee ES 2 SNL es Beh ai Fs eel eee a epee ec MRLs Ng Ae eR an een ky.) det gh a Spee Jo EL ee ae ot ae 
es eg: Peat Se ee petiaian Scot eee re Ae aaa ie See wee sa bie gee Reanae s enceiuer el) ae ake - ae. Rin ane 0° ie ae eel ks eae. reyes tae Ege oe ee ce ces et 4: ie eines pea od 7 ey eh 
a, ieee aha * Scales 2 a Cee SO oy.) MME brings eee meee Pee nT Te aaa rg te ty Moe. Rr) ae te eee rey ee Berta: Gia ae ge ates 2b. 2) St 2 Ae tage ho aS: i ey ol ae eee en oe. a a ea VO NS rr es, 
ae SD ae s Rie oe ok. ae Riges fs oa at RT TENPE SRS ey a! Agee ae ot es aetna ee pet cist! See rae at 5 ee sae ae es Rie 2 a s bias ey 3 ft pees 2 i Oe Rta nS See ae) ais to eet meee : uh oo Sane 
Rete et ee Fe Se . ae eae’ 5 ag ee pea eens ae ae begiee toa eee ge vag se Sa ae Sgueee gaa ae i ge te ite or Rec) a ee ai Ah eee oe ee 
ret er ae eR aie bab «| iia ho To eam Peay. ia ieee Oe Ser a ee er ort A UE? gum i eget are By ls MNS keene nen tee Shaan eR aS set 7 mere 
2 ae B a. * eet, a dae ere se pat cone eetcnectieny 1: ate Ee ee) cL Se alee <2 :: . fae ues fs een Rese. GCap Ck 1 a vu eV Aaa ORES See, ane 
Pe ‘ +, a rena en 7 ee i a oe 1 ae we oe he RM arth! Lie a ; ie a Fi : = il Ast Re | a ee ieee Oh, prc cal? Mueerd "On ae 28 ee ae ie » ra Pees 
: : 7 Pig : A ba : ae C ; ic, eevee: Rear : : i a ao ct ace 2 RR pe eer ge igre ed cee Ss OR 
: Baar wots roe : op oo, ite cheng a May eae: ty: neo? 2 . * ai, epee eile Ine eas a ee ae eet Eee oo 
Sie ae eer : o : ‘ 4) dos . a ae H . 4 ‘- — : Ce tad A arte tetas pera Pe “obs ; 
ot) : J, ee ae : : 4 - reer mm . ‘ a 7 : ; 
enti ne” eee Rags é ¥ ¥ 2% iis rete ey . ; 4 eS : 
Es om oa ae, ke ee a . i A Fae oe im s 2 — oe mort x ae ea eae 
sein ee. eee es. x ie Aa Ta eae SPP i ike ae : ; ae ee ee ay 1 § Be Beha A ari og yee aes 
ie 4 | ei eam ; 2 or sf 2 eee ; a ‘ ‘ ie Soe ae eo | ee. eee 4 eS fa, eR ues ts 9 i og Bat ee ee 
er S fe Te i oan on Ee : ; 2. ma fo. 2 Bee rot, eee 2 toe eee be ee 3 SDE aia Oc Pgeieedamere <1 Same hi aoe ae aa Mae Se" 
x " ae ad ' nae a at 4 ; So : Pope 4 fe ? Sire . @ -_ smenne «OF fig 5 oese re ass ior e a wie | Naawecae 3 ad iid a a seh eee Messi 6k rae ee Me aR Pee ee cok ia 
me - ag Bh. @ #£. pen: oom taekie ae ve more Wr ee eee a ba Reo, “2? Ge eee ee mie Lt ee erga shah Res ati Lae 
Fe. . ph tos 5 fee fer eter 7 Cea wee FF ie jo? ba a Wey oe Me ee aa 7 me Tent |. & er, . ’ 5, 
: FF Fe iF oe TOS) Be Seep ee A oe kee = J: ae . oes fa ’ ; ey : : — | 
- dpi FF £BR Ae £.h ee ae ae seh Pi a oi es —: ay Pits & -F. : i © 
=). viet Waa i 2 my ie an. per esta — 2 ee wee? | Se . ay cy lashed a es Sk Ro ces a =f — <e & ba ae Gas oe oo 5 
one rg aaa hls . =i i ” bi " ‘ 4 ‘ Fi replies *- Beret YS Z m ei ¥ rae 7 
me a * ‘ : . > es © mh, EP ‘4 £ Le st 
i iad ee = 5 2 Mes ' 7 ; 7 al ae Ry 
aoe , o be eS . . ; ae : : a ee “ " Bye 
iets mI 25. ae Wes y tare BS ae ers. i ims eee 4 Sy ae ae 38 f 5 a a ‘ ie 
4 aed % tear ne era a : e : Fete ere . ae See , eee es ioe Es mes neat 2 a on ke Ra a ee 1G ‘i R= je Jae a 8 ee cp cee ee ol ee te spe 
‘ “ a ‘ a § s, eas Se een Sa See i capt loee $3) ee “i ha atk c oi ei cate acti ight te em eS a ar cp sheet Bie Pan mer 
* oe f pie Z ey ea ae wt 
i aw Sk, ae a os mes ee eR eo ee en i ; alae a i i 7 a 
fone : te ee eae : re eee See ees aan ao tg Spiga ae er Ss OS ae ees ey eee ee eT ae One eee ee is i , : , ae al a ies - 
eee sald 7 eins. Ss A Me atin. eee PRIMI A ais 6 TRE ihe tah aS er Maa aaa 8 8S RS eR FT a ela eae a a SES ae 
pene 2, Se = are cia en rs Na eee es yes aaa fics ae x ee Sti egic re Sa ; ee peter ernie ee. 8 5 See CRN DE ier = ck ee! oe he er ee bara ery a ice a, Not RE 
: ae eee = gear 2 Be 2 Hagerty: inal wel a ae Ne Re i ir ters te NS ean SAR ee pom pee a: 
t mate Jaa sas et ia Eye aby eS 7a Sie nh: esta i 7 a A ee PR as SO iy ane : or See et Nad ean a eee Se et. CCR liner og eae ar yee Re ea ae 
2 ; ‘a : oy a a oe cake ees a la. aes Sas ; 2 eu pune | Sie Bs! Sidi) ai A deme Bo ae nae ag PRET ae ge te ren aes ere ot hoe ee hte: : 
3 i vee ies stk ™ eee _— 8 _— ie ae os % Md — we Za wie ; a - | Wee ee oe eae ii 1 oe ce pane” Bia Tie eal : o ee gt ten ae an ec a j 
’ se vie Cee gates Psy Ba ee agua : Se A tae ,. ee i 7 A 1 Eee ee 4 . ) <<, Vee & y . a cee pe Sie ae os Ce NGY lb 
baer es ee a Bee Gee Died : Ge ae! fou & WS ae, : @ eo eS ae Pi fe a Ve ogee ees 
he m Fs) ah, * - a, Show se aor ‘lta’ Sue? Re wis Bien cd: ‘ Pitekeica, a : E et: aa Ari q sas, — See ~~ Be aga 5 
mere «eerie ee sk on i ee ao aie 2 aes Ege oa te Ct aan a ee _- ce ee 7 i . feovs 2 Wee owe s Suge STs : 
pak is ugeraean matey. eS see fo i he OE See eR ge ie feneh es ie he et ee Bae: a a oS c , a> So, fee itr es, Se = 5S. Rear ey i 
Fes Ae Me 2, | ee | ow a il s ap Bia Fa a Se ee PRE oc _ hon a oe ei ao BS - ES, e eee as oe anaes a z : aa te ete (2%, 2 
apie Be nea aes mee a yeas 3 pee yo eens Sims, teeny persia’ baa oeape 4 bio eee > , — Pi Sp - odieee  fea mere 
Pay Ne ees: Bere as Cok aes it dave eS eee : oe aad ea 5 } Gee ce es : me tl ia | aa Bee ae bene! 2 3 - ae spe 10, oh Tenn 
Rete a eEEy ans +a Ks i! oes i «au tne a See | ae . Veen) ea eae ae i Fe eh ee ae . . Z EC et | ees a Ve a Re oe ee, Shs PRM a ous ® Ae 
Soares . (Oe eee Satine ‘ ofa F ce aie: aA San iene >. = é : i. he ere Somes ice, ae # ae Tis ee fe eg : a eae aye 
SWacde: cee ye Cee | ae eis aoe | pyoaaee Ne Re? Seite Be es gees \ one : Reva ceeghn ——— | eh rere tae ree Bye We aa Sek eae 2 ae Rc pomeey eae 
Ae Fo aa eee ie Wee sac eg oe Se ee ix Re ares | , a aoe F 3 scree Pa gre ao we se Wy pee me ae Bye EG TEE eae lig os.  y ikee get 
om . ; ia eta ra es 6 ms et fae beet pa Saba ae > jr Ge ‘ eee | ee a oo SS gi a ae je Se HAT A Tones ee ae 
Peas 2 Bee Se ie ci ted Poe. ee Ras ieee 2 Pe ea.) Ao Soe tie "een: CAGE UID: MAREN peri a ef Ree nee as Siig the a tee 5 el jcloreets “" ee aerg eae Falla : sae 
ae See en, ERNE 5 Sa nee ots: Spee Rg ai ts. Oh aaah Nee cer, Meee" 2 Tiedt 2 Sees ee UA) SO a ME once Rc Sie Loe ene ee TS Ses) | hae Rea Ege Cee 
; : pee i > ssa iM Pai ee Ne a a “ ree Fo artery fete 3! pee 4 ; 2h RAs See SE a Rane be nha ater ca aiid ta iay ree ee a eae = p i eae alee 
, i. a Pe: pee aS ed Be a op eae petites, siete tang RE ee : : : ae eee SSH weld she eres eh Se ONE eg pe bates : wh 
: ie, fi aNeare oie ne - ola Senay aren tetnntet Fae 4 ly Pas ia eae ais ae : yee ane soe ate : +5 (ey ee on sae Meee ne. 
ible an 7s eee CSE ei ee Pees oS ee Pare eee i es cca goes roe sen ehes Bl arene argh ie . eose ae : Boe ose 
bares 5. Cota ens SE ay Na ee 20 eee BS eee st. eee pay 0 mam A. Sie MOR Ny 2. Eee TCT To Re OE ace aie a : aoe aa a ees a ‘SanheSARINES Fae eli ( a ie re Mire th Ye oe BG BeRe or, eg NINE Lee 
ee, Phar Cetak sai is OR CAS Seo a moe (ee 7 ker eran on 6 Ra Bee 1S ae a 5 EE Se HS ot ne tee are wee ees otter SERRE C0 ike a2 aie funy Saar es Pipes 0. ae pve 9 ene USERE Bi MEE tH iene i eg SR Te Bee 6 eather is 8k iat ae ese TS 
ie Pei lee ora Ping ets an ters re en ere Te ere ho * 2 Vi > a ER Pea ga Gat eee et 30 ae a He Mee haere fr Stale te BEE i eo? ee yeaa OS eee a is ae BU a i Maa 
nea BR eel hat ccd ah feg e a tee Mee ame ee ie AS mally ier ales Fs e — Teagan cb Ses Mips,” ee ie epee areas Ton Meethectenic” “Seb eices aeayy ? Bee ohn i alll i 2 eee eer ie SS hy Oe a tae A RR eee a oe RR Ay, di fon SSS on gl at Reem: “dey Me kL ay gh te eee 
Laer a cy eae pe Be I aly Pant ey: 52 cae Meee st MESS pci) eee nee POH Eran alice (AS eal eg, ieee pe etc Td are See ie eee! ReMi eB fal et este er onre Ve BER iy a A Ge, Rea reer i RES RE Nip Healer 
ars ee ee, ON re ee ee ee errr ee as ee eee 
yd Pe ees SN Ha oa i MRM oo). eal vo nee amen gh ge Ue rast ieee ed Ree eyes eee ee Re aap Hace, es ae SR ee 82 1S 0S tan RR eR yy lean ae ee 1S Oi 1” Pana ST STR MA oc. eat a a ale ng 
ig Ms } . ieee.” ; x eS are * <a cf ae ce ee or aie eee ape mo ge St a age ae i Danes : 2a fs) : 4 iecopiai: a pee Ae ere es : He. cae pees 2 eta Cae: ee wre Ne 8 pea, EN Ae el SE 5 Be) mee ce Dh Lee 6 Si Kee 
a # Bernat hh ne a ig 1 MR ee Ra Pa ST ta ths a ee et i. Cres feet. — Ca Ses! eo Ree oka che tran ow) ae Se eo are Seat ae eee oe ee Ap aU Ae aay ee 
ee ; ae = ae os oe a oe a! ee gy Pica ce Rai ih ice AS a ca a a Ba agape Te aa = oe idea. taba ag A cues Res Meine be 
ro, | ee oie, eee #5 = Seen. Nees weed ; : S- Soe a wee oto e oe , i a ae ir eae i eed : Rit Pert eg ewan 
ae pee ; ze we ” Ras 4 Sea ur a5 bd 2 a em. S —— ° — o Ce we sy .. i af ~ a e See aa ey : i ( 
2 ee = —— £ ¢ Phan o> cae a2 Be) Pies" a - 2 ee ee eee mr) -— £ i, _ a ee ee a , Be a . : i 
| oo tA... fee Saas A UN [OSE : Va 2 ; ie Be Ril 
oS Dn ‘i fu S a eee ; +. J q Lee . A r Eeecgde . = J 8 oe 3 ae = 6 a * Oia Qs ay A G28 
: te Re eas = | | i = f oa . - Bae & fee ferns) f ae 4 2 See Pee — oo aoe fe et eh cd . - : bes 
ef. ££ an we Ba ; ao. oo oe ee ey oe ee i nes | See ; oe wee a ee i’ : 
, = ff ee i cee 2 ee pee A ee a oe ieee § te a, Tae Be “a oe ee : 
: at : ‘ - Bays dR ? Bernas B eo) nn a eee ae) gee oe oo , rae i Ce RB oat 3 ee __-_ a 7 uF fs Seeing 
‘ er: . ee 2 zy wit died + a ri . | + So lees pert . jase ¥ ‘, Pe Pre a eh sf one ‘ pra oi Petia 
‘ fae Bri wr ee 5 nt Sa) Mae re ae - : x ‘ : 1 ie ae a . i | (el — = 3 a atu Pee ‘i oS cite: 86 SN re ae es “> 
zi BI in ni t Te J Spek, ae et. oo j . & a, ees Sire ee ee Lae an a o 7 4 het : 
ee Re Bye ar ann Peete ee Sel ae . & Sach ee inn Pk i > ¢ ay aa iit q a : ag q if Bart Bee. oe Prey Jus > ‘ate ase = : 4 ‘ ane ; 
sl ieee: aire : Som 3 as a ae aoe Reo: oa oe > 2 ss Se ‘ Ane yes ae) «6a : epy a ae eS BGS 2. sol p ean pag eae” comme BP to : ae Sate 
ie! : fe See co seem : ; 5 RANA. \ _ Re a i ree ons J 2 ae ls i fe. 7 ° 7 j Sete a ae ton Fs é Ty ge sane ee et 
Bes Eee j BE nn a tga ee ee. i cil sttaMae Meg E e ¥ Skit pra Peat Se C—O eae Te Sie fA aor Ae ee ie ce es way oe ae ; ae Peres: 
me ono eee : ese Pi Ne i Shs ge ca em ds ita cm ren ve Sis Reg hs ae eh Spee Se Se Ra ig Oe Co ke eee rma Sage ot Poe ep Pe eer eae a a a ee ee * é oben cae Ses aia year 
fee, Se eye. tyme ees RE a eb fe ee edu s ca elke tres Bee ee bee aoe =e, cece las ea ee aoa begin? fo ee eee ae sal sae a a PI aay CE sere Rapa Bee toe : ; cae ced eee Bsa ee ee 
toe es Sis 3 oe gama a RES Se 2a coer Pee en Zora Oo Be ce se es gee eR, 
a Li par > mes, Wis cle ah alle eee ae oa ey eee cafe AS - SR . S Bk 8 Sg eee Cena @ ol Thad oe iad Suet ee MRE ie ese = oy aaa 3 Se po ei, on Fy eo te” : ce ke ey oie "ee 
an Ne ee ce so aa) a as ee, Beer! ay FIN gigs Ree ee OM Laci een nig 2” SMa te eg ag cee aoa eC el aE a? «eal i 57k as ae : NS ee 
oer Toa eee eee i is 3 Bas OE, TF Seem A IG. a Oy WCC me Mn Ne ig oh oe MR gh Dee a Rees na Seager ee xd Mi ay ae me ree: ne SS eee Ait eee ORR UEORRT Sc tae aaa 
eo Fat APN SOI ik tp RL at ee (pea ein ger) eae oe eee A ime eee ce ame BGS ee oat GTA Ee ere a re wa at eae gee ie ie ee SN oe ee Sai 7 eee yee 
i ig ASRG ek eS ee eee ep ae Ben's psaes ict - we tea Be Vala : es : ; Fok baba dr eae ee ree Pres cele Mel Wis Linas eae aia coer tee ss tt ee sais ete |, ean ‘pds hog ga ae CBE... jae Be da ea ss i ee Shad: 
oe * Bate sr tsiloe. Una en bakes Oo 2 else clay 5 aes Be ca, UR coe rn Mie ee RE A neers Oh te Sanh a Sep en gatne ie ia Guest a ee eee heaves * Pha it Ream eeepc emai base Dh Beet, RO Ai UM ego Crates? si) 
an es a eee wi hi pi eure Rep eg ty ey) pee cet cere ae | a ee nape ee eee Gn Se | ee 8 ets a Bea ae et ea oe So ee 
see Sethe! Ne tpe s Capee aise NS ; SO ia eee 3 Phe ite 3 ee oe eae Patan: Type a “Sos aa RES Seka. est eke x ote : cee re. fenton: % ie tiie rie - ee an tor cee bee gee ae “Pia ae 
A as ake? Oe ee Re es nd male spree fort = aR ete 1 cs Sa Ao Ap I co $35 i Be. Pa ae os ed mn ewes > Saki . a Beer Gt) een ee ee See BE, : be) EE Lins et ee et So ah ea OE ae Teo te ec 
ae Or ee tite ie meatal & LE, 2 Tae ee gene Sepals Por > ae ee eh. : USER fe ee th ot Pos Rina eee cre Sp ab SE Ma peer eee a isc toes We ao ee 5 colt a a ) Bene fe ciel, petites Cay Pie hepato Aird ae a ; 
sais a ONS eC aeetaas Sd en 0 SE Oa ena Pee hc BOA mee Namie Sot 7 Soiree RR eg hE aes Demme i Se SRN ee la ee TS at eT EERS ef ce en a ie eget rg a ean 
7 SNe ice Se es eae yo Sc’ 3 Ngee eae ae: Pape <0). ea a eae po a ae egy Bey ik Aestagen sis! Pe TERR, lt ae ae rane oe ee eg Sy Sigal aay Hite aay. ea 5 eee Pees ot) wine Rea: cork Fa a eh Sa ea ia oa Or ot Nagi ek ae Pane eee 
Re ie el ce sae ee Sess eig>raeay NI a ie Ae gs OK pie ieey 3, ses ae re eres NP te Mare Ch, Olly ate ia ae Jo Apter Bigs pate = Sa fay Bes a, Oa ae ie Beare res my tag Be Pe Say ig 5 ee et £1) eee Se aa = ams ses 
aie {fe = hy Oe teeta. seus: boa ia eg ee ae oe Bick oo eee = Rie ets Cintas CoS TE Re Te See peg neti omit aye pee eT sis. pas pee ane Dee ies Paral at. ais, : eters © hen se RE ye 1 aa a ne eM rie vai ee c), daca eh Aaa ee ti 
; ae ace ENA ae oles Deere 2B. pee a eee ee oo anette witee ane eet viet 8 oi eee fhe, tials Sy delice eae a ee Sia TN So arias eae iw ae eee tr ee ey, 2 ae eine dpe ey Ee aie a gy Paks Ae 5 Cae 
i PE Miter PO ray SNIPE IS Maer 6 ai calien, Fin a ep ae ets Ms ey ee ae pa a Ene. hs Lay peas gies oe hoes, Te ON Ly pe eeu bei he Ce eee Cen ees Cee eee ER AR ac iaaclipr tats See ea BT abe k rg rl Sen ga Ps ee! 
a Fa, ; oils og a ea a Pn ‘ eT eee ee i i SEE Ys er Sal Taare c= re MY eee Oe Re er ee ee apie: = last Se yay oe ad hat Tne a ay eae ee SAE VERS EE irae ee Wisco: Ee ae REG PORE MGM NM IN etic SPE men a ce | 
pe ‘Dae ee tae : ‘ bits et ae ‘ Bias 2 eee 4 Rr ORC PLE x es See ERS get S. Census definition, used by Starch, Face CNRS? RIM A Jeni att rg my a a eae a! ane Bobo Ss tse Aa eh an 
ee RES : oh sine eres a ae es 5 2 See 6 ae iS “eo es eo if ieee eae seg Reet Wa aT OU Ree ee a yin t : : 
a a . 4 an eerie ke oe ee animes ee x = Se le Ae Thy nal : pe ona Ee int 3) aig) . ‘ 
fe bs ti: . jgalleyatnge aa pau ES _ | “Professionals, Officials and Proprietors." > * ee len das 
: ‘ Sa eS eee ee : Rae ; : : a noch ease ere pita terior Ste le Metta NNN ay Eee we a. ; 1 eli 
‘ Re ge ae a , ‘ne See age caweoe ; aha ee ike aE RS sae Gs tM orb eg elas ; 3 ; : BAS 
7 ert era, 3 ty ms 4 Z ME rot 5 4 hs ae PexO 2 Tic. jk / sl eaeiaC Mmmm se cela [ek Le een eigen 3 = 
" : P $6 OO ee ee boa PR x Pet ai r toc ite eae See agi? = wheal are ere Br aa Wali i - apa i Paes 
: a eT ets * ‘ Pelco m . et ae eee a- , ” v te i . pelle ae Mee = oe SY ee oc ihe ice A gets p i os z Pa 
Neat ees dis ae a ae pn ed ey ones eee Sag © Aa ge Pe ee es ee aa fale 29 Oe eee Ree ia Lat ge a ee ae eet An ‘ 
ie ay Y ‘ Eat me es ore Lie ade, ee * pay fi eae a Ren 3 ie ee ; at os alee ae poe . Sore ee ; z 
ea: co eS ne a ae SENS jo Ws nara! % Mapas» i se. ere eee aia ey é cee & ; aa ly a . Ce aaa tk 26 : i one. : 
3 Digs A. ¢ net RS ae piece ark a ai Re ie eee i ae elma es 7 : ' nee Estee i) a eee am aS! i 
ate ea ae eee A SS EY im een ees a ake ek en 4 arise ane ae RR Pong OS ne ba 5 Same or ee zs art Ric tee meena Sa ee 8h on Spi ce ts ae 
ety : a AS Ase Mies... eae ar aa gegk es ee wage er ee af : ’ ae Bes Sete Dee es ok ri bee see aa Se ES gS hs) et phage me 
. et Beir ; cea ie é tate . : ‘ cies : 1 eR hte) SO Pay Sag oka 3 Ae A eR SPR t ee Ae 
a t > ab “ad abe ee ees Soa ene? eer: ge iy Bin Bom Oba hs i; s fe ie 
' 2 ‘ : ry eee Was i of Sian 
esha) 4 yeah ie ak i nes + 2 te ON ie a ae Oe i E eee hc tag Soe Maes ie ee a eet ee ei ei bas cats be ie Cie F 
7 cae 2 Ue igs uae ee ee ae e PARE cama es ol oa Ee eS RP WA 2 ipl a ERM Bee ear en ant Oe ion 
ON Sse GRE ae hee teal Es ema oe A 2 py: nla: aera wae cha? See ee ee oa, sai [ip See ee meen) PReME nl es: eee anton) 2 : ‘ ies? iach Ste he 
2 foe thc te Rue Bh AN Sm he hele ee ao A i 55 Sahar oe ‘ iy Reams BAP eDiets ea, eats 4 ie wee 4 nen ate ie e : a oo 5 eee 
ad : CPE ted ease oe Xe agen Her err eS st —¢ spe eee Po) eit age ae eee jee ren Se | eS, 
os : : as oo Pile Sa ei oa neat Ap rags aie! aii Sa eae fk ee ee e Ls hg Soa ie eine % ce. 
eer, at em ees nea. eepeurtig tas oe, i> crt ‘ “Ps c - : . : Baio, di st fn ee 5 : : * Ae ; 
ag coc Ne pee ? Sees : ee - A ae ae ji gatas a eee oe BP al SR EO edd Biers aa : 1 eaeanares 
sme ae et ay a ane: on tee eee =o f J ee meg a~’ ss aie ie: 3 Magee tus ig Pa Lea: St he eas ro Se ots Daa es E : 
makers ee oe ies ae poe angie | pa 4 eT: eo ean eee Pa aloe ee re OR RL Be ges hei 2S oe PS lnm be RRS MAM RLY SB ORO GRAN aad 
Cp Beeeien th weeamer’ Bas: , : € eR =r rae i aie ee eee ee Ey Ae kd Sh oe ey eee ne ea 2) eae e-em aay oe Odea be ca 
a ig ecg eae ae ae Lata eee aa ie eer : ; i Bight LE AM OT Nome Baas 3G ee a Me Fon ys ee S 4-23" = aaa eRe DUNS 
Pay mS SSE m2 -  k » ORAMINE Neagle Alot Mecha cal ee bie apa J 2 eee hh one 5 : eee rh ke Sie ee Doh pgecetek sa ae ri ¢ x er ge ie he . s = sheer aiey 
ney “MRR Sale as re geet £5 4 oF dies semi: SS " % ‘ ek. 5 5 ices te otras Ge ues ted pale Bet a, Bs eae ce ea Root ce ‘= 
ns. Comer GA “argiates Wiel tok mee ‘al. = deg Se y poaty Ss eae ny le ee Be ne ne ee aera OP cite os es ent Ss. yeaa) Be ind 2k oe 
asec i a ee We Saar he jE : ibaa Yai Ci hit Gi aa char eae 2 eee se re Ve Saat ne: oe 2 a oe a ee rica tot mamas Ok ok pea 
ree 2 elias ¢ ieepeemetetey Mork RY a ec ee “ Bs tty teh es ae) een eee Ri piace Sue Oe aioe, ae 
ll ee at eo ok ee ere es ae at Seay? - i : . ee - te aoe. Roe <le Se Waka wigs a3 ‘ Bs ces Tie pou pees sae ; ve = Wee: £ = 
iil cma eet an ee inte Pas Tg e faieeec hes wee, > Be ey opens ne rae iO? eta 7 Kt! Aare aie ee = eee 
rae ee 13 gee Tae eee fs eae ONE ; ‘ : ig ee Se ee i oe ie ek eee ee rife Cee. “ee yet dee satan 
ue | ne PME ee ae ene Meee ec, , Re ert 0, ee eS cae ea dene xs Sigh Al Dae A) SGeCS TALUS Baie es Hee 
, 1 ees "pel CR 7 alae gy ges ies a F Bela A 4 i Marte ee Pace | tee es Gales pines oe Lg i ree : 
aie oe PS vee 2% 5 i ‘ a ; PSN Se ns a se vas * aii Dog 
‘ pers: es ei ies se ; 
i pe fa Cae, Se « ef ST ee ater / ane 7 3 i Bes Te ae Lee ontia oog a a ae Syd Peg ee ge, pee eee b ae 
a a Se Rohit eo 7 alg ee ber ae 9 ec et e. e 2. a? re eae dat Sees aes : ict ree Se. . ee ox ‘ PP cs 4 
; { = : aes — = EE : FDR Ss ‘ atl Ry ee hr eee enh a> Miter we Se ate oe ata Sts 3A eee 
rey at, EI, ie i Se ae : we PEL Re, es is ¥en rt ie 
fe ek eee a aa Bees are ae Sem 2" Sg To Re ; wy ee — . eemmaneaees } 
ne ee ee © Se tee. a ae St Ca er 4T Sat eg mgt Sei ae Seema ae FEES E Wir Bae Dare: a penal 
pt eae eo 22 oan ee fie eg Tg eats all oe eee wee wre PE Eee rae 
ee ai Ps aor , df ¢ e é Pe a ene oS ee ee ries paras 
’ a ee “ — be aes eres a na ar Fes Sf ee wae ey 
i re 3 ‘ — - — se ES oe 
Se ih ne . 4 z a3 é as Sie oor 
a Ree % a . ve 2 ayn Kap Pa see ' " 
Z ; ty : Se Pe roca teas) : ey ae a et : 
f ’ & at =i i i Rast i So ; Des eae : Fi «i 
‘ Rite » eo jie eel 
: : nage ae 
- eee ee S91 
hy ele ae 
fs cS. ge OS: 
ra te ae 
gE . : ‘ ' ee . 
4 / F ial E erage * 
< ty ng hs oe eae * 
| : ; 3 wi: Perr at a 
{ . sy Pars ? ne mM: tomo 4 7 : . . — 
? * * - Sih et aa . ; is 4 cis exe Z i ash ay Oot i “ee ig — - 
: ad ‘ r aire ee ‘ Baap ss Lone ? ee gee ee Baty a : € oR mio eurver — 
je ; : é “ r - . a gets ‘ é . " eee a ee ie ; “te: lest 4 i Bee 5 ec en sae ee a 
3 xz ee . i , ce Peete ee : ss Re Men ee aM eee es ee deta 
tie . i. wy ae: : 
> wit as ss Mion i oe es a = _ Or 
a ee r as i f ye ’ ry TW <a fee otf Oy ja 0 ee c Dee Ma el terns ey ae Tae eee rg X\5, oer ine y me Fs t ‘airs Pg ae es fear 
* , ow oo “ af dept ie SEW oe 7 eri : " Aree fe a ay aa rs re ae yet ale Gen Heer Pon. . gO Ree es Care a ee = we ‘ * Hy A. Thy Mee ‘ ar phi 
. pee gee - eee Pa eee i - oe ae at Maer te st Sk rea RRR RE Sa Po bess eae A MD a eh aot es ut om nna Bee sik Se MY Te i a 
5 > i eee Z “a ; a ; asd : = . Bee ge ts ae, ie et a igi : 
mee, Lic , S - x Ss at ee NEVE? he tae? ee Pig ae Pi eee Sepia e i FE Pobial ~ fe x Nore y ‘ sea : . od 
Patek » Maa me mae ey Pies Fat et eee p \ fo nae tera ee Gwaer* VERA aet id Bont am Tr Wie Le ee cee = Su Sy ARIE ae er og : a es ¥4 ve tes et / fe ehh 
net ah OP oon ine ese ge SR a eau a al ra aa he GEL a ee era pha hs se : < tasty as ma a lere “4 CS Pa tate ee a aig AB spitaiaete eT ‘ . ashi: d tas, me at aes gta Leng, A Petes 2 owes es Ger ce ce if Sar ae 


lili cements 


12 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 

Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 200 E. lilinois St., Chicago Ii 
(DE 7-1336), 80! Second Ave., New York (MU 6-8180), National Press Bidg. vanac 
4, D. C. (Re 1-768). G. D. CRAIN JR., president and publisher. S$. R. BERNSTEIN, O. L. 
BRUNS, J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. 8. GROOMES, 


Member Audit Bureau of Circulations, Associated Business Publications, Magazine 
Publishers Association, National Business Publications. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Advertising Production Manager, 
George F. Schmidt 
New York: James C. Greenwood, John 
P. Candia, Here J. Hoole, Manning 
Brown, David J. Cleary Jr. 

Chicago: E. $. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey. 
Los Angeles ihe Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager, Gene A. Fruh- 
ling, George F. Kelley. 

San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Richard McCarty, Mgr. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr. 
Assistant Managing Editor, Marjorie S. 
Nelson 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gera, Lawrence Bernard. Chicago: 
Murray E. Crain, Jariath J. Graham 
Al Stephanides, Lombert S. , Alan 
Miller, Wilbur L. Burkhart 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Cartson 
Correspondents in All Principal Cities. 


15 cents a copy, $3 a year, $5 two yeors, $6 three years in U. S., Canada and Pan 
America. Foreign $% a year extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeld, circuiation director. 


“Now he tells me—he’s 
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got to look at all three!’ 


What They're Saying 


“Neon signs glow in Russia, too,” 
reports the Associated Press. 

Ivan Ivanovsky is beginning to 
believe there may be something in 
that American advertising idea, 
after all. 


Weather is getting to be more 
than just a topic of conversation, 
and so American Builder will in- 
clude monthly forecasts in its new 
regional editions starting in Janu- 
ary. 


An “ex-model with brains” is 
| tootcing for a job in a TV produc- 
| tion department, where she may 
find herself catching the eye of 
‘some appreciative casting director. 


Advertising and Ungrateful Dentists 


“Dental scientists have begun setting artillery to shoot down the 
hot air balloons of toothpaste makers,” said the story in ADVERTISING 
Ace. And it went on to report a good many harsh things about denti- 
frice advertising which were said from the platform at the American 
Dental Assn. convention in Cleveland. 

Many of the things these dentists said we agree with. Dentifrice 
claims have tended to become almost as glowing as some of the Cana- 
dian mining stock prospectuses. And some dentifrice producers, as we 
have occasionally pointed out in these columns, have reached fantastic 
heights in the studied use of typography which tells the literal truth 
but is carefully put together to give an erroneous impression. 

Nevertheless, we are fed up (today, anyhow) with the smugness 
of the professional boys who see nothing but evil in advertising, and 
we are particularly annoyed at any smugness in this area emanating 
from the dental profession. 

The plain, unvarnished truth is that the makers and advertisers 
of dentifrices have done more to advance the cause of dental health, 
and the economic prosperity of dentists, than any other single group 
in the pepulation—not excluding the dentists and the American Den- 
tal Assn. 

“See your dentist” has been so integral a part of all dentifrice ad- 
vertising for 25 years or more that this advertising has been, in our 
opinion, the most important factor in raising the level of the dental 
profession from a pretty low estate, and in spreading the doctrine of 
dental care and dental health among more and more people. 

And in the controversy over advertising, the hands of the American 
Dental Assn. itself are by no means completely clean. It was not too 
long ago that this association was providing a “seal of acceptance” 
fer certain dentifrices, under circumstances which were the subject of 
some eyebrow raising, to say the least. At any rate, the ADA has at 
one time or another “accepted” well over 50 dentifrices, and it seems 
a little strange now to have a prominent member of the ADA assert- 
ing that the toothbrush is the important thing (and presumably the 
dentifrice a mere added gimmick) without at the same time admitting 
ADA’s error in “accepting” such preparations. 

By all means, let professional and scientific bodies take an active 
interest in therapeutic and health claims made in advertising in their 
fields, and let them make the weight of their professional opinion 
felt. But let’s have a cessation of senseless beating of advertising over 
the head, and a bit of acknowledgment of some of the good it has 
accomplished. 


It's Your Question, Mr. Burston 


William Burston, manager of the merchandising division of Na- 
tional Retail Dy Goods Assn., asked an interesting question at an 
NRDGA clinic in Detroit a week ago. 

“7'm not one to insist on slogans,” he said, “but are [retailers] the 
purchasing agent for the consumer, or are we the vending machine 
for the national advertiser?” 

Mr. Burston asked the question in connection with a dissertation 
in which he asserted that there is no profit to the retailer in, handling 
national brands, and “our recourse must be a strong private brand 
program.” 

“I’m not saying ‘no’ to national brands,” he went.on. “We need 
them. We-want them. We honestly will do all we possibly can to in- 
crease our volume in them. But let us-be,sure that,we do not have all 
our eggs in one basket. The biggest reason for having a private brand 
is that we own it and nobody,can take it away from us.” 

On this basis, our answer to Mr. Burston’s question is that retailers 
are a reluctant vending machine for national brands. 


a Taw — 


Mass Communication— 
Advertising 

Now, though advertising in a 
very crude form was practiced al- 


concept of advertising moved for- 
ward together. 


living is dependent on advertising, 
large volume sales and mass pro- 
duction, let’s see what the rather 
sizable expenditure in advertising 
does for our economy and our peo- 
ple. 

1. It stimulates development of 
our natural resources which are 
the source of all wealth. 

2. Advertising creates demand 
and mass production. 

3. It lowers unit cost. 

4. It enables the American con- 
sumer to become better informed. 
5. It creates more jobs. 

6. It encourages all kinds of re- 
search. 


(a) Product research. 

(b) Consumer research. 

(c) Technological research. 
7. It stimulates competition. 
8. It provides entertainment. 
All of these mean a prosperous, 
intelligent people, an informed 
people all of whom participate in 
a free and prosperous economy. 


—Walter E. Botthof, publisher, Stand- 
ard Rate & Data Service, speaking 
before the Evanston, Ill. Rotary Club. 


Main St. vs. Madison Ave 

Like most other Americans, we 
in advertising look up to bigness. 
We speak with awe about 10-, 20-, 
50-million dollar appropriations, 
or agency billings of 30-150 mil- 
lions. We are familiar with the 
advertising of Gimbels and Macy’s 
... of Marshall Field and Neiman 
Marcus. Wé want “big” names on 
our advertising club and conven- 
tion programs. The goal of most 
individuals climbing the advertis- 
ing ladder is Michigan Ave. in 
Chicago or Madison Ave. in New 
York. 

But—what about Main St.? 
Maybe that’s more important than 
‘we usually think—in its spending 
‘of money, in its contribution of 
lideas and methods, and in its de- 
velopment of our future leaders. 

True—52 agencies between them 
billed $1,700,000,000 in 1952... 
but the nearly 3,000 other agen- 
cies listed by the- Standard Ad- 
vertising Register billed in bil- 
lions also: 

True—40 national advertisers 
‘spent well over $600,000,000, but 
‘the 13,450 other national adver- 


most as far back as we can trace. 
civilized man, it was no mere co- 
incidence that the fabulous growth | 
of mechanized industry and a new. 


tisers listed by the same publica- 
tion and the millions of unlisted 
advertisers spent the rest of the 
7% billions of advertising dollars. 
Surprising—isn’t it? 


lion-and-over class, 
scores of smaller agencies. For 
every 10 million dollar national 
advertiser there are thousands of 


|Macy’s or Marshall Field there 
are tens of thousands of small 
‘department stores and specialty 
shops. There are nearly 4,000,000 
corporations in the nation and most 
of them do some advertising. The 
smaller advertiser and the smaller 
agency spend most of the advertis- 
ing dollars and the smaller media 
owners or operators get most of 
them. 


is close to the average man and 
knows how he thinks. Because the 
budget is small, he has to watch 


cause his staff is small, each must 
do many things 
narrow specialization here. There 
is the real school for the advertis- 
ing man. 

The “big shots” in our big cities 
get the headlines and the large 
salary checks ... but the heart of 
advertising is still, for my money, 
on Main St. 


~—Elon Borton, 
ing Federation of America, in an edi- 
torial in AFA News. 


president, 


Electronized World to Come 

Possibly excepting chemistry 
there is no business whose futures 
are so completely rooted in the 
laboratory as electronics, no busi- 
ness of such assured progress in 
the years to come. 

It is the industrial and commer- 
cial market which will demon- 
strate most rapid growth. Sales of 
radio and television, particularly 
the latter, will expand, but their 
growth potential seems limited by 
comparison with their recent ex- 
pansion. 

But automation, the automatic 
factory which is so much discussed 
today, will be in a great degree, 
an electronized operation. From 


of inventories, through inspection, 
counting, sorting, machine’ and 
process cycling and control, it’ vill 
be electronics, in mais, which will 
make better products, reduce labor 
costs and cut overhead in the pro- 
duction of tomorrow. 


—Wallace B. Blood, manager, Elec- 

| tronics, speaking before the New 

| York chapter, Young Presidents’ Or- 
ganization. 


| 


For every agency in the 10 mil-— 
there are 


On Main St. the advertising man | 


... there is little | 


Advertis- | 


scheduling of work, measurement?’ 


| Exquisite Form will use pictures 
of admiring men rather than en- 
/vied women as illustrations for its 
brassiere ads. It hopes the ladies as 
well as the men will start using 


their imaginations. 
| 


E. B. Weiss says cybernetics is 
likely to bring about a revolution 
in merchandising, and perhaps it 


Since our American standard of |Small advertisers. For every will if people can just learn to pro- 


nounce it. 
e 


_ “Consumers,” says Jim Woolf, 
_the sage of Santa Fe, “do not ex- 
_pect to be amazed by your prod- 
|uct.” 

| But copywriters are different. 


Direct mail has found how to be 
recognized as a major advertising 
medium, and the answer is simple: 
The agencies are now adding the 
customary 15%. 


every dollar for results and can-| 
not depend on “mass impact.” Be-. 


| 


Lee Bristol says dentifrice ad- 
|vertising has increased tooth 
brushing 50% in the past seven 
years, but in spite of that the 
dentists still like toothbrushes bet- 
ter than toothpaste. 

| 

| e 

| “Buckley book tells you how to 
retire,” reports the world’s great- 
est advertising journal. 

| Even if you don’t want to. 


a 
| The best manpower buys seem 
to be made these days by com- 
panies which have been able to 
persuade top-flight executives to 
‘emerge from involuntary retire- 
ment. 


| 


Figuring costs of TV spots is 
complicated, reports Maurine 
Christopher, and if the unions 
have their way, it will become 
complicateder and complicateder. 


A Chicago plumbing supply man 
who advertised for a submarine 
to navigate Lake Michigan got just 
what he wanted—publicity and a 
press agent. 


“Somebody’s got to be first,” 
muses House & Home. 

And the Yankees of New York 
and the Irish of Notre Dame hast- 
en to agree. 


| Copy CUuB. 
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the 5* Dimension 


GIVES MORE RESULTS PER 
ADVERTISING DOLLAR IN 


DELAWARE VALLEY, U.°¢.A. 


PO 
@ Philadelphia area, 

over 4,500,000 
persons 


RETAIL SALES 
Philadelphia 
@® area, over 4 
billion dollars 
yearly 


To establish Delaware Valley’s impor- 
tance in your sales picture, look at the 
first four dimensions. Today, 3 billion 
dollars goes into Delaware Valley indus- 
trial expansion... 1% million families 
spend record sums. That crucial “5th 
Dimension” -- The Growth Factor — 
means even more sales at /ess cost from 
your future advertising here. Behind 
this progressing boom stands THE 
PHILADELPHIA INQUIRER, favorite with 
advertisers seeking sales dividends all 


over dynamic Delaware Valley! 


hn. 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-58 EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155% -omery St., San Francisco, Gorfleld 1-7946 ¢ 1127 Wilshire Boulevard, Los Angeles, Michigan 0259. 
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coum MANUFACTURING 
; Delaware Valley 
i wh, is World's Great- 
wid est Industrial 


Cnes T&R 
Counry 


SALEM 
COunry 


CUMBERL A 
N 
Counry 


THE GREATER 
PHILADELPHIA MARKET 


Area 


STABILITY™ 
Diversified industry 
means steady em- 
ployment, fewer | 

f fluctuationsinlabor 


force... always a 
sure market 


hie 


ee 
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GROWTH 
. FACTOR 


Capacity and potential 
for dynamic expansion 


Philadelphia Mnguirer 


The Voice of Delaware Valley, U.S.A. 
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Starting October 21 et, the October 26th issue of JUDGE, the new 25¢ weekly 
of @atire and humor, will be available only at leading newsstands 
except for a select list of charter (numbered) subscriptions at $10.00 per year. 
There will be no special offers or complimentary subscriptions. 
Distribution 200,000, Advertising rates: Inside 4C page $1,000; B&W page 

$600, 2 col. $400, I col. $200, minimum space accepted 1/2 col. $100. 


The story of JUDGE— past, present, and future, is being 
enthusiastically received wherever it is shown. The JUDGE 
presentation is available to interested advertisers and their 
agences : upon request 
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= The following agen ies Bave placed advertising 
_s-schedales in the new JUDGE magazine for one 
—.. or-more of their clie 


) | _ GEYER ADVERTISING, INC. : 
ws | HIXSON & JORGENSEN, INC. : 


| aa . JOHN KARCH ADVERTISING AGENCY 

| é | KASTOR, FARRELL. CHESLEY & CLIFFORD, INC. : 

2 3 KENYON & ECKHARDT, INC. | 1a 

: i : Me © CHARLES DALLAS REACH COMPANY oe 

j ae “0 RUTHRAUFF & RYAN. INC. | 7 
18 > SCHEIDELER, BECK & WERNER, INC. F Al 

| JOSEPH P. SCHNEIDER. INC. o. oe 
| SCHWAB AND BEATTY.INC. _ | 


YEAST 4th STREET, MEW YORE 17, N.Y. * TELEPHONE PLAZA 4.0070 
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Libbey-Owens Pushes Mirrors 


Libbey-Owens-Ford Glass Co., 
Toledo, will give its mirrors for 
the home an across-the-board pro- 
motion this fall. The Nov. 2 issue 
of Life will carry a four-color page 
featuring the use of mirrors in 
four room settings. Space in the 


company’s “Show House” ad in 


the Oct. 31 issue of The Saturday | 


Evening Post will give other mir- 
ror details. Fuller & Smith & Ross 
and Car! Byoir & Associates, public 
relations consultant, are handling 
the program under the direction 
of James M. Ashley, LOF p.r. di- 
rector. 


When you’re 


can depend upon it... 


to buy what you sell. 


problem of reaching the big men in the smaller 
towns, it might be a good idea to use The 
Rotarian. Of the 301 ,885* executives who read 
it, 73% live in towns of 25,000 or less. These men 
are the leaders in their communities. And, you 


they have what it takes 
y The : 
35 €. WACKER OR., CHICAGO Ff, tht. 


*301,885 ABC net paid, June 30, 1953 


faced with the 


Caloric Stove § «ris Test 


Caloric Stove Topton, Pa., 
has embarked o: Philadelphia 
test promotion fo: new gas dry- 
er, offering a 3 iy free trial. 
Initially, Philade| ia newspapers 
will run a 1,600. ne ad headed 
“Free” in bold ty: . with copy of- 
fering the free t: | plus free in- 
stallation. Follow 1g ads will be 
800 lines, includi: : dealer tie-ins 
|in small block inse: ions. The Phil- 
|adelphia test is in addition to the 
company’s nations! magazine cam- 
paign. Geare-Marston, Philadel- 
phia, is the agency. 


_Riegler Joins Lewis & Gilman 


Charles R. Riegler, formerly 
,editor of the monthly employe 
magazine of Johnson & Johnsen, 
New Brunswick, N. J., has joined 
the public relations staff of Lewis 
& Gilman, Philadelphia. 


Joins John Falkner Arndt 


Stuart Sneed, formerly associ- 
ated with RCA Victor division, 
Radio Corp. of America, Camden, 
N. J., has joined the copy staff of 
John Falkner Arndt & Cc., Phila- 
del phia. 


Advertising Age, 
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Department Stores Sales Gain of 2% in 
First Quarter of ‘54 Predicted by Baker 


New York, Oct. 6—Department 
store sales will slow an increase 
_of 2% during the first quarter of 
1954, as compared with the same 
period of 1953, Jacob Baker, chief 
consultant of Econometric Insti- 
tute, told store principals here this 
week at the semi-annual confer- 
ence of Mutual Buying Syndicate. 

The second quarter of 1954 will 
show a slight decline from 1953 
volume, Mr. Baker told the depart- 
ment store executives, whose stores 
do an annual volume of $750,000,- 
000. 

A 10% cut in federal taxes in 
1954, he said, will make available 
$3 billion additional spending pow- 
‘er in the first quarter of ’54. But, 


decline of as much az 20% in con- 
sumer durable goods is likely dur- 
ing the second quarter of ’54. Indi- 
cations are, he said, that manufac- 
turers will address themselves 
/more to the replacement market 


Mr. Baker predicted, a production | 
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' 
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+ 
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they Buy More because they Have More! 


@ Take General Merchandise Store sales for example—in- 
cluding such items as bicycles, refrigerators, lawnmowers, 
baby buggies—sales per family in Indianapolis of these 
stores were 123% above the national average in 1952.* 
That’s not surprising when you realize that average in- 
come per household in Indianapolis is $6,943** annually, 
first among cities of over 400,000. That’s not all—look at 
these other important Indianapolis market advantages: 


> It’s Bic.. 


. over 550,000 population 


p> It’s Sreapy .. . unsurpassed for diversification and bal- 


ance of industry and agriculture 


p> It’s Easity REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage 
of the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


KELLY-SMITH COMPANY ~ NATIONAL REPRESENTATIVES = 


* Sales Management Survey of Buying Power, May 10, 1953 


** Consumer income Supplement, 1953, Standard Rate & Data Service 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS pp 


IN INDIAN 


than to sales to new owners after 
the second quarter. 


# Cathryn Walter, v.p. of Mutual 
Buying Syndicate, told the con- 
ference that the textile and cloth- 
ing industries are not in step with 
the public in timing. 

She exploded the orthodox con- 
cept of season apparel selling, and 
advocated seven new selling peri- 
ods, each of 30 or 60 days duration, 
and each closely aligned with cur- 
rent buying preferences of women. 

A revision in production sched- 
ules by manufacturers and in mer- 
chandising practices by retailers 
is necessary, she said. She pin- 
pointed her contentions by giving 
|specific instances of other drifts 
/on the part of the buying public. 

Women, she said, are buying 
| winter and trans-seasonal coats in 


| January, February and March, 


spring coats at this time. Women 
‘are buying summer and trans-sea- 
| sonal dresses in July and August, 
and new fall dresses late in Au- 
gust, whereas stores often feature 
| woolens and novelties at this time. 
_ “If manufacturers would match 
j}these and other changes,” Miss 
| Walter said, “by shifting their time 
‘tables, they would gain consider- 
able increased sales volume.” 


,@ William Zeckendorf, president 
of Webb & Knapp, realty manage- 
ment company, New York, told 
the conference that the answer to 
the downtown parking problem in 
most cities lies in a skyscraper 
garage which can accommodate 400 
cars in a plot measuring 60x75’. 
Maintaining that tall buildings 
eaused the parking jam and that 
a vertical problem demanded a 
vertical solution, he said that a 
mechanized garage such as he ad- 
,vocated would accommodate 400 
cars in 4,500 square feet, while 400 
cars parked horizontally would re- 
quire 100,000 sq. ft. 

Store executives attending the 
conference expressed confidence in 
continued good retail business. 
They advocated more emphasis on 
factual rather than speculative 
planning with manufacturers and 
more accurate timing of deliveries 
for maintenance of profitable vol- 
ume at retail levels. 


Coast Dealers Hit Coupons 


The Washington State Retail 
Grocers & Meat Dealers Assn., at 
its annual convention in Seattle, 
has adopted a resolution condemn- 
ing the coupon method of retailing. 
The dealers allege coupons require 
the grocer to hire extra labor, 
change the bookkeeping system 
land add the expense of redeeming 
| coupons, thus tying up capital. The 
association voted to give special 
merchandising support to manu- 
facturers whose products do not 
/require coupons. Also, manufac- 
‘turers will be asked to pack goods 
l'uniformly, with ample space for 
price marking. 


‘Issues Spot Cost Estimator 


| 
Gordon M. Day Productions, 
|New York producer and writer of 
radio and television spots and 
jingles, has issued a spot produc- 
tion cost estimator. It is designed 
as a budget aid to ad managers, 
account executives and radio and 
TV personnel. 


Holme to Arthur G. Rippey 


James S. Holme, formerly pub- 
lic relations director of the United 
States National Bank of Denver, 
has been appointed an account ex- 
ecutive of Arthur G. Rippey & Co., 
Denver agency. 


French Joins Ted Levy 


J. B. French, formerly an ac- 
count executive of N. W. Ayer & 
Son, New York, has been ap- 
pointed supervisor and general 
manager of Ted Levy Advertising 
Agency, Denver. 
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SINCE 1940 a 
. YOUR MARKET OPPORTUNITY IN 
METALWORKING CHICAGO 


= 
| HAS MORE THAN DOUBLED! 


S 
t 
The entire metalworking industry, too, has more than doubled in 
; size over 1940—in number of plants, employment and physical 
; volume. This fast-growing industry is today producing more 
: than $100 billions in metalworking products—a tremendous 
: market for your goods—and is still growing rapidly! 
t STEEL ... the only metalworking magazine which has grown 
s as fast as the dynamic industry it serves... offers you the 
: most effective way to advertise the things you want to sell in 
the world’s biggest market. Ask the man from STEEL to show 4 

. | you how STEEL’s circulation, closely matched to metalworking’s Pe 
4 buying power, continues to make your advertising aa Me ' 
r dollars worth more. ™ EL 
} STEEL + Penton Building + Cleveland 13, Ohio 
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Since the June day when you were solemnly 
: handed a diploma, there have been ‘a lot of 
_ changes in America’s schools. You ought to 
'. know about them. They mean a gigantic 
_ market for a wide range of products— 

: building and maintenance products and all 
the new tools of education, In public schools 


~- _ more than present enrollment—a $17.6 bil- 


a 


- facilities. Let, us tell you about education’ 


fm tthe next few years will see millions of pupils 
lion need for new facilities. Colleges, now 
over the two million mark, will double en- 

_ rollment in a decade, need $5 billion in new — 


_ two markets—public schools and higher 
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Bible Broadcast Planned 


“The Evening Comes,” a radio 


program of religious music with 
Milton Cross as host, will be 
broadcast over the ABC network 
starting Nov. 29 at 5:05 p.m., EST. 
The music will be presented by 
Thomas Nelson & Sons, New York, 
on behalf of the revised standard 
version of “The Bible.” The 13- 


week series was placed by Batten, 


Barton, Durstine & Osborn. 


Fashion Homes to Braitsch 


Fashion Homes Club, Provi- 
dence merchandising plan, has ap- 


pointed Arthur Braitsch Advertis- | 


Flesch Revises 


Code to Measure 
Ad Readability 


PHILADELPHIA, Oct. 6—Rudolf 
Flesch, the readability expert, has 
simplified his mathematical tech- 
nique for gauging the ease with 


which people read. 


Consequently, it looks as though 


vertising, using newspapers and 
sectional magazines. Goggin Motor 
Sales, East Providence, Plymouth- 


cy to handle radio advertising. 


Plans Community TV System 
Blue Mountains Television Co. 

will soon provide a community 

television antenna system for resi- 


dents of Walla Walla, Wash. Cost 


for each subscriber will run about 


,$135 for initial installation; the 


monthly service fee will be $3.50. 


71% of the Plain Dealer's daily 
circulation in Greater Cleveland reaches 
families that account for 73.9% of 
the city’s retail sales.* In addition to 


blanketing Cleveland's effective buyers, the 
Plain Dealer advertiser gets a valuable 
bonus—dominant coverage of the rich 
26-county adjacent area that constitutes 
the Plain Dealer’s famous 2-in-1 — 
market... both for one low cost. 


(Cleveland) 26 Adjacent 
Cuyahoga Cy. County Area* 


Total Retail Sales $1,803,864,000 $1,466,720,000 %& 


Food Sales . . 487,941,000 376,096,000 
Gen. Merchandise Sales 265,797,000 115,023,000 
Drug eae 58,480,000 35,890,000 
Furn., Hsld., Radio Sales 93,912,000 68,849,000 
Eff. Buying Income 2,840,383,000  2,269,476,000 


* Akron, Canton, Youngstown not included. 
Figures —Sales Management Survey, May, 1953 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 
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tion marks instead of word and 
sentence lengths in the future. That 


|goes for ad copywriting, too. 
Dodge dealer, has named the agen- | 


Speaking to the Eastern Indus- 


trial Advertisers here Thursday, 
‘the author of “The Art of Read- 


able Writing” said he has boiled 
his previous three-point formula 
for readability down to the num- 
ber of punctuation units and the 
number of specific words per hun- 
dred words of copy. 

His new book, “How to Make 
Sense,” to be published next 
spring, will give the formula. His 
system calls for the counting of all 
“specific” words, such as personal 
words, numbers, dates and names. 


# Next count the number of punc- 
tuation marks in every 100 words 
and give point values to specific 
marks. A period might ordinarily 
count as one unit but at the end 
of a paragraph it would be two 
units. 

When all counting is completed, 
the higher the total, the more read- 
able the writing. 

Mr. Flesch said his new formula 
should be less mechanical and eas- 
ier to apply. It gets more to the 
root of readability in writing than 
his previous technique of short 


' sentences, he contends. 


The speaker long has contended 
that ad copy patterned after con- 
versation is the most readable. He 
now believes that his two new 
factors best gauge the conversa- 
tional tone of writing. 

The specifics, he said, inject col- 
or and interest into copy. They 
make the difference between say- 
ing, “This is of great interest’? and 
saying, “This deals with your in- 
terest”; or “Most doctors agree...” 
and “87% of the doctors agree...” 


® Punctuation, according to Mr. 
Flesch, gives written copy a vital- 
ity that the oral speaker achieves 
through inflections, emphasis and 
gesture. It also gives the writer 
the change-of-pace delivery that 
makes speech effective, he said. 

He believes that his new read- 
ability formula, with the emphasis 
on simplicity, is backed up by 
studies of effectiveness of ad copy. 
Analyses of ads and direct mail 
coupons show that the simplest 
and most direct advertising usual- 
ly pulls the greatest response, he 
asserted. 

He further emphasized the need 
for specific and personal refer- 
ences in industrial ad copy. 

“You may argue that at times 
it is impossible to personalize copy 
on technical products,” he told the 
EIA, “but actually you can inject 
human interest into all industrial 
ads. It is a must to make them 
readable.” 


Graybar Names Staples 

Graybar Electric Co., distributor 
of the Hotpoint line of electric 
home appliances, has named 
Staples Advertising, Louisville, to 
handle advertising and sales pro- 
motion for the Hotpoint electric 
products in the Louisville terri- 
tory. The territory includes 160 
dealers in Kentucky and southern 
Indiana. 


Greenlee Joins Gerber Co. 

Robert M. Greenlee, formerly 
sales representative of KERG, Eu- 
gene, Ore., has been appointed an 
assistant account representative of 
Joseph R. Gerber Co., Eugene 
agency. 
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GOING NATIONAL—Kellogg Co., which 

has been using full-page color newspaper 

ads like this is eastern markets for its 

new Sugar Smacks (AA, July 27) will start 

advertising in additional markets soon, 

now that national distribution has been 
virtually completed. 


AMPA Prints Public 
Relations Primer 
for Drug Industry 


NEw York, Oct. 6—Sensible ad- 
vice to pharmaceutical manufac- 
turers is contained in a new book, 
“A Primer of Public Relations for 
the Pharmaceutical Industry.” 

The 90-page book is published 
by American Pharmaceutical Man- 
ufacturers Assn. public relations 
committee to guide members down 
the tricky path of medical p.r. The 
chapter on relations with science 
reporters alone helps clear the air 
of medical misconceptions of how 
to deal with the press. 

In addition to elementary in- 
structions on writing publicity re- 
leases and handling complaints, 
the book contains answers to per- 
ennial questions of animal experi- 
ments and the cost of drugs. Price 
of the book is $3 for members of 
the association, $4.50 for non-mem- 
bers. 


N.Y. Adwomen Name Officers 


Nadine E. Miller, C. E. Hooper 
Inc., has been elected president of 
The Advertising Women of New 
York. Other officers elected are 
Ruth M. Volckmann, Sawyer-Fer- 
guson-Walker Co., lst v.p.; Har- 
riet Raymond, Celanese Corp. of 
America, 2nd v.p.; Mary K. Heer- 
en, Douglas Leigh Inc., treasurer; 
Hortense N. Fillion, Department 
Store Economist, assistant treas- 
urer; Ina Hundinger, Time Inc., 
corresponding secretary, and Char- 
lotte Downs, H. L. Lindquist Pub- 
lications, recording secretary. 


Big Push for Idaho Potatoes 


The Idaho Advertising Commis- 
sion will expand promotion for 
Idaho potatoes to include 66 key 
markets in the biggest campaign 
in its 16 years. The body has au- 
thorized fall, winter and spring 
schedules in newspapers and res- 
taurant and trade _ publications. 
Promotion plans include new recipe 
books featuring Idahos for break- 
fast, lunch and dinner. Advertis- 
ing is handled jointly by the Port- 
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land office of Botsford, Constan- 
tine & Gardner and Cline Adver- | 
tising Service, Boise. 


Binks Promotes Rowe 


John E. Rowe has been pro-| 
moted to v.p. in charge of in-| 
dustrial and public relations for | 
Binks Mfg. Co., Chicago maker of 
paint spray and finishing equip- | 
ment, water coolers for air condi- 
tioning equipment and diesel en- 
gines. He was assistant to the pres- 
ident with government contracts 
and advertising as his responsibil- 
ities. These activities will remain 
under his supervision. 


Schroeder to Mel Richman 


Frank Schroeder, formerly as- 
sociated with Gray & Rogers, has 
joined the creative staff of Mel 
Richman Studios, Philadelphia, 


‘Holiday Delight to Gordon | 


Holiday Delight Baking Co., Chi- 
cago, has appointed Marvin Gor- 
don & Associates, Chicago, to direct 
its advertising, public relations 
and merchandising. The company 
will increase its expenditures dur- 
ing 1954, making use principally of 
newspapers and 24-sheet posters. | 
Distribution is in the process of | 


_ being expanded to cover the entire | 


Midwest. | 


‘Bold’ Bows in November 


Pocket Magazine Inc., New 


' York, which puts out Tempo, will | 
| start a pocket size monthly called | 


Bold next month. The initial print 
run will be over 400,000, and the) 
magazine, which will appear on}! 
newsstands Nov. 5, will be slanted | 
toward the men’s market. Adver- 
tising will be accepted after the 
third issue if circulation warrants. 


Heatter Adds Sponsor 


North American Van Lines, Ft. 
Wayne, will sponsor Gabriel Heat- 
ter’s early morning 10-minute 
commentary (Mutual) on Tues- 
davs and Thursdays starting Oct. 
20. Applegate Advertising Agency, 
Muncie, Ind., handles the account. 
This gives Mr. Heatter a full house 
of edvertisers for two 15-minute, 
five-times-weekly broadcast ses- 
sions. 


U.S. Chain Groceries Gain 


Chain grocery stores registered 
a nationwide sales gain of 4.6% in 
August as compared with August, 
1952, according to a survey by 
Chain Store Age, New York. Top- 
ping all regions for the fourth 
consecutive month, southeastern 
sales rose 6.3%. The study covered 
93 chains operating a total of 14,-| 
777 stores. 


Adds up to — 


Ez 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Represented by Avery-Knodel, Inc, 


BETTER QUAD-CITY 
COVERAGE AT NO 


INCREASE IN COST! 
pSeml?, 
3 * 
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WHBF 
+ CBS 


To sell Home 
to inland 


Permanents © 3" 
Californians 


(AND WESTERN NEVADANS) 


nent sales leader in 
It’s the five-station 


Beauty aids, beer—or whatever your product—to be a perma- 


inland California be on the BEELINE! 
radio combination that gives you 


THE MOST LISTENERS More than any competitive combina- 
tion of local stations . . . more than the 2 leading San Francisco 
stations and the 3 leading Los Angeles stations combined. 


(BMB State Area Report) 


LOWEST COST PER THOUSAND More audience plus favor- 


able Beeline combination rates naturally means lowest cost per 


thousand listeners. 


(BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3%2-billion-dollar market 


—inland California 


McCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA 


and western Nevada. 


PAUL H. RAYMER, National Representative 
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REPORT ON STATE FARM PAPERS 
(Report Number Four of a Series) 


IS THE EDITORIAL FUNCTION OF STATE FARM PAPERS MORE Vi 


Yes. So vital that if STATE FARM PAPERS did | me 
fo be created to serve the same purpose. 


THEN: The Seeker and Reporter (Oregon Farmer, January, 1859) ! NC 
“Agricultural papers are the written experiences, plans and suggestions of farmers who are Toc 
anxious to get as far as possible the facts bearing upon their calling, and those who most tec 
write for them are generally those who most know their ignorance, and are upon the ‘anx- rep 
ious seats’ for enlightenment. It is not the mere facts alone that are treasured in those ! age 
vehicles of thought, that makes them valuable, but it is their action upon every thinking = tan 
man, calling out ideas that would have forever lain latent.” of | 
(The editor then made an appeal for the founding of agricultural colleges and for scientists to out 
specialize in agricultural problems.’ : loc 


STATE FARM PAPERS are more important now in the @ con 


' 


because... 


STATE FARM PAPERS @ ,,, 


STATE FARM PAPERS & 
STATE FARM PAPERS © «;. 


STATE FARM PAPERS §@ cor 
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~ a= 


tanh farmer 
irenen @ grist J et id pe 


American Agriculturist 
, The Arizona Farmer 
at The Arkansas Farmer 
: California Farmer 
Colorado Rancher and Farmer r 
The Dakota Farmer | 
The Farmer | 


1 A a a Pee Pan tek oh 7 tee eee i <i ippeeeer z ee ee So! i." he Gs IR EM: Rie Ae © gute om ae * oy es ice Wee tana ee oe ee SA Ae te a Aaa a NA We ans han ye Be ay ae Se RAS Pig eee 
Air) et Fe eee # ¢ SS A RRS gc tee tem Soon SR, FN ae ee aE MR Ie hee cee 4 ees Te ie aS Ss er aT ag WES a ot ee i tess lea ae ‘ aie teed a ag : 
ee 5 eS eee : cali ee Bes eee Ay fae ae ae eee ing ater San as 9 a tae Gee Ee } 4: Eee ae oe Ay Se ee hse aang SE Ne 

eae aaah a) a a7 Sak i é ra 4 ai r to. e . sn eae Spe ' nosy rs : Ps ‘ a ‘ ‘WY :: %* 7 oie ‘ a ; 
oe ee is - ¥ x : : ‘ i: . ._ ae . 
at 
< en 
ay 
. ‘ 
; } 

Us } 
a 
a 
oA 
Set ee 
ah 
nee 
Miley hy 
a a 
¥8 
Sey 
c 
an 
Pee 

gee " 1 
en ade 
ae 

¥ . 
fe circ 
er | wo! 
Bee are 
os By The 

. 
| dai 
i . 
” tice 
soe on 
Ge a, 
apg 

se pul 
aoe 
ay 3 

os ' 

a 
as { 
; 
+} 
4 i 
i é 
———__—_> 
aa == = | 
aa —— 
% = 
eee. = . 
= TAT PAP > Litssur Zz 
| STATE FARM PAPERS ARE AS BASIC AS THE SOI ELLA 
7 Ps J 
\aree >| FLORI *?. Ct Warmers bende] Kansas Farmet <7 4, Michigan! , . Missoari - Vowct 
ce GROWER aed : ra rm ee bret armen | hy :; 
Re Gene) es fof ee IS: 
: - , ay : er a et . ‘ in .2 ? 4 a” 8 
' 4S _ ae ve eT. ed Be ~ a tial 
cv sey TS er Wes t¥> : < a ; ’ : 4 5 s * ep " j on ta aoe 4 ; Ce acs “4 ‘ ’ 2 f =p Sie x be Set 


tE B VITAL TODAY THAN EVER BEFORE? 


de not exist today, a similar medium would have 


NOW: The Appraiser and Interpreter 


Today, local farm papers serve the increasingly vital function of sifting the now complex and highly 
technical mass of facts developed by science, or by the ingenuity of farmers themselves, and 


reporting the useful ones in terms of precisely local application. Scientific and other agricultural 
agencies depend on local farm paper editors to appraise and then interpret their findings in lay 
language for local use. The courage of selection and interpretation is Leadership; the publication 
of this is Service. These, Leadership and Service, have ‘‘their action upon every thinking man, calling 
out ideas that would have forever lain latent’’ and are the heritage of editorial responsibility of 


local farm papers. 


J 


Ss 
adequately, locally. 


show a brilliant, consistent record in living up to this responsibility. 


Ss | as an industry are America’s largest agricultural publishing enterprise. 


he communication system of our country than ever before — 


have the heritage of editorial responsibility to serve and lead farm families accurately, 


Excluding 


circulation field men, these papers have over 1,500 employees. Over 400 men and 
women are on the editorial staffs. Of these, over 150 are full-time editors, over 200 
are regularly contributing feature editors and about 25 are regular part-time editors. 
The editors travelled two million (2,000,000) miles locally in 1952, rubbing elbows 
daily with their local farm families and with local technicians, observing local prac- 
tices to obtain for and report to their readers the best service and leadership material 
on farming and farm family living. 


contain the ‘‘written experiences’’ which interpret national agricultural and economic 
policies, as well as the local material, at the local level of application. No other 


publication can do both so extensively and so effectively. 


It is this continuous achievement of living up to the tradition and heritage of local 


families to prove this point to your full satisfaction. 


Mp en 
ae 


responsibility that causes local farm papers to be overwhelmingly preferred by farm 
people above all other papers. We shall be glad to assist you in a survey of farm 


Base your farm advertising program on the farm publications which 


real farm families need and depend on today more than ever before 
...@nd more than any other type of publication ... their own 


STATE FARM PAPERS. 
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Florida Grower Missouri Ruralist 
The Idaho Farmer Montana Farmer-Stockman 
The Indiana Farmers Guide Nebraska Farmer 
Kansas Farmer New England Homestead 
i The Kentucky Farmer New Jersey Farm and Garden 


Michigan Farmer The Ohio Farmer 
The Mississippi Farmer The Oregon Farmer 


SOUT ANTE 


ae ’ 
4 3 


Pennsylvania Farmer 

Prairie Farmer 

The Southern Planter 

The Utah Farmer 

Wallaces’ Farmer and lowa Homestead 
The Washington Farmer 

The Western Farm Life 

Wisconsin Agriculturist and Farmer 
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Shriner Show to Goon Radio (for the Money” began broadcast-;at the same tir 
Herb Shriner’s CBS-TV “Two ing over the CBS radio network | telecast—Saturc 


— 


COSTS LESS PER CONTACT 
WITH MORE PACKAGERS 


18,000 every-month readers (as of Jan., 
1954) of PACKAGING PARADE make 70% 
of the $7,500,000,000 annual purchases 
of Packages and Packaging Materials, 
Machinery, Supplies, Services. 


ONLY 1 MAGAZINE GIVES YOU THESE PLUS-FACTORS: 
97% U.S. Circulation ... ALL-Buyers ... 
ALL-Packagers ... and the broadest coverage 
you can get... 


HAYWOOD PUBLISHING CO. 


22 E. Huron St., Chicago 11 
101 Park Ave., New York 17 
West Coast . . . McDonald-Thompson 


He] en on 


Advertising Age, October 12, 


.nd day as the; EST, on Oct. 3. The show is spon- 
9-9:30 p.m., 


sored by P. Lorillard Co. for Old 
Gold cigarets via Lennen & New- 


Coffin Joins KOIN-TV 


Frank Coffin, formerly national 
advertising manager of KGW, 
_Portland, Ore., has been appoint- 
| ed account executive of KOIN-TV, 
Portland’s new television station. 
_ The station expects to telecast by 
| Oct. 15. Joseph P. Gerber Co., 
| Portland agency, has been named 
to handle the station’s promotion. | 


| Importer Appoints Keller 

| Sovereign Importers Ltd., im- 
|porter of King George and High-| 
land Nectar Scotch whiskies, has 
appointed Gerald H. Keller Ad- 
_vertising, New York, to handle all 
advertising and promotion. King 
George Scotch wil! be promoted by 
four-color pages as well as b&w in- 
sertions. 


Chandler Buys Oregon Daily 

Robert W. Chandler, Palo Alto, 
'Cal., has purchased the Bulletin, 
Bend, Ore., from Robert W. Saw- 
| yer and Henry N. Fowler. 


hee Sere 


second 


Manufacturing, growingest baby on the Arizona economic scene, passed 
mining as a revenue producer for the first time in 1952 and is already hot 


on the heels of agriculture as the top dollar earner in the state. 


In fact, manufacturing production in 1952 soared to more than 8 times 
the 1940 figure and its share of the labor force hit 15%, more than twice 
that in 1940. 


This means even greater stability for the booming Arizona market with its 
billion-dollar retail sales. Which moves The Phoenix Republic and Gazette 
— with its 59% coverage of the entire state and its 100% coverage of the : 
Phoenix Metropolitan Area where half Arizona’s business is done — right = 
up to the “must” section on your media list! 


AMERICA’S LEADING INDUSTRIAL FIRMS — like 
Goodyear Aircraft (left), General Motors, 
Motorola, International Harvester, Cudahy Pack- 
ing, Reynolds Metal, Caterpillar Tractor, Consol- 
idated Western Steel (Division of U. S. Steel), 
Anderson Clayton, Goodyear Tire & Rubber, 
Certainteed Products, AiResearch of Arizona 
(division of Garrett Corp.), Capitol Foundry (di- 
vision of National Malleable and Stee! Castings 
Co.), — have joined hands with vigorous local 
firms, many with national and international dis- 
tribution, in enjoying the advantages of an 
Arizona location. 


a Pe eh 
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NBC Asks Listeners 
to Rate New Radio 
Program Listings 


New York, Oct. 7—National 
Broadcasting Co. is using the di- 
rect approach to find out what the 
listeners think about its new line- 
up of radio attractions: It’s asking 
them. 

Ted Cott, operating v.p. of the 
radio network, has announced 
;plans for sending out 1,000,000 
‘letters to an “NBC radio network 
‘listeners panel.” The listeners will 
be asked to turn critic and give 
their reaction to the 28 new pro- 
grams which started Oct. 4. 

Letters to the first 10,000 homes 
selected along the eastern sea- 
board went out this week. Mail- 
ings to other parts of the country 
will follow. 


® In his letter to the listeners Mr. 
Cott wrote: “We’ve been doing a 
lot of heavy thinking about radio 
programs recently and_ what’s 
more we have backed up the 
heavy thinking with some heavy 
spending. We have just budgeted 
/ $5,000,000 more for new programs. 
| This is an investment we are mak- 
ing in you. And naturally it is 
‘important that we get your reac- 
to 

“We are attaching a list of some 
‘of the 28 new programs which 
NBC Radio is starting Oct. 4. 
Would you please listen to as 
many of these as you can and 
-write us your reaction? We are 
}anxious to hear from you and 
have enclosed a_ self-addressed, 
stamped envelope.” 
_ Attached to the letters was a 
| questionnaire asking: How many 
/ radios do you own? Do you have a 
| radio in your kitchen? In your 
| bedroom? Automobile? Do you 
have a portable radio? 
| Listeners were also asked to in- 
dicate how they divide their time 
_between radio and TV. 


Schwarz Named Leebaw S. M. 


James Schwarz, formerly v.p. 
/and sales manager of Y&Y Dis- 
_tributing Co., Philadelphia, has 
been appointed sales manager of 
Leebaw Mfg. Co., Youngstown, O., 
maker of standard and custom- 
| built floor trucks. In his new post, 
Mr. Schwarz will direct the estab- 
lishment of a national sales or- 
ganization and head _ customer 
service relations. 


Walla Walla Canning Sets Ads 


Walla Walla Canning Co., Walla 
Walla, Wash., is concentrating its 
/new promotion in Pacific North- 
west newspapers. Commodities 
featured will be canned peas, spin- 
ach and asparagus. Magazine ads 
in color have been scheduled for 
Family Circle and Sunset Maga- 
zine. The Portland office of Bots- 
ford, Constantine & Gardner han- 
dles the account. 


“Wall St. Journal’ Expands 


The Chicago edition of the Wall 
Street Journal has moved its plant 
from 12 E. Grand Ave. to 711 W. 
Monroe St. The company has pur- 
chased a three-story building and 
remodelled it. New composing 
room, mechanical and stereotype 
equipment has been bought, the 
wire service has been expanded 
and a new press will be installed 
about the end of 1953. 


Clorets Buys DuMont Show 


American Chicle Co., New York, 
will co-sponsor “Colonel Humph- 
rey Flack,” over DuMont starting 
Oct. 7 at 9 p.m., EST. Alan Mow- 
bray will be cast in the title role 
of the new comedy. Time for Clo- 
rets and Dentyne was bought 
through Dancer-Fitzgerald-Sam- 
ple. 


Jack Blake Opens Own Agency 


| Jack Blake Jr., formerly asso- 
| ciated with Don King Inc., Dallas 
| agency, has opened his own agen- 
cy. To be known as Jack Blake Jr. 
| Advertising, the agency’s offices 
are at 1517 Commerce St., Dallas. 
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Hard-selling manufacturers 


use hard-hitting campaigns in... 


publication in 


Retailin 
ea ae 


the best &> i 1-?- 
the home goods field! 


Se ee 


CUSTOM & MODERN 
UPHOLSTERING CO. 


——- 


FLEX-O-LATORS, INC. 


) & M HELLER CO., INC. 


JOAN FABRICS 


HAMILTON MFG. CORP. 


meee ae 


Furniture 


g Daily 


Wire Insulators 


For Bedding, 
Upholstered 
| Furniture 


Housewares 


Upholstery 
Fabrics 


Utility Table, 
Juvenile Furni- 
ture, Step-Stools 


—— ee eee ee ee 


CAMPAIGN 


26 BIG-SPACE “‘premium-position” ads on the first page of 
Retailing’s Furniture section. 


26 BIG-SPACE ads . . . PLUS 4 double-spreads and 4 full 
pages at key selling periods. 


SMALL SPACE DAILY .. . PLUS small teaser ads, a 4-page 
color insert and as many as four consecutive pages in one 
issue during trade shows. 


26 FULL PAGES on “premium-position” Page 3... PLUS 
full pages for trade events. 


48 BIG-SPACE ADS .. . in Retailing’s Furniture, Juvenile 
Furniture and Housewares sections .. . PLUS 7 full pages 
for supplements and trade shows. 


The Only Daily Newspaper of the Home Goods Industries 


AF PUBLICATION ¢ 7 €. l2th ST., N.Y. 3 


Sl 


Se | —E 


NIG 


Wilson Advertising 
Service 


Kurk & Brown, Inc. ' 


t 


! 
Nathan Fein Advertising | 
Agency 


Caldwell Larkin 
& Co., Inc. 
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N. Y. Club Offering 
Course in How to 


Be an Art Director 


New York, Oct. 6—Can art di- 
rection be taught? 

The Art Directors Club of New 
York believes that it can. So in 
cooperation with the division of 
general education of New York 
University it will sponsor a course 
in the subject. It will be held ev- 
ery Thursday evening starting Oct. 
8 and continuing through Dec. 17 
at Hotel Barbizon Plaza. 


Emphasis of the course will be’ 


on the art director’s role in busi- 
ness. Leaders in the field, picked 
to represent widely diversified ex- 
perience and points of view, will 
be featured as lecturers. 


@ They include: 

Wallace W. Elton, v.p. and art 
director, J. Walter Thompson Co.; 
Lester Rondell, art director and 
v.p., Scheideler, Beck & Werner; 
Roy W. Tillotson, art director and 
manager of design, Union Carbide 
& Carbon Corp.; Suren Ermoyan, 
art director, Good Housekeeping; 
Juke Goodman, art director, Saks 
Fifth Avenue. 

Others are Georg Olden, graphic 
art director, CBS-TV; Lester Beall, 
industrial designer and consultant 
art director; Albert Dorne, presi- 
dent, Famous Artists School; Mitch 
Havemeyer, executive art director 
and partner, Hazard Advertising 
Co., and Arthur Hawkins Jr., con- 
sulting art director and designer. 


Plastic Block Campaigns 
Plastic Block City, Chicago dis- 
tributor of Block City construction 
toys, will place the biggest holiday 
advertising schedule in its history, 
through Ovesey, Berlow & Straus, 
New York. Half-page four-color 


advertising during November and | 


December in 22 Metropolitan 


Group Sunday newspapers will be | 


supported by insertions in Boys’ 


Life, Woman’s Day, Sunset, Farm | 


Journal and Parents’ Magazine. 


Speechwriters Bows in East 

The Speechwriters, a new 
speechwriting service for execu- 
tives, industrialists 
cians, has opened offices at 26 W. 
27th St., New York. John K. Han- 
rahan, originator and compiler of 
“The Literary Market’ Place,” 
heads the organization. Associate 
director is Jeanne V. Fisher, form- 
erly with Carl Byoir & Associates, 
public relations consultant. 


a 


SCHOLASTIC 


SEND FOR LATEST CONSUMER SUR 
.VEY ON HIGH SCHOOL YOUTH TO, 
3 WEST 42 STREET, NEW YORK 36 


and techni- | 


Breslin Named Ad Head 


Walter J. Breslin has been 
named advertising manager of 
Corset & Underwear Review, suc- 
ceeding Ray McInerney, who has 
resigned. John J. Kearney, who 
had retired for reasons of health 


earlier in the year, has resumed | 
his previous post as business man- 


ager of the publication. 


Agency Boosts Van Nostrand 

Jack Van Nostrand, who recent- 
ly joined the agency in an execu- 
tive capacity, has been named to 


direct the West Coast activities of 
Sullivan, Stauffer, Colwell & 
Bayles, with offices in Hollywood. 
He will act as a liaison between 
the West Coast and the New York 
office. The agency has five TV 
programs originating from Holly- 
wood this season. 


To Bermingham, Castleman 

Whiting Paper Co., Holyoke, 
Mass., has appointed Bermingham, | 
Castleman & Pierce, New York, 4 
handle advertising for Whiting sta- 
tionery. Previously, the company | 
was a direct advertiser. 


Advertising Age, October 12, 


N. Y. State Publishers Elect 


Paul Miller, v.p. of the Gannett | 
been elected | 
president of the New York State. 


Newspapers, has 


Publishers Assn. Other officers 
elected are James H. Ottaway, 
publisher of the Endicott Bulletin, 
v.p., and James R. Righter, Buf- 
falo Evening News, re-elected sec- 
retary-treasurer. 


Gets Euclid Road Machinery 


General Motors Corp., Detroit, 
has acquired all the outstanding 
stock of Euclid Road Machinery 


Ne LINE ae Waa Suge 


1953 


|Co., Cleveland. Euclid will be op- 
erated as a wholly owned subsid- 
iary, with current management 
continuing under the direction of 


pany will report directly to C. R. 
Osborn, v.p. in charge of the en- 
gine group. 


‘Hard Mfg. Appoints Shipman 
Everett D. Shipman, engaged in 
sales and marketing since 1933, 
has been appointed director of 
/merchandising and marketing of 
Hard Mfg. Co., Buffalo, a new post. 


| 
| 


What makes the Pennsylvania 


— 
i 


Raymond Q. Armington, president . 
and general manager. The com- ~ 
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- Leslie Salt Sets Fall Drive ‘Names VanSant, Dugdale Co. 
nt Leslie Salt Co., San Francisco,| Victor Products Corp., Hagers-. 
of will use radio and television as town, Md., maker of home freez- 
nt the principal media in its fall pro-,| ers, room air conditioners, com- 
n- motion. Ten-second spot films are mercial cooling and refrigeration 
R. being used in major West Coast equipment, has appointed VanSant, | 
n- markets. Where TV is unavailable, | Dugdale & Co., Baltimore, to han- 
radio is being used. The drive will |dle its advertising. Previously, 
run through 1953, in three Pacific, Byrde, Richard & Pound, New, 
Coast states and Arizona. News-| York, had the account. 
a paper ade will fu Ost. 18 in the | 
Seattle Times, Los Angel 
33, Oakland Tribune, nowy “Oct. YT in| Miss Wilkinson Joins Agency 
of the Honolulu Star-Bulletin. Ho- | Margaret Wilkinson has been 
4 nig-Cooper, San Francisco, is the appointed art director of the R. K. | 
St. 


agency. 'Rockwell Agency, Providence. 


Gilsonite Names Wittner 
American Gilsonite Co. Salt 
Lake City, has named Fred Witt- 
ner Advertising, New York, to 
handle its advertising and public 
relations. American is an affiliate 
'of Barber Oil Corp. and Standard 
Oil Co. of California. It has not 
had an agency for some years. 


F ord Dealers Name Dugan 
Associated Ford Dealers Inc., 
Philadelphia, representing 34 deal- 
ers in the area, has named Jay J. 
Dugan Agency, Philadelphia, to 
handle its advertising. 


Duncan Hines Uses 
Over 70 Newspapers 
in Cake Mix Drive 


Omana, Oct. 6—Nebraska Con- 
solidated Mills Co. has placed 169 
page ads in 31 markets for what 


‘it believes is the biggest news- | 


paper campaign for cake mixes. 
Full-page, four-color advertise- | 
ments are appearing in 41 news- 


are carrying two-color or b&w 
pages for Duncan Hines mixes. 
The campaign extends from the 
West Coast to Ohio. 

In addition, smaller ads are 
running in about 150 newspapers. 
Outdoor also is being used in 
many areas. 

Gardner Advertising Co., 
Louis, is the agency. 


St. 


General Electric Boosts Ryan 
J. K. Ryan, manager of the ad- 


_vertising services section of the 


papers, and 29 other newspapers electronics division marketing de- 


is an upper-third farm income state! 


Pennsylvania agriculture exclusively. 


Rockwell Avenue, Cleveland 14, Ohio. 


Advertise in PENNSYLVANIA 


He buys like he produces — big — right around the calendar! Inceme is big — and 
stead y — because crop variety is exceptionally large. Add to them the many prod- 
ucts of meat and milk animals, plus poultry and eggs. Little wonder Pennsylvania 


Buying goes hand in hand with selling. That’s why Pennsylvania is one of 
your richest farm markets. PENNSYLVANIA FARMER is your most effective 
way of reaching 4 out of 5 Pennsylvania farm homes — twice every month. There 
is preference for this home-state farm paper, dedicated to the interests of 


Note the steadiness of Pennsylvania farmer's income month after month. 
Here’s proof he can buy all year long as few others can. Farmers are in the same 
fortunate position in two nearby states, Ohio and Michigan, served by THE OHIO 
FARMER and MICHIGAN FARMER. For the facts on all three, write to T1013 


(Percent Farm Cash Income Received Each Month) 


where it’s PAYDAY the year around 


The O 


OHIO, MICHIGAN and PENNSYLVANIA FARMER 
are ABC publications—examined by the Audit Bureau 
of Circulation to verify all the facts on circulation: 
How much PAID circulation, how much unpaid. How 


many RFD subscribers, 
much subscribers pay, and whet! 
used. Where subscribers live. I: 
all the facts on the ABC staten 


pam f 


} 
| 
| 
| 


| 


has appointed Fairfax Inc., 
| York, 
its new spray home cleaner and 


ten Geb, Mar, Ags, May dene iely Aap Sent. On. 


Nov. Dec 


Based on eight year study of Pennsylvania Farm 


Income —- 1940 through 1947 


(Government payments not included) 


Harrisburg, Pa. . 


—— 
"ae 


hio Farmer, Cleveland, Ohio 


Michigan Farmer, East Lansing, Mich. 


how 


nt 


many non RFD. How 
r or not premiums are 
will pay you to study 
Ask for one today. 


| partment, General Electric Co., 
Syracuse, has been promoted to 
manager of marketing administra- 
tion of the company’s radio and 
television department. Mr. Ryan 
succeeds the late Walter N. Skill- 
man. 


Pro-fesh Names Fairfax 
Pro-fesh Products, New York, 

New 

to handle advertising for 


spot remover, Pro-fesh. Newspa- 


pers and spot radio and TV will 
be used in the first campaign for 
this new company. 


Is there enthusiasm for 
your product at the 


Retail 
Level? 


ACB Newspaper Research Services 
will tell you... how much... 
where ... from which dealers 


@ The great bulk of all branded 
goods is sold through retail stores 
located in the 1393 cities in which 
daily newspapers are published. 

ACB can tell you what retailers are 
pushing your brand by advertising it 
locally in their daily ne wspa pers— 
give you complete detaiis in report 
form—supplemented if you wish, by 
actual tear sheets. 

And at the same time, your ACB 
report can tell you what support your 
competitors’ dealers are putting back 
of the lines they handle. 

Watch mass retailer enthusiasm 
through ACB Reports! It’s at the 
retail level that your brand moves 
forward or slips back. It’s at the 
retail level that your promotion effort 
can bring rich returns. 


ACB offers 14 important services 
based on newspaper research. These 
services have the utmost flexibility, 
You can have them cover the entire 
country or a single city. You can 
order these services continuously or 
intermittently. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


| 
| ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. «+ New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
161 Jefferson Ave. 
51 First St. 


* Memphis 3 
San Francisco 5 


ADVERTISING 


F CHECKING BUREAU 
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Brown Leaves du Pont building product dealers, who, the, Products Sold (Other Than Dairy 
Clarence F. Brown, for nearly | bulletin says, constitute a $7.7 bil- and Poultry) 1949,” “Farms 100 


ars i isi sales + s li ket. Other bulletins deal A d Over, 1950,” “ " 
i. 7 a, dn ae ee Information for Advertisers ion marke her u etins dea cres an ver, 1950,” “Farms Re 


with the publication’s editorial porting 100 Acres or More of 
Co., Wilmington, has retired. At 


. content, circulation and advertis- Cropland Harvested 1949,” “Cash 
=~ time of oops tosawgs = . ing. The magazine is located at 139 Grain Farms 1950,” “Farm Ex- 

rown was special assistant to the “Cl “sa . ‘ 
director of sales of the company’s @ Young adults’ purchases of au-| market research director, at 230° Bt Stark St. Chtenge 3 Gaelty tee." pea panes 

film department. tomobiles will increase sharply in Park Ave., New York 17. Lines 1952,” “Wheat 1949, * ond 
the next 18 months, Redbook finds e Eleven more data folders on the ea an 


in its “Fifth Annual Automobile e “The Lumber and Building f4™m market are now available| “Farms Reporting Value of Farm 
c ible Survey.” The magazine reports Fl morse Market” is No. i from Victor Hawkins, director of To Sold $2,500 and Over 
SIMPSON-REILLY, IGP RA) that 34.8% of its subscribers who in a series of four bulletins is- ‘esearch for Capper Publications, | 1949 
Publishers ot a own automobiles plan to purchase sued by American Lumberman & 912 Kansas Ave., Topeka. They 
a car within that time. This com- Building Products Merchandiser as are “Soybeans (acreage harvested) @ Two market data folders on the 
|pares with 26.7% reported in the a media and market data file. This 1949,” “Farm Expenditure for use, buying habits and brand pref- 
LOS ANGELES HALLIBURTON PEMD magazine's 1952 survey. Copies of bulletin summarizes and details the Livestock & Poultry 1949,” “Value erences in the rural South on work 
SAN FRANCISCO CENTRAL TOWER 'the survey can be had by writing size, extent, growth and develop-/of Dairy Products Sold 1949, » clothing and playclothes and on 
|to Donald E. West, the magazine’s ment of 30.000 retail lumber and “Value of Livestock and Livestock ‘cake mixes and prepared frostings 
‘are available from the merchan- 
|dising department of The Progres- 
sive Farmer, 821 N. 19th St., Bir- 
mingham 2. 


@ The publisher of American City 
Magazine and The Municipal In- 
dex at 470 Fourth Ave., New York 
16, has put out a new market an- 
alysis, “How to Help Cities and 
Towns Buy Your Products.” 
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120 Readers Daily e “Heating and Fuel Markets,” 
More Than 000 Tora OS oi which can be bought at $4 a copy 
Richmond, California, Wednesday, ; or three for $10 from Coal-Heat 


Magazine, 20 W. Jackson Blvd., 
Fr or ol : Chicago 4, gives basic data on how 
$2 Mi ion ocd this country is housed and heated 
by states, metropolitan areas, cities 
ne |Opening Near for Eastman Tag Plant Here Urge Speedup|Radg — | and counties. 


Maritime sng surscines. Tee | Construction evartea owe [FOF Freeway 
Oar ations at the new, building bat would be com- Witnimond plant will be ives months af Immediate construction of T M i i 
my et htt it We Matsa, mol Seececomaas Scene | ta tam utr, brea reese |WO MIOFE IN © Fueloil & Oil Heat, 2 W. 45th St., 


ant highway nort Pag ~ he ~ rquine L. i = 
Gives N od To” School To Ee ie rah plo | | Seti Scat teh S| Sakari ts Boeri to Caraunes Bud New York 36, has issued a “1953 


O; Ee | 
“_ 

ym set for June iPr y| Eastman ae that seven ot ln out , ae reeommendat onan ny se Lag : . an es 53 

ae Eastman, president ines—in which a Fp me rains TN . | . | 
Cha Work: any n if: "the “a, . = operating from | specializes will be move oa * ‘Tag and Label nounced today” by ti Canto 


FORTY-FOURTH YEAR 


rancisco, sald today tha jthe e Ric hmong n@ plant in June. | 0 which are/Compan 


roa rr ne * 
that” i sides the ones, which ere a, foes wl SPR Perce. ane only ondley KENNETH BROONEY $2.5 Billion Market.” The 36-page 


on the 10 ac 
Ry oe none? ong nes the nee plant > A. 


| po 5 e Commu. s . 
cehiid|the new plant ¢ ‘ tate | par wa he said. ard a al or So booklet contains a short history of 
» t a that 17 ne Oj an o1 nisi e . ° 
Approval of a neaily $2.00 ont pwerny sine . i sr ic my w whe out there is @ pos-|man in y officials ear more Soviet zone demonstras the oil heating and fuel oil indus- 
ooo Improvement program forldeted closed ae Peers ad| sibility that the Ban Franc iso | Wor ome of the big rensons we 16 te highway Hay as special patrols 
4 harbor has been! Education j jon would be mo’ o for new i 
fiven by the A-my Board of ehool District on Jur AX, | $eereera aogenrty reed eee eset bees, | Saree ears aes son the Gr Bast Gormene tee ow try and many production and sales 
W * 
— that the program) lout MMertor Gale school. lo still \- . ved int . -y getting one ae - ball the one big building \firm 
Telegrams that th i in the soon -to ve 


as statistics. Included is a map break- 
has been approved came yes jeate ahh Be ders claimed they had 


terday to the office of City darbor 
r 


‘ a ing down homes in the U. S. ac- 
Ati one y homas s ednesday, s 
from Senator ie “seperted tyeas cording to the way they are heated. 


yntinued workstop- 
ig Soviet milis and 


residents who fee 
) their jobs in the 
ede aneet 


e KCEN-TV, Temple, Tex., which 
will start telecasting Nov. 1, has 
put out a market data and cover- 
age map folder. 


EI y I e An analysis of the 165 major 
IN ated Press Wirep ' metropolitan market areas, with 
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tee figures on how four store-distribu- : 
More Than 120,000 Readers Daily ee ted magazines cover them, has been 
se PER MONTE 


jornia, Thursd ja, Thursday, July 23. “July 23, 19 y23,1953 “ 
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$15 “Million Home 


{, 1000 Dwellings | 
e hear For Pablo Tract 


released by Better Living, 230 Park 
Ave., New York 17. Address Mar- 
tin S. Flieger, promotion mana- 
ger, for a copy. 
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e A new radio book has been put 
out by WKBN, Youngstown, O. 
Market data covers’ industries, 
population, wages earned, etc., in 
the Youngstown metropolitan area. 
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Starring 
Sgt. Jim West 
and his friend, 


Joe Bideaux 


Proved 


Radio! 


Prepared for 
Compatible 
Color TV! 


clea © pteoais Malti 


Here’s top-notch prestige for your prod- 
uct, here’s publicity and sales! Be first 
on compatible color TV-—with a brand 
new TV hero~ yet one who's proved his 
popularity, built a huge and loyal audi- 
ence on network radio for two years in 
the top-notch bracket of multi-weekly 
evening shows. The “Silver Eagle” en- 
thralls his friends against a magnificently 
colorful Canadian Northwest back- 


ground, Characters and plots are fresh 
and varied ~ stories believable, yet excit- 
ing. Scripts now prepared, characters 
available for filming in compatible color 

which can be received by black and 
white TV sets as well. 

Your product will win with the “Silver 
Eagle’ first new hero to invade TV ad- 
venture programs for years! Get full in- 
formation today ! 


FIRST COME—FIRST SERVED 
GET COMPLETE DETAILS FROM 


Jewe'| Radio & Television Productions 


185 North Wabash Avenue, Chicago 1, Illinois * Financial 6-4474 


Write—wire—telephone today! 
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You will enjoy the advantages in moving 
your merchandise safely to trade shows as 
well as meetings or conventions by North 
American Van Lines. Less crating! Less hand- 
ling! Door-to-door delivery assures on-time 
scheduling. Write for Free booklet, ‘How to 
Move Trade Show Exhibits.” 


Your local NAVL Agent will move household goods 
of transferred personnel, office or plant equipment. 
Call him for free ‘‘Survey Service’’ estimate. 


Contact Display and Exhibit Dept. 
North American Van Lines, Inc. 
Dept. AA10, Ft. Wayne, Indiana 


Advertising Age, 


KCEN-TV to Telecast Nov. 1 


KCEN-TV, located between 
Waco and Temple, Tex., at the 
exact population center of the 
state, will begin telecasting Nov. 
1. Operating with full 100 kilo- 
watts on Channel 6, the station has 
set initial operating hours of 3 a.m. 
to 11 p.m. daily. The station is 
owned by Bell Publishing Co., 
Temple, headed by Frank W. 
Mayborn. Burton Bishop will be 
Mr. Mayborn’s assistant, and Har- 
ry Stone is general manager. 
The George P. Hollingbery Co. 
will represent the station. 


Hotel Varadero to Colton 


Hotel Varadero Internacional, 
Varadero, Cuba, has appointed 
Wendell P. Colton Co., New York, 
to handle its newspaper, magazine 
and trade publication advertising. 
The campaign begins in October 
with heavy emphasis during the 
early winter months. 


Searle Group Buys KIOA 
KIOA, Des Moines, Mutual af- 
filiate, has been sold for $150,000 
to a group headed by Don Searle, 
manager of KOA, Denver. 


What one Wrench said to another... 


ist Wrench: You ought to be working on the house I'm work- 
ing on... 


2nd Wrench: (yawning) A house is just a house to me. 


[st Wrench: That's what you think. Mine is designed to fit a 
family’s special needs and activities. 


2nd Wrench: 


2nd Wrench: 


lst Wrench: Well, it’s this way. The architect and owner 
specify exactly what goes into the house. They 
make sure that the builder buys the best so that 
everything will be exactly right. The blueprint’s 
terrific...sliding glass walls, built-in storage... 
and the whole darn place is air conditioned for 
year ‘round comfort. 


2nd Wrench: Gosh, the man who's paying for it must be rich. 
lst Wrench: There’s where you're wrong. Quality doesn’t 


Is that so? Tell me more. said... 


this business. 


MORAL: 


advice of the Ist Wrench and make 


A Condé Nast Publication 


This quality business is your business, 


necessarily have to cost more. It’s a matter of wise 
selection. The owner is one of those House & 
Garden readers who carefully plans and builds 
his house to suit Ais way of living... good living. 


How did you ever get into this set-up? 
lst Wrench: Nothing but the best...that’s what the owner 


2nd Wrench: Modest fellow, aren't you? 


Ist Wrench: Well, live and learn. [ just make myself accessible 
to the right circles. That's the key to success in 


Mr. Advertiser. Follow the 
yourself accessible to the 


quality market... people of means and taste who have the buying 
power to specify your product. You can reach them through... 


House & Garden 


420 Lexington Avenue, New York 17, New York 


October 12, 1953 


Radio Listening 
Much Higher Last 


Summer, Pulse Says 


New York, Oct. 8—The out-of- 
home radio audience was bigger 
than ever last summer. 

Take it from Dr. Sydney Roslow 
of Pulse Inc., who reports that 
away-from-home listening added 
22.2% to the radio audience in 23 
major markets last summer. This 
study was the most comprehensive 
on the subject yet made by Pulse. 

The study shows an average in- 
home rating of 18% plus 4% out- 
of-home listening. 

A year ago the researcher tabu- 
lated out-of-home listening in 15 
markets. At that time the “plus” 
from away-from-home listening 
added only 18.9% to the regularly 
measured audience. Two years 
ago, in 14 markets, the “plus” 
added by non-home listening came 
to 17.3%. Pulse gets this “plus” 
by figuring the percentage of the 
out-of-home audience to the at- 
home audience. 


s Commenting on the findings for 
the latest and biggest study on 
radio’s traditionally uncounted 
listeners, Dr. Roslow pointed out: 
“The ‘plus’ registered by away- 
from-home listening ranged from 
15.6% in New Orleans to 26.6% in 
Philadelphia. Although Philadel- 
phia has consistently ranked first 
on this basis, the actual level of 
out-of-home listening is highest 
in New York, Los Angeles and San 
Francisco. In these three markets, 
4.4% of the families reported 
away-from-home listening during 
the average quarter-hour from 
6 a. m. to midnight. Boston was 
next in line with a 4.2% average. 
“In all markets where figures 
are available for a year ago, the 
current level was higher than in 
the summer of 1952, with the ex- 
ception of Washington, where the 
figures remained unchanged.” 


Canadian Admiral Campaigns 
| Canadian Admiral Corp., Port 
Credit, Ont., will use newspapers, 
magazines, trade publications and 
a saturation radio spot drive in 
areas opening up for TV this fall. 
|Six two-page, four-color inserts 
are scheduled for Time and Mac- 
Lean’s Magazine in October, No- 
vember and December. One-page 
b&w ads ran in Time and Mac- 
| Lean’s in September and ads will 
also appear during October, No- 
vember and December in Le Sa- 
medi, Selection du Reader’s Di- 
gest and Western Homes & Living. 


‘Flower Grower’ Expands 

Flower Grower, New York, has 
acquired the Home Garden Guide 
from Doubleday & Co., New York, 
and has, in addition, absorbed 
Home Garden, digest-size monthly. 
Flower Grower’s 1954 circulation 
base will be 300,000, with a corres- 
ponding increase in advertising 
rates. Home Garden Guide will be 
continued as a semi-annual for 
new home owners. Ralph Bailey, 
executive editor of Home Garden, 
_will be editor of the Guide publi- 
cations. 


American Luggage Drives 
American Luggage Works, West 
| Warwick, R. I., is using full-color 
{pages during November and De- 
cember in Good Housekeeping and 
|Life and b&w pages in Harper’s 
| Bazaar to introduce Tri-Taper, a 
inew luggage line. Luggage & 
Leather Goods is being used to 
| reach the trade, and newspaper 
;Mmats, sales brochures and printed 
| pleces are being made available to 
|dealers. Dowd, Redfield & John- 
stone, New York, is the agency. 


Chambre Opens N. Y. Office 

Chambre Advertising Agency, 
Miami, has opened a branch office 
at 270 Madison Ave., New York. 
| It will be managed by Paul Kallan, 
formerly account executive of 
Miller Advertising Co., New York, 
|}and Richard H. Sampietro, prev- 
jiously promotion art director for 
' Esquire, 
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McClay to Gantner & Mattern 


Arnold McClay, formerly an ac- 
count executive for a Chicago 
agency, has been appointed ad- 
vertising manager of Gantner & 
Mattern, San Francisco knitting 
manufacturer. He succeeds Edith 
Skemp, who becomes promotional 
director and assistant to the pres- 
ident. 


Kirk Elected Agency V. P. 

John S. Kirk, account executive 
for Hilton & Riggio, New York, 
has been elected a v.p. 


ay pe iciee ~ 


Three Name Julius Klein PR 


The Republic of Panama, Amer- 
ican Linen Supply Co., Chicago, 
and Steiner Sales Co., New York 
maker of towel cabinets, have ap- 
pointed Julius Klein Public Rela- 
tions, Chicago, to handle their 
public relations. 


Joins Saxton Advertising 

Paul R. Pfundtner, formerly 
with Burton & Mayer, Milwaukee 
printer, has joined the staff of the 
Saxton Advertising Agency, Mil- 
waukee. 


TV spots at economy rates. 
Send in your Storyboards for quotes. : 
FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHIC AGO 
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AT LOWEST PRICE 
IN TV HISTORY ! 


AN 


SHOE SHINE BOY—This page will appear 

in the October Vogue, November Harper's 

3azaar and Oct. 18 New York Times Sun- 
day magazine section. 


urove-Dul Bows to 
Take the Shine Out 
of Nylon Stockings 


SCRANTON, Pa., Oct. 6—Grove 
Nylon Co. this month will intro- 
duce a new process to make wom- 
on’s stockings “permanently dull, 
silky and non-clammy.” 

Color pages in Harper’s Bazaar 
and Vogue from October through 
December will plug Grove’s new 
process for taking the lustre out 
of nylon yarn. The trade name 
“Grove-Dul” will be promoted 
with the theme: “It’s bright to be 
ul,” 

The company will use five con- 
secutive insertions in the New 
York Times Magazine starting Oct. 
18 for Grove-Dul’s debut. Trade 
publications also will be used, fea- 
turing the company’s consumer ad- 
vertising. 


@® Opening ads in the campaign 
show a top-hatted gentleman shin- 
ing the shoes of a _ dull-legged 
woman. Copy points out that shine 
is fine for shoes—but not for stock- 
ings. 

A money-back offer is also in- 
cluded with the introduction of 
Grove-Dul. 

Grove has appointed H. B. Le- 
Quatte Inc., New York, to handle 
advertising for the new product. 


‘Exporter’ Issues Guide 


American Exporter Publications, 
386 Fourth Ave., New York 16, 
in the January issues of American 
Exporter and American Exporter 
Industrial, will issue a classified 
“American Exporter’s Buying 
Guide,” printed in English and 
Spanish editions. Bound as a spe- 
cial section, the guide will list 
more than 1,500 U. S. manufactur- 
ers and exporters of commercial, 
industrial and automotive products. 
Advertisers during the year in 
American Exporter, American Ex- 
porter Industrial and Automotive 
World will be listed automatically 
for products covering their ads. 
No charge will be made, and only 
advertisers will be included. 


3 Name McCabe Associates 


Reinholde Co., Brockton, Mass., 
sound equipment maker, has ap- 
pointed Frank McCabe & Associ- 
ates, Providence, to handle its ad- 
vertising. Business publications 
and direct mail will be used. Oth- 
er new accounts for the agency are 
Thomae Co., Pawtucket, R. I., mak- 
er of impregnated coated belting 
(newspapers and business publi- 
cations), and What Cheer Bottling 
Co., Providence (radio). Howard 
Bentley, formerly with an Arizona 
agency, has been named a copy- 
writer. 


Names Weber, Geiger & Kalat 
Master Vibrator Co., Dayton, 
manufacturer of concrete finish- 
ing machinery, portable generator 
plants and space heaters, has ap- 
pointed Weber, Geiger & Kalat, 
Dayton, to handle all its adver- 
tising. 


Zooming costs 
got you dizzy? 


Here’s a down-to-earth suggestion that 
has led hundreds of leading companies to 
substantial savings. 

Simply specify Consolidated Enamel Papers 
on your next printing order. That way your 
booklets, sales folders, house organ, or other 
printed materials will be assured the very finest 
enamel paper reproduction. But at the same time, 
you'll be taking fullest advantage of the fact that enamel 
papers of identical quality are nol all the same price. 

Consolidated Enamels cost 15 to 25% /ess than old 
style, premium-priced papers. ‘The pure and simple 
reason lies in the modern enamel papermaking process 
Consolidated pioneered. By making and coating paper on 
both sides in a single high-speed operation, it eliminates 
many costly steps still necessary to other makers. Your budget 
gets all the benefit of the savings. 


free help! Naturally, you'll want to see if Consolidated 
Enamels look as good as they sound. So just drop us a note on your letterhead 
and we'll send a generous supply without obligation. All we ask us that 
your printer run them under identical conditions with the paper youre 
now using. Then you judge the results and savour the savings. 


ENAMEL PRINTING PAPERS 
PRODUCTION GLOSS * MODERN GLOSS + FLASH GLOSS + PRODUCTOLITH + CONSOLITH 
Consolidated Water Power & Paper Co. + Sales (tices 135 S. La Salle St., Chicago 3 IMlinois 
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Don’‘t Frown When the Agency Suggests You ™" in considering advertising is;ten more economical than other | R. J. Potts-Calkins & Holden, Kan- 


long range objecives, it continues. means of selling, as well as more Sas City, Mo., is the Braniff agency; 
_These can include growth, profits, effective.” 


Hike the Budget, Marketing Counsel Says 


PHILADELPHIA, Oct. 6—An ad- 
vertising agency is entirely jus- 
tified in attempting to sell 


entiously related to the growth 
prospects of the company. 

This conclusion is drawn in the 
latest issue of “Cost & Profit Out- 
look,” monthly house organ of 
Alderson & Sessions, marketing 
and management counsel. 

In discussing ‘Management 
Functions of the Advertising 
Budget,” the publication points 
out that while management should 
be sure it is getting its money’s 
worth in dealing with an agency, 
“it should be equally concerned 
that the relationship should con- 
tinue to be a good one for the 
agency.” 

It points out that the agency 
may have taken a specific account 
when it was much smaller and 
probably invested much time and | 
thought in it when it was hardly 
profitable. 


s ‘The quality of creative talent 
cannot be measured by the statis- 
tics of sales results,” the article 
warns, “yet both sides should be 
vitally concerned with measure- 
ment as far as it goes.” 

“Cost and Profit Outlook” then 
goes on to show some pity for the 
poor ad manager, who “fills an 
uneasy chair”: 

“Perhaps his prime qualification 
is his ability to survive and to 
maintain his perspective in the 
flow of conflicting opinions which 
characterizes the stream of nego- 
tiation.” 

Since he is involved in both 
selling advertising to his company 
and in buying advertising on be- 
half of that same firm, he is also 
entitled to know from manage- 
ment which of these roles is para- 
mount and by what standards his 
performance will be judged, the 
article asserts. 

The Alderson & Sessions writer | 
also points out that management | 
must recognize that the budget-. 
making procedure is basically a 
process of negotiation and that it 
should not be reduced to a mech-_ 
anical formula. 

“There are management func- 
tions to be served through budget- | 
ing if the initiative comes from the | 
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HERE WE GO ROUND 
THE MULBERRY BUSH 


the mulberry bush—the mul- 
berry bush 
i, Here we go round the mulberry 
: bush 
SO EARLY IN THE MORNING! 
The KMBC-KFRM Team is 
looking under every “Mulberry | 
bush” in the great Kansas City — 
Primary Trade Area in behalf 
of its advertisers! 
If your product or service 
needs to be brought out from 
under the bushes where people 
can buy it, call KMBC-KFRM, 
_ Kansas City, or your nearest 
Ser Free & Peters office, for 
+ availabilities on The 
KMBC-KFRM Team. 
The folks in the Heart of 
America won't bother 
P Siw to beat the bushes for 
your product. Today 
) they are buying the 
things they hear about 
on the radio station they 
listen to most. . . 


\, KMBC.,, 
|. KMBG, 


rs 
*$ pavio ror THE HEART oF aAMEP’ 


~~ 


investment and personnel devel-| 
top,” the article explains. 
‘involved in these objectives, the. 


| 


nication concerning goals and the | program. 
means of attaining them, the pub-| In actual consideration of budg- 


opment. More thon advertising is Airlines Boost New Service | 


; ; é | A special cooperative campaign | 
# In fact, discussion of an annual] | writer explains, but the prepara- by Broniff seaatmadionad darter. | 
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agency for United. 


Keystone Adds 8 Aftiliates 


lication states. et, “Cost and Profit Outlook” with §00-line ann illi 
: J Ros - ouncement ads|WLYC, Williamsport, Pa., 
The starting place for manage-| points out that “advertising is of-| in newspapers in the area affected. | WHYU, Newport Tout, Va. 


N. W. Ayer & Son, Chicago, is the 


: , . , Keystone Broadcasting System 
management on an increasing ap-| budget, which generally is brought | tion of the ad budget provides an | Dallas, and United Air Lines, Chi- has added eight more radio affil- 
propriation—if this aim is consci- up about this time of the year, occasion for reviewing them in Cago, 
can serve as a channel of commu- relation to the entire marketing through plane service between are KBLF, Red Bluff, Cal.; WALM, 
| southwestern and northwestern re- Albion, Mich.; WFYC, Alma, Mich.; 
gions of the U.S. Newspapers,| WMTE, Manistee, Mich.; KSMO, 
folders and posters are being used, | Salem, Mo.; WLTC, Gastonia, N. S 
an 


is promceting their new _iates, bringing its total to 673. They 


Put the POWER OF LEADERSHIP behind 


PRODUCTION 
MANAGER 


For many years, the facts have shown that metalworking 
production executives find American Machinist by far the 
most useful of all magazines edited for them ... and that 
advertisers accept this publication as the No. 1 medium for 
advertising to Metalworking’s most important buying group. 


25,000 
— | = a 
| NET-PAID CIRCULATION) ——- 
a ‘AND TOTAL DISTRIBUTION om 
1937-1953 
15,000 | 


1936 1938 1940 1942 1944 1946 1948 1950 1952 1954 


... @ preference that is everywhere expressed in Metalwork- 
working by the caliber and number of men who are paid 
subscribers to this magazine. They number more than 32,600 
now ... which is, by over 7,000, the largest group of sub. 
scribers to any metalworking publication available to sell 
your products. 


| 
| 
| 


' 


Year after year, many more production-responsible metal- 
working engineers and executives subscribe to American 
Machinist than to any other metalworking publication. Ad- 
vertisers to Metalworking also invest the most advertising 
dollars in American Machinist . . . and the most pages of 
advertising for the machinery, equipment, materials, and 
supplies which will next year produce an expected $110- 
billion of metalworking products. 


12 
10 
8 § COST PER THOUSAND PER PAGE 
é Net Paid Circulation 
12 or 13-time rate 
cs 


MAGAZINE al ‘oe 
Low xX 
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And this is, in brief, the kind of LEADERSHIP you want from 


a metalworking magazine in which you concentrate your 
advertising. It is the kind of PROVED leadership which backs 
the choice of American Machinist, by over 800 advertisers, 
as a sales-wise advertising medium. 
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‘Textile World’ Names White 


Donald H. White has been named 
advertising sales manager of Tex- 
tile World, New York, a McGraw- 
Hill publication, succeeding Wil- 
liam Buxman. Mr. Buxman, who 
will retire Dec. 31 after 45 years 
with the company, will serve for 
the remainder of the year as as- 
sistant to the publisher. 


Joins Hunter-Tewksbury 

Fred E. Crawford Jr., formerly 
western advertising manager of 
American Legion Magazine, has 


1953 


joined Hunter-Tewksbury Co., 
publishers’ representative. Mr. 
Crawford will be associated with 
Paul Hunter in the company’s Los 
Angeles office. 


Kerryn King to Texas Co. PR 


Kerryn King, formerly senior 
v.p. of Hill & Knowlton, New York, 
has been appointed public rela- 
tions director of Texas Co., New 
York distributor of Texaco petro- 
leum products. Hill & Knowlton is 
public relations consultant to Tex- 
as Co. 


Smiths End ‘Falsie’ 
War with Out of 
Court Settlement 


HARTFORD, Oct. 6—After some 18 
‘months of action and litigation 
i (AA, March 16), the “falsie’ war 
/between Howard A. and Mrs. 
Marie G. Smith (no relation) has 
been settled out of court. 

Und>r settlement terms disclosed 
yesterday, La Resista Corset Co., 


Bridgeport, Conn., which Mr. 
Smith heads, will pay $38,850 to 
Mrs. Smith, owner of Anchor Rub- 
ber Co., Anchor, Conn. In ex- 
change, Mrs. Smith's firm will 
waive rights to the distribution of 
La_ Resista’s plastic pneumatic 
brassiere bladder, an_ inflatable 
“falsie” valued at $550,000. 

The issue in the legal battle, 


which went to New Haven Coun- | 


ty’s superior court, involved who 
gets credit for inventing the blad- 
der and the self-closing valve by 


your advertising to Metalworking 


And as you make your 1954 advertising plans, it is im- 
portant to know that the LEADERSHIP American Machinist 
can now put behind your advertising is greater than ever. 


Hundreds of exclusive articles and special reports . . 


. repre- 


senting far more outstanding and productionwise informa- 
tion than any other magazine has published . . . have steadily 
broadened and strengthened American Machinist's metal- 
working-wide acceptance and prestige . . . 


Bre fitdeee OAL cayt 6 ey 


toes 


... and this November will see American Machinist's editorial 
leadership further emphasized with publication of the 1954 
PRODUCTION PLANBOOK for Metalworking . . . the first in 
an annual series of PRODUCTION PLANBOOKS that will now 
add their exclusive data to all the other help American 
Machinist regularly provides. Featuring a new Inventory of 
Metalworking Production Equipment, the 1954 PRODUCTION 
PLANBOOK’s great usefulness will add impetus to the con- 
stantly growing preference for American Machinist. . . 


ens Sa Seta d ns: 


ee | 
HH Li 


S O .. when you seek increased sales in the $110-billion Metalworking Industry, 
and want to build preference for your products among this industry’s most 
important buying group . . . production management . . . the facts will tell 


you why: 


— 
-: 


is the No.1 place to do business with America’s biggest industry 


The McGraw-Hill Magazine of Metalworking Production 
McGraw-Hill Building, New York 36 


fublished Every Other Mondoy 


Member of the Audit Bureau of Circulations and 


the Associated Business Publications 
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which it can be inflated. Mrs. 
Smith had charged that the idea 
originated with one of her em- 
| ployes, although she conceded he 
developed it at the request of Mr. 
Smith of La Resista. 

La Resista contended that the 
| beauty aid was perfected only after 
vit had suggested the use of a plas- 
tic instead of rubber for the pneu- 
matic sac. 

It claimed further that under the 
law, any invention is vested in the 
firm employing a person to do the 
work out of which it originates. 


Teran to Reilly, Brown 

Edward Teran, public relations 
consultant, has been elected to the 
board of directors of Reilly, Brown 
& Willard, Boston agency. In addi- 
tion to his consulting work for in- 
dustrial accounts, Mr. Teran will 
serve the agency as an account ex- 
ecutive. 


Sharp Appoints Mullen 

Donald M. Mullen, formerly with 
|\Grant Advertising, has been named 
| director of client services for Ralph 
Sharp Advertising, Detroit. 


MARKING PENCIL 


Whites on Everything 


Thousands of grocers, 
druggists, hardware deal 
ers and other retarhers 
use Listofor pricing 
everything. Phey buy Listo 
because it gives them 
strong, clear, easy-to-read 
prices on everything in 
ther stores whether it's 
} metal, glass, ccllophane 
or any other surtace! 


Cash in on this estab- 
lished market by giving 
your retasler customers 

imprinted Listo pencils. 
» bor less than 25¢ your 
sales message will be read 
1000 times a day... tor 
months! 


Write today for full 
details! 


‘EXTRA HEAVY LEADS THAT 
; DON'T BREAK OR FALL OUT 


Only Listo bas the pat- 
ented Grip-Type Sleeve’ 
ubich prevents breakage, 
keeps leads from falling 
out, 


CARBORUNDUM 


6 cotors 
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Pesesoeseee=’ \-=- 
8 LISTO PENCIL CORPORATION L 
i Dept. AA, 1925 Union Street 1 
Alameda, California 1 
1 Gentlemen i 
} Please send me full details on how we can 
| out Listo Imprinted Marking Pencils to work | 
for us 1 
i l NAME = ; . 1 
| COMPANY _ 4 
|g Abbeess _ usenalal 
| g city STATE t 
| Lees cesconennaeand 
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By every measure of an advertising medium, 

The Times is the paper for you when you are 

selling in Los Angeles, America’s third largest 

market. This is the paper with the largest total 

circulation in all of Western America (both week- 

days and Sundays) . . . and the largest home- 

\ | delivered circulation of any morning newspaper 
in the United States. Three out of four daily 


Times readers are subscribers. These facts are 


doubly powerful when you consider that the single 
copy price (10c daily, 20c Sunday) and the home- 
delivered subscription cost ($2.25 a month) are 
among the highest in the country. Readers want 


the Los Angeles Times. 


sxe aoe” gs 


For the first seven months of 1958, the Los 
Angeles Times was first among all morning news- 
papers in America in total volume of advertising 
published. In its field (five metropolitan Los 
Angeles newspapers) The Times consistently rates 
first in Total, Display, Retail, General and Classi- 
fied linage . . . all the major classifications listed 
by Media Records. The degree of leadership is 
impressive:. The Los Angeles Times led the second 
paper by 11,280,902 lines; led the third paper by 
20,207,261; fourth paper by 21,434,873; fifth 
paper by 23,285,151 — publishing 43.3% of the 
total advertising in the field for the first seven 
months of 1953! 


Leader in 94 out of 114 
Media Records classifications 


During the first seven months of 1953, 
the Los Angeles Times was first in its 
field in 94 of 114 categories including 
ALL MAJOR CLASSIFICATIONS 
listed by Media Records. 


REPRESENTED BY CRESMER AND WOODWARD 
NEW YORK, CHICAGO, DETROIT, 


ATLANTA AND SAN FRANCISCO 


ive a. oi. ia ats i a gee fhe A tale & 4 rs ha ST oe et ee nt Oty 2. oS me in oe ere ee at 4 ARAL Fs fe oe 4. ea. . xy, 0% yew ‘. ne ot i) re 55S a ee se ee Ey ee 
ipo pees ig, Da Weeder ee Ghee eee c Rese eee Pps Geet. sheen Pe SRS org ee gl ope Ge eae : e Bae pe hae Gord Fe Be iadece) Nomen? Biri Ra ct Eerie k si COMES Ly BARNS Say LN CA net nla MieRaee St 
ere ens Meee i Oe Re See Bees ee ee rare ee Sora Se Se ac itLS Ona ad ROSE py g UR ee ene ee eRe gr Coo Cire 
RSS ed Bide a Fi Sia Re SR Nevers 2 Se att RS Ree Sais 2 Vargo fs eal : “ : z POURS Seta Baek eae ee ‘ Peo, sag gil eee St ah zs a Ser ee cas ae eta ope es putes Sp Sei ei es 
ae af SA Ree 0 i : a eats ‘ ; eerie Re fe . A Pe Baas aie Cte : ee migac 8 KA ee Ee ; SE Er] 
‘i ig. ae ee ay es he Fake eee Sake Rat ae ee uc So ih Ae oe Te f Z r 2 5 Sg a gh tee : i . Aloe ee Fen Ararat oc = Dae yea i ok. See 
MS ORR OS RRR eo ee ee ee ae Cae ae) grees Be dec 2 i ‘ Songs Yack ates ee = Gant i 7p i rae a ? ee ee Pe anes, igen ate 
~~ Sees: a ean RM DS Seer St EY ren ere ree ens 5 Ss esti Pee the : tg iy pe : i aE eae eee em rer 2 je wre: 3 
pee te te a ee eg we : ee ill al sed ae Ri wesite’ Sage a yates GP Zeus Clensctle eee maget it LCA tg ry Sie gee AU Rag SIM es iat Fees 2 Ao eG ee ee Ai 
li ——— a 
, a 
. : Ee ag a a2 A r 3 
. : is gree: Bc a BS Sly ee % 7 . . Pa + oe 
> fe: * ory ag eS on i 3 < . . ks oe - a 
me Res ie en: ae see ie ets x if m < 7 . : * * G ass 
5 : a i ae ee ul ’ 4 J see ; ev *e 
he ; thet Ss it, ae a Ao Oa ' ae ae aA 2 
este pe Re Re ge pe eat bs ky SLi ayy —- P) pea a J 
a % SE Coa ae : “a! Se i Det : ' 
; ale athe SRR goo e ne aero? = é : . ate 3 ma ‘ 
ss Be eek Oe gh ake aor % a tat i hoes Asti is 
x mA : ¢ BASES Ri a Bs. = mt 6 SS es 2 : a ¥ 
cg 4 e3Y d * San, at x 4 tay ie ee We : et ‘ 
hig ’ oe ce ae Be) <4 eee igi ve a ae Rati 3 “ e * 
vs ‘ ie aes oe. : eg ea Be 2 ‘ : a ; 
A a 
. 
« be * 
Se ae 
Ie J Nk 
Sa at 
Pepe i. 
P ; ieee 
wae J ‘ Saal € oe Bee Wee ag 
ces PR eae ‘fe . ee ‘ata ae 
ee ; hope eS ae ‘ : ae fe x es ly 
a a Kis Be ae 4 gre ena i F x 3 e 
ees ee: se e : Re : ; BS ae 
in , a Bee ve gn cee Paes ee ke eae et 
oD se ee § Khe fe oa een Sees ES : lg % oe Le Re, 
en : : ne Se eet ‘ee : sa : at peat 
gee fa age Saag nee tpn % ag ‘ ss ay ; ee 
; es eS Oe ae ie pee. oY s ENG : dy ae 
? fs ¥ ae z 3 - - Ae <a ana os se fare 
hee fh ig ; iv 3 ‘ated ae, 4 ee 
x begs Be Rak? ae <8 ae : ‘ ; sg aS ea eet 
ies. i s . ie 
: pape | 
ci: 
an ar 
ore eee 
nS 
eave 
ede 
aS pote 
eee 
a 
age © 
, ae ae 
apt Se 
yp aoa es 
ee ate ND 
‘ a 
‘ Bi 
ere 
ae 
"9 PUMATRT oo 
F eT Sn 
4 Sea 
See aoe 
" Ee 
4 o aerat 
eee ee 
4 oo 
:, yeti 
bt Sadat 
P oF Beeches, 
‘ Pepe 
; asnaie, i 
3 ie : 
3 , ec a 
Me. * eg as 
a Me & Po ge 
oe A ages 
.. A ee ee 
= -¢ enc} 
, A any? ral 
% “Se ee 
E % bre Da ge 
. a ba a eae 
ae , . a ae 
a - a boars f = 
ae apa eaten’ = : i 
z : = 
: $ ‘ pa ' Res ae 
By 
F : sg ig en : 
, “ ‘ ia. “2 i 
ea j ee ggg 7 , tees 
a iy F 7 ‘ of a a 
te. (6 eee 4, ; 
hic eg Y Ce teeter 
bes . % : 3 
a Dey % 
: "% a 
7 GA & as 
% eA : 
BAT Mx 
> ee ea 
‘ q af RSW 
‘s, es 4 
p a} anys a 
q ; } 
EB ops bi P 3 wel Q ? 
ee, . & ORE FAMERS, pa I” ao 
fs Sie ; e ee i We peo es Sy - J : 
4 eae ey 7 Se, ‘ 
M, n9 ye Y *. 
y 7 o 
Nit 1g ot * yh aha ta 
ee ‘atti ; if 
tay ‘ilo : 
( bi 
, 
iw 
me o 
‘Diag 
~ M et. a & % ze eg ic eee 
ae se RE Le , 2 ; a tia 
: - - LE Wiener agg lich pian 
ene 
ie ‘ TEE eile 
tell !lU—l— 
fa ; in ae : 
; ‘ F : thee 
oa ; = é as cv ae Ler : : ee eit x : Ete Siar : ie eae ne Peace $3 : ee te ey ca oe Sg ar alle ec Me igs a 
jig y: < “a eae es" i + se c i Coat 25, Bae cates es Fa - - IP tes sie x Fs ad cy + Ke, zs en bare “ 
Be LAER irae got oir Oi grace scan ge’ ed Re Cas Rt EL ON, Sp Sapa ened co eee ER My pA Qeahed tase are eee Ta oe SSM eS EO 3 OO SRE Bee ess Yate: SON ane ge? Peat eer th oe exe 3 Pas a & taba CERES Me 
ORL OE See, Sie a seen Wied Wer boo how ie ya sents ee b i : eet in Fk he OSE ed Tare UNE PER mene Rare 2 Pipe ee Ne ie ge ae RE Sie hat SAR chr eae, oe Sai pe te Pca coe REE iis ere ee 
: ’ ; Ra r% ? me Ses ie > wh : a wi 5 . Hog At + es of 4 i = i A %, * hd phe te a es ey 


Department Store Sales... 


August Drop Cuts Year's Sales Edge 


WASHINGTON, Oct. 6—After an 
excellent sales showing throughout 
July, U. S. department stores found 
it rougher going in August, accord- 
ing to Federal Reserve Board re- 
ports. 

After holding a 4% edge over 
1952 through the first seven | 
months of the year, the big stores’ | 
dollar volume fell behind 2% in. 
August, when an adjustment was. 
made for seasonal variations. As a_ 
result, the sales gain for the first) 
eight months of the year dropped | 
to 3% above 1952. 

Gains and losses were well scat- | 
tered, with the biggest losses be-| 
ing shown in the Richmond, Min- | 
neapolis and Kansas City districts. | 

For the week ended Sept. 26, the 
department store sales record con- 
tinued to level off after the Labor 
Day slump, showing a 3% 
over the same week of last year. 
At this rate, the department store 
trade could expect to hold even 
with last year for September. 

For the year to date (38 weeks) 
the big operators were still 3% 

ahead of last year’s sales volume. 


% Change from ‘52 
Federal Reserve % 
District, Area, Aug. July Mos. 
1953 1953 195% 


and City 
UNITED STATES ............. p—l 5 8 


New York District 
Metropolitan Areas 


Cleveland District . 


Boston District 
Metropolitan Areas 


Portland 
Lowell-Lawrence 
New Bedford 
Worcester 


Cities 
Downtown Boston ...... 


Springfield 
Providence .... 


—4 


New York-Northeastern 


New Jersey 
New York 
Newark .... 
Buffalo .. 
Buffalo City 
Niagara Falls . 
Binghamton 
Rochester 
Syracuse .. 


Cities 


Albany 
Elmira 
Poughkeepsie 


Schenectady .....,..>+.. 


Utica .. 


gain Philadelphia District ne 
Metropolitan Areas 


Trenton ........ 
Lancaster ......... 
Philadelphia .. 
Reading 
Wilkes-Barre- Hazle- 
OO. scoinss smocehens 


Wilmington 


City 


York .. om 


Akron 
Canton 
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Naw aw 


We know she’s 


not the Rheingold Girl— 


but she’s waiting 


for your call... 


*Founded 1900 


SCtENTIFIC ENGRAVING* 
COMPANY, INC. 


406-426 West 31 St., New York 
Chickering 4-1395-6-7-8 


COLOR * HALFTONE + LINE 
. “DIRECT FROM OBJECT"' ENGRAVING 


Accounts serviced throughout the U.S. 


DEPARTMENT STORE © 


SALES REX | 


1947-49 equals 100: 


f 
| Week to Sept. 26 °53*p115 
.| Week to Sept. 27, ’52*..112 
'} Week to Sept. 19, 53*..120 
i Week to Sept. 20, ’52*..112 
ft Week to Sept. 12, ’53*..102 
'] Week to Sept. 13, 52*..114 
é << 
#4] pPreliminary. 
z| *Not seasonally adjusted. 
Columbus ....... abi 6 5 7 
Springfield ......... —5 3 -—2 
- Er 1/ 0 5 
Youngstown .......... 5 33 16 
ee eiibaes 14 7 7 
Wheeling ............. ; 6 5 6 
Cities 
Cleveland .............. 1 8 3 
Portsmouth .............. 13 21 25 
Pittsburgh ...... 8 9 3 
Richmond District , p—5 4 1 
Metropolitan Areas 
Washington ............ . p-9 1 —2 
Downtown Wash. ... p—ll —2 —5 
Baltimore ................ —7 2 0 
Asheville ........0........ 2-4 1 
TREE scvnensvecccocsess . —10 —1 1 
Winston-Salem. ............ 1 r—5 5 
CREOSOTE ceccscccsccsccsnose 0 5 4 
Columbia .............. 4 5 6 
Greenville ................ , 0 6 6 
Norfolk-Portsmouth . - 8 4 2 
Richmond. .......... . —4 4 1 
rere —6 10 6 
Charleston 4 4 5 
Cities 
Spartanburg ......... —7 3 —l 
Lynchburg ........ 2 13 5 
Newport News .... —13 o —2 
Huntington .............. p-l —l —l1 
Atlanta District .... p—! 6 4 
Birmingham ................. —3 8 3 
Mobile . caicdselnidaccutins 1 3 il 
Montgomery ........ p—2 —l 5 
Jacksonville ............... —l —-2 -—2 
EE, « crvttencstnsens insite 7 10 7 
Orlando ........ , 4 7 5 
St. Ptrsbg. “Tampa ‘ 2 7 5 
St. Petersburg . 0 7 5 
UIE sicinivnncns seach 3 7 5 
IIE Sedintascvsschcumnntan -3 9 2 
BIE Setseetociposenaes we 15 -—6 —6 
oT rem | rl —3 
Macon ........... p—3 14 2 
Savannah ee 7 5 
Baton Rouge .... ; 4 8 11 
New Orleans ......... p2 5 6 
NIE. eeisiiccmesinsannes 0 3 -—2 
Chattanooga _......... 11 8 10 
Knoxville ; 2 18 9 
Nashville 3 7 6 
Cities 
Rome ‘ ~-1 il 6 
BEOTIGION  .cccesscscescccece 4 2 6 
Bristol _...... . —14 —6 -3 
Chicago District . 7 po 9 6 
Metropolitan Areas 
ID -ccccnserenrtsinetes 4 5 1 
PPE sakevscsnsses ‘ 6 8 5 
Fort Wayne .......... 6 13 12 
Indianapolis ... 5 10 6 
Terre Haute ...... 10 2 2 
Des Moines .... —2 —2 0 
Detroit 5 15 10 
Flint 21 19 27 
Grand Rapids . 2 10 11 
Lansing p—2 25 9 
Milwaukee ............00+. —2 5 2 
Green Bay 6 10 10 
Madison —l1 --4 -1 
St. Louis District . p—2 2 1 
Metropolitan Area is 7 —3 0 
Fort Smith 2 —3 0 
Evansville 2 5 12 
Louisville pl 1 3 
St. Louis .... l 5 5 
Springfield 7 —l 0 
Memphis ......... 2 —l 3 
City 
GENET ccccorsecesesone ‘ 2 -2 2 
Minneapolis District ‘ —H 0 0 


A TECHNIQUE/--PRODUCING SALES 


Pinsiiles® ahaces & Suara aiuaed Sonata Saas ci 

carefully hand-picked locations tailored to confront the great and growing 

Salt Lake City-Ogden market. Your message will be absolutely inescapable 
and Day—Every Day—in “UTAH.” ie someon cn. 


1d by the largest, the oldest and most successful ac oS ae is 
Colorful giontsized “Heart ofthe Cit” iluminated poster advertising di 


Your Advertising Agency 
has all the facts 


UTAH DIVISION 


ers 


Ae 4 Harry 


HA. Packer 


Company ” Ernler prise 


Metropolitan Areas 


Little Rock 
Mp!s-St. Paul ........ 
Minneapolis City 


ee 


Sioux Falls 
Cities 

Mankato 

Great Falls 


Grand Forks .......... 


Duluth-Superior 
LaCrosse 
Kansas City District 


Metropolitan Areas 
BINS siicsattennescuncixesecceas 


II edi ntsgtivenscdowaanianiontt 


Wichita 
St. Joseph. ....... 
Omaha . “ 
Oklahoma City 

Tulsa fies 


Advertising Age, October 12, 
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Cities 

Kansas City . 
Joplin 
Hutchinson .... 
Enid 


Dallas District . sachiuesielauelioke 
Metropolitan Areas 


Shreveport 


Corpus Christi ........ 


Dallas 


Be BID <acssessnasascsinsse 


Fort Worth .......... 
Houston 
San Antonio ... 


TIE wccscesanitaenisnninniretionccsess 


San Francisco District .. 


Metropolitan Areas 
SPNILEID » ddsnissvevascsnes 
Fresno “ 
Los Angeles 


Downtown L. A. ... ee 
Westside L. A. .......... 


| 
-— Ow UD 


Lwobe 


Lbs 


eS 
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1953 
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EXCLUSIVE SALES OFFICES: 


Advertising Age, October 12, 1953 as 
Long Beach ececue PT 2 Boise and Nampa... —7 ¢ —1 s of markets. Newspaper ads will! Swift Merges Sales Branches 
ring aaa : 7 Twin Falls ............ — -& : Premium Promotes run in most major markets on) swift & Co., Chicago, will com- 
an MONICA oo. cccceeeeeeee —_ : _ — — e . : P ms ’ ’ 

Riverside and San ° Sateen; wns ' y 31% Breast O’ Chicken varying schedules. Most ads will | pine its branch house and plant 
Bernardino oecceccsccsssescx 5 $ 2) tee... C230 a 5 be 500 lines, with insertions run-| sales departments into one sales 
DACRE niccicnn = =f anf Walla Walla ...............—17 —6 —5 San Dreco, Oct. 6—Westgate- ning weekly or bi-weekly. Transit —— -~ re hee . ~" 
BO TIROID secccecccssssceese . ps -—5 —4 , | SRS . 1/ —1 2/—4 : ia Tuna Packing Co. has ads will a ar in most major general sales epartment. f. . 
San Fran-Oakland ....... p—5 0 3 - ee fall campaign, using markets vrs ' | (Mack) Townley, branch house 
San Francisco ............ —6 r—1 2 p—Preliminary. launched a , es oe .. | sales manager, will head the new 
Oakland-Berkeley .. —4 -—1 3 r—Revised. television, newspapers and transit The premium will be offered in- Combined department. J. A. Re- 
Downtown Oakland —5 —4 2 1/ Data not available. cards to promote a plastic raincape definitely, at least through No- | velle, general plant sales manager, 
Vallejo —4 3 5 2/ Seven months 1953. /premium obtainable for 50¢ and vember. Foote, Cone & Belding, js being transferred to the office 
San Jose —3 -—2 4 3/ Six months 1953. Pp : ’ : : : 
Stockton —§ | 4 one can label from its Breast O’ Los Angeles, is the agency. (of H. E. Wilson, v.p. in charge of 
Portland p-5 1 3 U. S. Rubber Boosts Shirley Chicken tuna. : | Sales. 
— paedanaamanien = “ ; Clifford H. Shirley, advertising The offer will be promoted on Miss Wagner to Leo Burnett | SELE —— j 
eee 0 6 5 and sales promotion manager for the Liberace television show, Stephanie Wagner, _formeriy W E xpands Broa casting 
Se 4 3 the tire division of U. S. Rubber ion the company sponsors in with WCOP, Boston, has joined the | WSEL, Chicago’s newest FM ra- 
Co., New York, since 1950, has * Dimeatichendt " public relations department of the dio station, has begun operations 
ciate . —13 —9 2 been promoted to the new post of five markets, and participations on New York office of Leo Burnett/on a daily 8 a.m. to midnight 
Bakersfield ..cc0000... pl7 3 —2 advertising manager. television programs in a number (Co. | schedule. 
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first in central ohio 


Relax! Watch WLW-C harness Columbus 


viewers and plow up greater sales 
for you. How? With top 

talent and production facilities 
plus complete client service 


that exploits your ad message 
in the field. 


Sit back. Hitch your 
advertising to WLW-C! 


NEW YORK * CINCINNATI * DAYTON * 


COLUMBUS = * 


ATLANTA ® CHICAGO ® HOLLYWOOD 
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STAMATY 


A great male market! 


Of the 1,054,748 Elks who read and own The Elks 
Magazine, over 70% live in communities under 
50,000 population — coupon-clipping territory par 
excellence. 


Elks buy more — more often — because their family 
incomes are far above average. They give purchase 
preference to products advertised in The Elks... it’s 
their magazine. 


THE MAGAZINE 


New York * Chicago ¢ Detroit « Los Angeles 


‘Proto, P&C Hand Forged Tool Co., 


ABC Forms Pacific Network; 
First Sale to Regal Amber 


American Broadcasting Co. has 
announced the formation of a re- 
gional television network on the 
Pacific Coast witn KECA-TV, Hol- 
lywoaod, as the ey station. Eleven 
other stations om the Pacific Coast 
will help complete the network. 

First sale by the new network 
was to Regal Amber Brewing Co., 
San Francisco, which will sponsor | 
“Your Claim to Fame” for Regal 
Pale beer through Guild, Bascom | 
& Bonfigli. | 


Proto Unites Sales, Marketing | 


Proto Tools, Los Angeles, has 
consolidated its sales divisions and | 
the marketing and research divi- 
sions and all subsidiaries under the | 
supervision of Marvin S. Bandoli, | 
v.p. of sales, marketing and dis- 
tribution. Mr. Bandoli will direct, 


'and coordinate sales, merchandis- | 
‘ing, advertising, promotion, mar- | 


keting and research activities of 


Portland Penens Corp., Schiller 
Park, Ill., and Proto Tools of Can- 
ada Ltd., London, Ont. 


Jonathan Logan to Shevlo 


Jonathan Logan Inc., New York 
manufacturer of dresses and 
sportswear, has appointed Shevlo 
Inc., New York, to handle its ad- 
vertising. B&w and full-color ads 
are scheduled for both newspapers 
and magazines. In addition, a spe- 
cial institutional program is plan- 
ned on a weekly basis for leading 
metropolitan dailies. 


von Dorster Appointed A. E. 


H. R. von Dorster, formerly as- 
sociated with Griswold-Eshleman 
Co., Cleveland, has joined Land- 
sheft & Barber, Buffalo agency, as 
an account executive and a mem- 
ber of the plans board. 
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WKZO.-TV AREA PULSE 
(27 COUNTIES) 
SHARE OF AUDIENCE—MON. - FRI.—APRIL, 1953 


(a) Does not telecast for complete period and 
the share of audience is unadjusted for this 
situation. 


New Orleans or Denver! 


YOU MIGHT GET A 1600-LB. BULL MOOSE* —- 


B U T e « « YOU NEED WKZO-TV 

TO BAG TV AUDIENCES 

IN WESTERN MICHIGAN 

WKZO-TV gets more than twice as many viewers as the second 


Western Michigan station, morning, afternoon and night. Here's 


WKZO.TV has a higher TOWER . . . lower CHANNEL 
... greater POWER .. . better RELAY FACILITIES 


is the Official Basic CBS Television Outlet for | 
Kalamazoo-Grand Rapids. Its brilliant Channel 3 picture effec- | 
tively serves more than 300,000 TV homes in 27 Western Michi- 


why: 
8 a.m. - 12 noon - 6 p.m, - 
12 noon 6 p.m. 12 midnight 
-~— =——_—— = ... finer PROGRAMMING! 
WKZ0-TV 62% (a $2% 52% (a a ee 
= = WKZO-TI 
STATION ‘'B’’ 26%, 25% 25%, (a) 
OTHERS 12%, 23%, 23%, ‘ ‘ 
. gan and Northern Indiana counties 


a far larger television 


market than is available in and around such cities as Rochester, 


Get all the facts and you'll choose WKZO-TV, the dominant 


station in Western Michigan and Northern Indiana, 
(80,000 WATTS VIDEO — 40,000 AUDIO) 


~ ~ D . 
J ct Y 
She el, er Sbations 
WKZO — KALAMAZOO 
WKZO.1V — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF.FM — GRAND RAPIDS KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN.TV — LINCOLN, NEBRASKA 
Associated with 

WMBD — PEORIA, ILLINOIS 


KZ0-TV 


OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 


Avery-Knodel. Inc.. Exclusive National Representatives 


*F. D. Fetherston and D, G. MacDonald got one this size on Magnassippi River, Quebec, in 1889. 
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Getting Personal 


Among the advertising executives active in a new Los Angeles 
organization, Executives for Mental Health, are George L. Randall, 
p.r. manager, Richfield Oil Corp., who was chairman of the organi- 
zation committee, and Edwin F. Wirsing, assistant director of ad- 
vertising and publicity for the Union Bank & Trust Co., who is 
public information director for the group. The objective of the 
organization is to study and work for the emotional and mental 
health of individuals, especially as it affects business and in- 
dustry... 

At the Boston Adclub’s 23rd annual golf tournament, member 
Frank McCue, of Livermore & Knight, Providence, won the Adclub 
Bowl and the Donnelly plaque for turning in low net. The Callaway 
system of handicapping gave his 85 a 15 handicap for a net of 70. 
Dave Lutkins of John C. Dowd, a guest, scored low gross; Bill Mar- 
tin, NBC sales manager, who flew to Boston for the event, won 
second low gross. The Metz Hayes Memorial trophy for the Lantern 
Club member scoring low net went to Bob Davis of Parents’ Maga- 
zine .. 


TRIBUTE—Edward F. Hamm Jr. (‘‘Pete” to all who know him), first managing direc- 

tor of the Interstate Commerce Commission, receives a scroll at a testimonial dinner 

in Washington. At right is Emil Stanley, former executive v.p., who succeeds Mr. 
Hamm as president and treasurer of Traffic Service Corp. 


At a directors’ luncheon of The Canadian Press in Quebec, honor 
was paid to Arthur H. Ford, editor-in-chief and v.p. of the London 
Free Press, who this year completes a half-century in the news- 
paper business. A. J. West, Montreal Star, hailed him as “a great 
editor . .. anda good will ambassador of Canadian journalism to 
many countries.” Head table guests included Walter MacDonald, 
Edmonton Journal, president of the Canadian Daily Newspapers 
Assn.; E. Norman Smith, Ottawa Journal, and F. I. Ker, Hamilton 
Spectator ... 

Burr L. Robbins, president of General Outdoor Advertising Co., 
Chicago, has a new interest—a grandson born on Sept. 26. The baby, 
named Charles Freeman Rowley III, is the son of the Robbins’ 
daughter Terry and her husband, “Chick’’ Rowley .. . 


AGENCY TOURNEY—At the fourth annual tournament entered by 20 members of 

the copy, art and production departments of Beaumont, Heller & Sperling, Reading, 

Pa., account exec Ken Bailey (second from right) won top honors with a net score 

of 72. Congratulating him is Donald T. Beaumont, president. Second and third place 

winners were John Jackson (left), production manager, and Jack Sperling (right), 
media director. 


Married in Montclair, N. J., Sept. 26 were David W. Hannegan 
of Benton & Bowles, New York, and Louise Rudd ... Where do 
Coloradans go for a holiday away from the beauties of their state? 
Quintin McCredie, ad director of KOA, Denver, flew back to his 
hometown, Chicago, for a visit. He was formerly art director of 
Hart Schaffner & Marx... 

David R. Daniel, publisher of the Hartford Times, became a 
grandfather a few weeks ago, with the birth of a baby girl named 
Lynne to his daughter, Mrs. John C. Morgan Jr. . . . Francis S. 
Murphy, retired editor and publisher of the Times, received the 
Good Citizens Award of the Connecticut Grand Lodge of Sons of 
Italy at the Columbus Day dinner in Middletown, Conn... . 
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1953 


are understandably concerned. 
about the prospect of more sales 
hurdles in 1954. Their manufactur- 
ing facilities, Practical Builder edi- 
tors find, are now great enough to 
supply a market such as building 
enjoyed in 1950 when there were 
1,400,000 units of new residential 
building erected. 

In 1954, many experts predict 
we will drop to somewhere under 
950,000 units or even down to 990,- 
000. Thus it would appear, on the 
surface, that production will far 
exceed the demand. 

Actually, this condition does not 
forebode a recession. It does indi- | 
cate, however, a re-shaping in the 
market resulting from increases in 
non-residential light construction 
as well as in remodeling, mainte- 
nance - repairs. These increases 
will offset any decline in new resi- 
dential building for all manufac- 
turers who revise their sales plan- 
ning accordingly. 


e Sales and advertising patterns 
that were followed in the period 
from 1946 through 1952 will not 
work. As a matter of fact, sales re- 
sults were good in those days, 
whether sales and promotion plans 


were sound or not. The fact that | 


demand exceeded supply during 
that period made up for many 
omissions on the score of sales or 
advertising effectiveness. 

The market research department 
of Practical Builder says that, in 
1954, the manufacturer who has 
his eye on the whole light con- 
struction target and goes ahead full 
steam sales and advertising-wise, 


will have an excellent year. But) 
the manufacturer who measures— 


his market in terms of new resi- 
dential construction alone, and so 
gears his sales effort, may think 
he’s in a recession. 

The points to keep in mind are 
these: there will be no recession 
in light construction—a re-shap- 
ing, yes, but no recession. New 
commercial building, new 
schools, hospitals, farm building 
and remodeling and repair will 
increase. 

Project builders will be sub- 
stantially less active in 1954 be- 
cause of market conditions and 
lack of financing. But there will 
be ample financing for the contract 
builder—who does the bulk of resi- 
dential building anyway—and who 
also does most of the light com- 
mercial construction, and all the 
remodeling and repair. 


e Some of the bearish forecasts for 
next year emanate from project 
builders who are influenced by 
their money suppliers, largely the 
institutional investor type (insur- 
ance companies, pension funds, 
etc.). On the other hand, savings 
and loan institutions, which live 
off home building and home im- 
provement business and are mak- 
ing loans for their own account 
rather than resale, find the home 
financing outlook quite favorable. 
It all adds up to the fact that 
1954 selling effort will have to be 
directed at those builders who do 
all kinds of construction ...and at 
the dealers who supply them. It 
has always been recognized by 
those familiar with building that 
the industry is made up of a large 
number of small pieces, rather 
than a small number of big pieces, 
and since the pattern for 1954 will 
accentuate this, sales and advertis- 
ing plans will have to embrace 
the whole picture in order to have 
adequate exposure to sales. 


e At the recent Producers’ Council 
meeting, Mr. H. E. Riley, Director 
of the Construction Statistics Divi- , 


(ADVERTISEMENT) 


Building Industry Ponders 
Sales Hurdles for 1954 


Building material manufacturers 


sion of BLS estimated that the total 
new construction figure for 1954 
will exceed 33 billion dollars com- 
pared with a little over 34 billion 
for 1953. 

At the same time, he called at- 
tention to the fact that per capita 
purchasing power in the country 
is 70% greater than in 1939—and 
that the 1947 forecast predicting 
population would reach 160 million 


by 1959 looks ridiculous now that. 


we have already passed that fig- 

ure. His outlook for 1954 building 

was decidedly optimistic. 
Summing up, then, the solution 


‘to the sales problem should be ap- 


parent; if building products manu- 
facturers will simply sight the 
whole target, and aim their sales 
efforts at the entire light construe- 
tion industry—increased produc- 
iton will not present an insur- 
mountable hurdle. Practical Build- 
er is the one magazine serving the 
whole light construction industry 
that exposes advertisers to every 
facet of builder buying power. 
Reaching approximately 70,000 
contractor builders, and nearly 95,- 
000 building men, Practical Build- 
er provides the most effective cov- 
erage at the lowest cost. 


e Realizing these facts, careful 
sales planning by more and more 
building products manufacturers 
has already resulted in the placing 
of more advertising in Practical 
Builder than ever before. 


(ADVERTISEMENT) 


Bouquets From Big Builder 


“For several years it has been 
the practice of this organization to 
have all of our key men receive 
Practical Builder each month. In 
addition, about twenty-five of our 
department heads and subcontrac- 
tors are home subscribers as a re- 
sult of our urging them to do so. 

“It is our belief that this is the 
most economical way that a man in 
the building trades can keep up 
with things. We think it is a good 
investment for the company to 
bear this expense, and even one 
good idea would more than pay 
the cost of the subscription. I al- 
Ways spend one evening each 
month in reading Practical Build- 
er, and I have picked up many 
valuable and inspiring ideas.” 
Floyd R. Kimbrough, Jackson, 
Miss. 


More of the Same: 
Smaller Builder 


“I’ve been in the light construc- 
tion business for the past 10 years, 
and it sure was my lucky day when 
I subscribed to Practical Builder. 

“Through your wonderful maga- 
zine I have been able to gather 
up-to-date priceless information 
that helped me so much. I can’t 
see how I possibly ever got along 
before that. 

“In this small community, it 
isn’t so easy to keep up to date 
with the latest products, but thanks 
again to your wonderful magazine 
and the Reader’s Dept. I have been 
able to introduce, for the first time, 
products and ideas never before 
heard of or seen in this area. I 
never want to be without my copy 
of PB.” Samuel J. Ross, Rome, 
N.Y. 


Practical Builder is edited for its readers. 


Does this strike you as banal and bromidic? Well, it 


takes a lot of courage to say it...and a lot more 


courage to do it. No one can buy his way into the 
editorial pages of practical 
PB reader knows the edito 
They are worried about him 
They are trying to make him mor 
prosperous. So the reader believes what they 

tell him. And that belief in Pp is not for sale. 
Yet it’s the biggest thing qn advertiser buys 

when he buys PB; You won't find it 

in Standard Rate & Da 

it where it counts: in the 

of 93,000 building men (principally 
builder-contractors) who look to PB as their book. 
Quite an audience, Mr. Advertiser! 


An audience ready to believe your sales-story too! 


© imoustRiar PUBLICATIONS, INC 


builder Every 
ys are on his side. 
and his problems. 


re successful, more 


ta. But yow’'ll find 


minds and hearts 


, CHICAGO 3 


Says a Pittsburgh advertiser 


(name on request)... 

“Our recent survey to determine 
where our advertising should 

be placed next year showed this: 
Practical Builder was preferred 
by a ratio of better than two to 
one over the next leading 


publication.” 
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NRDGA Sales Promotion Head Says Retail 
Advertisers ‘Fail to Get Down to Cases’ 


Detroit, Oct. 7—“Too many of 
us write our advertising to please 
ourselves, our wives, our manage- 
ment, or to show competitors how 
smart we are. 

“Too much advertising never 
gets down to cases,’ Howard P. 
Abrahams, manager of the sales 


promotion division of the National | 
Retail Dry Goods Assn., told a re-. 
tail clinic sponsored by the Detroit | 
Retail Merchants Assn. and the) 


Michigan Retailers Assn. 


advertisers,” he said, “but in re- 
tailing you have to be realistic and 
use advertising to sell specific 
merchandise.” 

With this in mind, Mr. Abrahams 
suggested that retailers should first 
make a complete inventory of each 
item that they want to promote on 
the basis of the following: 


s “1. Indicate every known factor, 
good or bad, in this inventory. This 
should include the type of person 
who would buy it, including sex, 
age, social position, financial sta- 
tus; how the item is used; advan- 
tages of using it; sizes, colors, 
styles, materials; price, compara- 
tive value and terms. 

“2. Determine the major benefit 
to be derived from ownership of 
the article. 

“3. From this decide on the 
theme of the advertisement. Re- 
member, no one point ever inter- 
ests all customers. You must de- 
cide on the major selling theme 
that interests most customers. 

“4. Express this theme, or sell- 
ing point, or benefit, in the head- 
line. It might be a benefit of (a) 
money, how the customer saves 
money and why; (b) beauty, how 
the item makes a person more 
beautiful; (c) comfort, how the 
item can put you at ease; (d) fun, 
how you can get enjoyment; (e) 
leisure, how you can gain more 
time; (f) health, how you can get 
benefits in using; (g) advance- 
ment, how you can get ahead 
through wearing better clothes, 
by reading certain books, etc., or 
(h) love or praise, how certain 
items, especially clothes or cos- 
metics, can help others to be at- 
tracted to you. 


s “5. Amplify the selected main 
benefit in a subhead, if possible. 

“6. Repeat the benefit imme- 
diately in the first line of the copy 
block, not in the same words but 
to emphasize the same thought. 

“7. Include all the essential facts 
about the item in the copy. 

“In writing copy,” Mr. Abra- 


a 


HAVE YOU HEARD: 
... about the 


BLACK BOX 
method of 
Screenless Printing 
in Full COLOR... 
lor Black and White) 


at unbelievably low cost? 
... that still 


gives you the most faithful 
reproduction possible? 


Get the facts! 


BLACK BOX PHOTO 


& COLLOTYPE STUDIO, Inc. 
845-53 W. ERIE ST., CHICAGO 22 


Nome 
Address 
City 


“This may be okay for national | 


hams said, “stress customer infor- 
mation and benefits. This is the 
technique of the mail order houses. 


They don’t use hard-hitting copy your merchandise °: 
in their catalogs. Instead they pre-| 
sent the facts, all the facts that a|information about 
customer needs to decide whether |dise and details 

the merchandise serves her pur-/| customer decide for herself. 
pose or gives her definite bene-| 


fits.” 


Mr. Abrahams « iggested to the giving sound information in ad- 
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“In a handbill test by a leading 


group that they tr: this out in two vertising always pays off for any department store,” Mr. Abrahams 


separate advertis. ments on the medium. 


said, ‘““‘Dean Edwards of New York 


same merchandi:: at different “In an advertising analysis of University used matter-of-fact 
times. over 1,300 newspaper ads that he copy on half of the handbills and 

had run, one retailer found that by | information copy in the other half. 
® “In Ad A,” he said, “present increasing merchandise informa-| He found that when detailed in- 


fact way. In Ad © give complete merchandise information facts, the 
the merchan- success of these newspaper ads 
vhich help the jumped from 50.5% to 64.1%, or 
almost 14 points of additional sales 
“I could show you a dozen case as the result of increased informa- 
histories,” he said, ‘‘to prove that tion. 


: a matter-of- tion from four to eight essential formation about the merchandise 


was added, sales skyrocketed 40%. 
In other words, this store nearly 
doubled its sales from the same 
dollar expenditure. 


# “Let’s look at the glamor girl 


some Spots are better | . 


You’ve got to hand it to the women! They’ve 
mastered the fine art of getting money. The 
ladies, bless them, now own 70‘ of the nation’s 
private wealth and they spend 85 cents of every 
American dollar. 

To induce them to spend more of their money on 
your product, the local Radio stations we 
represent have created a brand-new line up of 
profit-making shows. They’re built strictly for 
women, strictly for sales. 


For the best spot, at the right time, at the right place 


| 
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of advertising, television,’ Mr. 
Abrahams said. “Retailers were 
among the first to use this medium. 
In spite of this, retail use of TV 
is limited and is full of experiences 
of stores which started to use tele- 
cast advertising and then stopped. 
High costs of talent and time plus 
lack of retail knowledge in this 
field have been the drawbacks. Na- 
tional TV shows are so strong that 
it is almost foolish for a store to 
attempt to compete against Berle, 
Godfrey and others like them. 


1953 


“There appear to be only a few 
ways for department stores to 
move more merchandise with this 
medium. First, spot announce- 
ments, and second, straight shop- 
ping shows. These are usually held 
in mid-morning when the house- 
wife has completed some of her 
chores and takes time out to rest. 


s “To make media move more 
merchandise,” Mr. Abrahams said, 
“retailers should keep four things 
in mind: 


“1. Examine the sales curve of 
your annual total store business by 
months. 

“9. Examine the sales curves of 
your individual departments by 
months. Chances are they are very 
close to your Federal Reserve Dis- 
trict’s sales pattern. 

“3. Correct your advertising ex- 
penditure to parallel your sales 
curve. 

“4. Stress merchandise informa- 
tion and customer benefits in all 


your advertising—newspapers, di- 


rect mail, counter signs, radio and | 
TY. 

“Use these methods,” Mr. Ab-| 
rahams said, “instead of playing | 
hunches and you will make your | 
media move more merchandise. 


39 


Employes Buy WEMP 


Employes of Milwaukee Broad- 
casting Co., operator of WEMP and 
WEMP-FM, have gained majority 
control of the firm. Sales of stock 


» |by outside owners has raised the 


| total of employe-owned stock from 
| 20% to 50% %. Andrew M. Spheer- 


Arnold Appoints Wexton 


|is succeeds Glenn D. Roberts, Mad- 


Arnold Health Equipment Co.,| ison attorney, as president, in the 


New York manufacturer of gym- 
nasium and_ slenderizing equip- 
ment, has named Wexton Co., 
New York, to handle its advertis- 
ing. 


r | than others 


These local shows are low in cost, delivering 


Ce 


impressionable women listeners for as little as 
70 cents per thousand. They feature local top-flight 


personalities who are real pros at entertaining 


and selling! In 


addition, their programs offer 


you exciting, new merchandising possibilities. 


Women who pull the purse strings go all out for 
Faye Emerson in New York 
Captain Glenn in Cleveland 


Marjorie King in San Francisco 


Josephine Biehl in Honolulu, Hawaii 


SPOT 


Detroit 
Los Angeles 


Ch cago 


Charlotte* 


SALES 


30 Rockefeller Plaza, New York 20, N.Y. 


Cleveland Washington 


Atlanta* 


Mary Merryfield in Chicago 
Playhouse Party in St. Louis 
Nancy Osgood in Washington 


representing 


RADIO STATIONS: 


KSD St. Louia 
WNBC New York 
WMAQ Chicago 
WTAM Cleveland 
KNBC San Franciaco 
wre Washington 


KGU Honolulu, Hawaii 


representing 


TELEVISIO! 


N STATIONS: 


KSD-TV St. Louis 
WNBW Washington 
KPTV Portland, Ore. 
WRGB- ss Schenectady- 
Albany-Troy 
WNBT New York 
WNBQ) Chicago 
KNBH Loa Angeles 


wPTz 


Philadelphia 


WBZ-TV Boston 


WNBK 
KONA 
San Francisco 


*Bomar Lowrance Associates 


Cleveland 


Honolulu, Hawaii 


et O 


‘reorganization following the stock 
'sales. Approval of the reorganiza- 
tion by the Federal Communica- 
tions Commission has not yet been 
obtained. 


Somerset Appoints Doremus 


Somerset Securities Corp., with 
offices in San Francisco, Los An- 
geles, Chicago and New York, na- 
tional distributor for Van Strum & 
Towne Stock Fund Inc. and Bowl- 
ing Green Fund Inc., has appoint- 
ed the San Francisco office of Dor- 
emus & Co. to handle its advertis- 
ing. 


‘Family’ Names Ator 


Grace R. Ator, advertising ex- 
ecutive and publishers’ represent- 
ative, has been named to repre- 
sent Family in the Chicago area. 


GREENVILLE 


SOUTH CAROLINA'S: 


5s 
bet 
‘ 


FIRST fe 


HALF-MILLION 
” MARKET 


leads all others in 


AUTO SALES 
with 


$76,772,960. 


Data compiled from Sales Man- 
agement's 1953 Survey of Buy- 
ing Power shows this comparison 
of Automotive Sales in South 
Carolina's 3 leading markets: 


Greenville . . $76,772,960. 
Columbia 76,579,930. 
Charleston 56,229,840. 


* GREENVILLE'S ABC CITY & 
RETAIL TRADING ZONES 


494,212 PEOPLE 


The Greenville Market also leads 
all others in S.C. in Income, 
Population, Retail Sales, Wages, 
Employment, and Autos & Trucks. 
It is your first market in South 
Carolina. 


Greenville News 


GREENVILLE PIEDMONT 


TvENING 
Hepresenied Mavonaty by WARE GREIF COMPANY INE. 


Operators of WFBC —NBC— S000 Warts 


Daily Circulation 98,776 


——— 
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write for informative 
folder on how to cut costs 
with preseparated artwork 


port studios 
COMMERCIAL ARTISTS 
323 W. HURON $T., CHICAGO 10 


phene SUperior 7-0595 


suburben and city ceverege 


Norman Malone Incorporates 

Norman Malone & Associates, 
Akron agency, has changed from 
a partnership operation to a cor- 
poration, and the successor com- 
pany will be known as Norman 
Malone Associates. No change in 
operation of the business or offi- 
cers has been made. The partners 
are Norman E. Malone and Dana 
E. Turner. 


Blaw-Knox Boosts Rodgers 
William Rodgers, who joined 
the company last April as general 
sales manager, has been elected 
v.p. and general sales manager of 
Blaw-Knox Co., Pittsburgh. 


'Doyne Appoints Daniels 


H. C. Daniels, formerly adver- 
tising manager of the sales divi- 
sion of Methodist Publishing 
House, has been named to the 
creating and planning staff of 
Doyne Advertising Agency, Nash- 
ville. He is succeed«d at Methodist 


Publishing by Charies P. Tomlin- 


son. 


Coggin Handles State Group 

Coggin Advertising Agency, 
Nashville, Tenn., has been named 
to handle a national advertising 
campaign for the Tennessee indus- 
trial and agricultura) development 
commission. 


DAVENPORT NEWSPAPERS ARE 


FUSTEST ....: 
MOSTEST 


IN THE $451-MILLION QUAD-CITY MARKET* 


Davenport ° 


“FUST" in advertising lineage 
in the Quad-Cities 


“FUST" in advertising lineage 


“FUST" in effective, home- 
delivered Quad-City 
circulation 


Rock Island . 


MORNING» 
DEMOCRAT 


e East Moline 


Effective buying income per 


family: $5,960 


Effective buying income per 


capita: $1,814 


Retail sales: $302,327,000 


*Copr. 1953 Sales Management 
Survey of Buying Power 


| Serving the Zuad-Cities of | 
DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS | | 
HEADQUARTERS: DAVENPORT, IOWA | 


Represented Nationally by JANN & KELLEY, INC. 
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National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Sept. 12, 1953 


All figures copyright 


Total Homes Reached Homes 
Rank Program (000) 
1 Dragnet (Liggett & Myers, 

DUET. -acecdanuitbegsbatsaesainiansaatsevind 11,125 

2 Racket Squad (Philip Morris, 
NE ii icsonaidichiniimncatiewcns 10,202 

3 Best of Groucho (DeSoto-Ply- 
a 9,354 

4 Godfrey & His Friends (Liggett 
BE GBB) cssiciccecssiccrscossce 882 
5 Godfrey & His Friends (Pills- 

BNNs NI aipsisiviscensesevasssadoces 8,632 
6 Ford Theater (NBC) ................... 8,584 

7 Martin Kane (U.S. Tebacco, 
DEE sinh ailiseisdussandaauhesbbieasinies 8,519 

8 Godfrey & His Friends (Toni 
ia MINI sabiccphicenecedeientbacetoaevesie 8,097 
9 Westinghouse Theater (CBS) .... 8,050 

10 Your Show of Shews (Several 
CENEE), FORE) ssisstasiciccrrsecrces 8,048 


by A. C. Nielsen Co. 


Program Popularity* Homes* 
Rank Program (%) 
1 Dragnet (Liggett & Myers, NBC) 46.2 
2 Racket Squad (Philip Morris, 


ND lads deesaitiivcis caiatdiveinciag wines 43.9 
3 Godfrey & His Friends (Liggett 
eR TIED bccescsiccsisemsarnai 38.5 
4 Best of Groucho (DeSoto-Ply- 
Is TIED aiescncsncesscdnciescecscars 38.1 
S Ferd Theater (PBC) .n..s:..csccc0e... 38.1 
6 Godfrey & His Friends (Pillsbury, 
ED Sais tesdiigin panensathbahiacaraiacaansse 37.0 
7 Godfrey's Talent Scouts (Lever- 
Ry MRD satbdantasnisexcidaesnanesacns 35.9 
| 8 Kraft Television Theater (NBC) .. 35.3 
9 Westinghouse Theater (CBS) ........ 35.2 


Martin Kane (U. S. Tobacco, NBC) 35.1 


| *Percentage of homes reached in area where program was telecast. 


Videodex Network TV Ratings 
Week of Aug. 28-Sept. 3, 1953 


| 
| 


Copyright by 


Rating 
(%) 


Program Popularity 
Rank Program 
1 Godfrey & His Friends (Liggett & 


Myers, CBS, 76 Cities) ........00..... 44.8 
2 Godfrey's Talent Sccuts (Lever- 

Lipton, CBS, 53 Cities) .......ccccsseroveee 41.3 
3 Dragnet (Liggett & Myers, NBC, 

SE 38.9 
4 Groucho Marx (DeSoto-Plymouth, 

es ee NOE). ccnasecensssocccasessexerees 37.0 
5 Racket Squad (Philip Morris, 

OG ee 33.6 
6 Toast of the Town (Lincoln-Mer- 

re eo) re 31.4 
7 What's My Line (Jules Montenier, 

ee a ED sis sccastoceobaaghonaaobeacses 31.0 
8 Circle Theater (Armstrong, NBC, 

Ee IID Axasinetechasusavanaccamtieasiaiiiohease 27.7 
9 Fireside Theater (P&G, NBC, 51 

MEIEIIEE . insarasebansnnsnaneaaisotabeentepanebanerce 26.9 
10 Burns & Allen (Carnation, Good- 

Cees SR FO CHE) eascscscssccccnnsss 26.5 


Videodex Inc. 
Total Homes Reached 


Rank Program (000) 
1 Godfrey & His Friends (Liggett 
& Myers, CBS, 76 Cities) ............ 9,889 


2 Groucho Marx (DeSoto-Plymouth, 
NBC, 86 Cities) 
3. Dragnet (Liggett & Myers, NBC, 
77 Cities) 


a Se ee eee 8,198 
5 Racket Squad (Philip Morris, 
TE IID ss icicicetsincecatedenitonxe 7,489 


6 Toast of the Town (Lincoln-Mer- 
cury, CBS, 69 Cities) 

7 What's My Line (Jules Montenier, 
CBS, 45 Cities) 

8 Goodyear TV Playhouse (NBC, 
79 Cities) 

9 Burns & Allen (Carnation, Good- 

CAR, COG, FO GIG) cccerccesscenscsss 5,572 

Robert Montgomery Presents 

(S. C. Johnson, American Tobac- 

co, NBC, 62 Cities) 


10 


Catalina Sets Record Ad 
Budget; Seeks Top Sales 


Catalina Inc., which expects a 
record volume of $24,000,000 in 
1954, will spend $500,000 next year 
in fashion publications, weekly 
magazines and newspaper supple- 
ments. The advertising budget is 
the swimwear company’s largest 
to date. Foote, Cone & Belding is 
the agency. 

Catalina, which had a volume 
of $21,000,000 for the 1953 season, 
is expanding its manufacturing fa- 


cilities. A new plant has been 
built at Whittier, Cal., to make 
ladies’ swim suits. 


American Can Promotes Two 


T. E. Alwyn, v. p. in charge of 
sales of American Can Co., has 
been promoted to the company’s 
executive department, and D. B. 
Craver, general manager of sales, 
has been elected v. p. in charge 
of sales. Mr. Alwyn has been as- 
sociated with the company for 30 
years and Mr. Craver for 25 years. 


Miss Schachne Joins Mogul Co. 


Elaine Schachne, formerly with 
Cunningham & Walsh, has been 
added to the radio-TV time buying 
staff of Emil Mogul Co., New 


| York. 


Br y 


ae o. 


can be proud 


“*s You can crow about the 
printed results when 
your plates are made 
by Laurence. You know 
pride in craftsmanship 
is the driving force at 
Laurence, backed by 20 
years of helping blue-chip 
advertisers and their 


agencies win blue-ribbon 
awards for the excellence 
of their advertising. Yes, 
you know you have the 
best when your plates 
are made by Laurence. 
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How to win friends in grocery stores 


quick a rk Shortcake Layer cake — [ce creamcake 


“Our products—Drake's Cakes, Devil Dogs and Yankee Doodles— 
are high-impulse items sold primarily through grocery stores. 
That's why the greatest proportion of our budget has gone into 
Outdoor Advertising every year since 1946.’ 


Leo W. BAYLES 


President 
DRAKE BAKERIES, INCORPORATED 


One of a series of advertisements promoting o better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. © THE PACKER CORPORATION 
WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC. 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. © E. A. ECKERT ADVERTISING CO. 
of the nation's PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. + C. E. STEVENS CO. 
consumers .. . CONSOLVO ADVERTISING CORP. © LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 


AMERICAN ADVERTISING CO. © VERMONT ADVERTISING CO. © STARK POSTER SERVICE 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK CITY 22 
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in the Oregon Country 


when you use Portland's 
( ONLY home-owned newspaper 


nr Get all the facts from ah 
O’MARA & ORMSBEE, Inc. 


Member Metropolitan Comic & Pacific Sunday Magazine Groups 
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Seberhagen Regains Gretz Brew Account 


PHILADELPHIA, Oct. 6—William 
Gretz Brewing Co., considered one 
of the most enterprising of the 
small brewers in the country, has 
returned its account to Seberhag- 
en Inc. here after a year and a 
half’s experience with Scheideler, 
Beck & Werner in New York. 

The brewery and Seberhagen 
had been associated for 10 years 
until 1952. The local agency had 
handled everything for the Gretz 
company from its basic advertis- 
ing to package designing and mer- 
chandising. 

Howard Seberhagen, president 
of the agency, told ADVERTISING 
AGE that he will resume the direc- 
tion of all of those services. He 
said the company had given his 
agency a “larger appropriation” 
than he had had before and that 
plans were currently in the making 
for a new type of campaign. 
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Are your sales keeping pace with the 


Li 


an estimated 3,390 wells will be completed in 1953. 
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in Denver. Shell’s 
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under construction has been leased to oil companies. 


ft ea 


~~ — —,.~ . of your prospects read The Denver Post. 
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—— 7 CIRCULATION 
lk Daily ........... seusseseee 222,134 
° ow Sunday .. _ 350,243 The Vases of the 
——— Empire Magazine ond Comics . 380,106 


A. B. C. Publisher's Statement 


LARAMIE 
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DENVER- 
Oil Basins Contributing to Denver's COLORADO JULESBURO 
Rapid Growth as a Major Oil Center ' 
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‘ emtack | RATON : 
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¥ . | MESA | TEXAS | 
ARIZONA! NEW LL 
MEXICO . 
“A _—V 


ae growth of The Denver Post’s Market ? 


@ The nation’s “hottest” new oil fields lie in the Denver-Julesburg Basin of 
Colorado and the Williston Basin of the Dakotas and Montana. Yet these are but 
two of the thirteen proven oil and gas basins of this area in which 


@ Denver, the hub of this new oil region, also is close enough to the 


@ Texas Company and Bay Petroleum recently completed office buildings 
new office building is scheduled for completion Jan. 1, 1954. 
Four additional stories are to be added to the Continental Oil Building. 

And a major part of three new commercial office buildings now 


@ This oil development is one reason you'll find new payrolls, new 
buying power, new customers in metropolitan Denver...a spectacularly 
growing market of 625,300 consumers where 9 out of 10 


THE DENVER POST 


Rocky Mountain Empire 


PALMER HOYT, EDITOR AND ovssisach ~ 


September 30, 1952 


Illy by Moloney, Regon & Schmitt, Inc. 


AA learned that the major rea- 
son for returning the account to 
Seberhagen was that Gretz had 
been losing ground in this market 
since early 1952. Since that time, 
Seberhagen had handled the Ho- 
henadel Brewing Co. account. That 
company was liquidated several 
months ago. 

Among some of the merchandis- 
ing ideas instituted by Seberhagen 
since World War II were the “man 
on the bicycle” trademark, re- 
design of all packages to have a 
family resemblance and merchan- 
dising gimmicks which brought 
Gretz beer up to third place in 
this market. 


Standard Packaging Names 
Handley; Buys ‘Today’ Slot 


Robert D. Handley, formerly 
general manager of Western Pack- 
aging Products Co., has been ap- 
pointed director of advertising and 
sales promotion of Standard Pack- 
aging Corp., Chicago maker of 
welded wire seals for milk bottles 
'and milk bottle closures. 

The company has purchased for 
its Flex-Vac and Fonda divisions 
a weekly Thursday segment of 
NBC’s “Today,” featuring Dave 
Garroway. The telecasts, which be- 
gan Oct. 8, are at 8:30-9 a.m., 
EST. Also, the company will use 
additional West Coast television 
covering Seattle, San Francisco, 
Los Angeles, Denver and other 
markets. C. Wendel Muench & Co., 
Chicago, is the agency. 


National Transitads Names 8 


National Transitads Inc., New 
York and Chicago, transportation 
advertising firm, has made eight 
promotions to the company’s re- 
gional sales managership | staff. 
|/They are A. V. Feete, manager of 
Philadelphia area sales; H. H. 
Sampson, local Philadelphia sales; 
M. J. Murphy, Greater Boston 
sales; J. A. Webb, western Penn- 
Sylvania area (offices in Pitts- 
‘burgh);S. A. Raiser, northern New 
| York sales (Buffalo); T. B. Wo- 
mac, southeastern territory (At- 
lanta); H. L. Gascoigne, v.p., New 
York office, and Col. T. F. Morri- 
;son, Cincinnati manager, covering 
central division sales. 


| Heeac to Leave Metro Group 


W. E. Hosac, president of Metro- 
|politan Sunday Newspapers Inc., 
New York, plans to retire next 
spring, after 21 years with the 
}company. Charles T. (Chuck) 
|Kline, formerly head of Metro’s 
| Chicago office, has been promoted 
| to v.p. He will headquarter in New 
| York. Everett R. Stone, executive 
, assistant to the president, has been 
advanced to sales manager for 
Metro’s Sunday magazine group. 
|'A. B. (Sam) Poole Jr. has been 
|named western manager. He will 
j}be located in Chicago. Lyman 
| Worthington continues as general 
/sales manager on both comics and 
magazines. 


Carrier Creates 3 Divisions 

Carrier Corp., Syracuse maker of 
|air conditioning, refrigeration and 
industrial heating equipment, is 
|establishing three major operating 
| divisions, each of which will engi- 
|/neer, make and market its own 
product lines. The three divisions 
‘are the allied products division, 
/machinery and systems division, 
‘and unitary equipment division. 
There will be a central staff of 
production, marketing and engi- 
neering specialists. 


Seibert to Jackson, Haerr 


Seibert & Sons, Chenoa, III, 
manufacturer of machine tools and 
replacement assemblies, has ap- 
pointed the Peoria office of Jack- 
son, Haerr, Peterson & Hall to 
handle its advertising. Trade pub- 
lications, sales promotion liter- 
ature and a publicity program are 
planned. 


| Lily of France Drives 

Lily of France, New York, has 
taken a spread in the Oct. 5 Life 
to start the fall selling season. 
Fashion magazines and_ daily 
newspapers will be used in key 
cities. Sterling Advertising is the 
‘agency. 
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Advertising Age, October 12, 1953 


SPORTS HUDDLE—Among the admen who will be busy behind 
the scenes in DuMont’s multi-sponsored pro football series this 
season are (left to right) Roy Sharp, DuMont's traffic manager; 


2 Name Fuehrer-Williams 


Catamore Jewelry Co., Provi- 
dence maker of religious jewelry, 
has named Fuehrer-Williams, 
Providence, to handle its advertis- 
ing and sales promotion. Trade 
publications, direct mail and cata- 
logs will be used in promotion for 
wholesalers and retail jewelers. 
Douglas Young Inc., Pawtucket, 
R. |., producer of display boxes 
for the jewelry and the perfume 
trades, has named the agency also. 
Trade publications in several fields 
will be used. 


Koch to Ohio Ad Display 
Thomas W. Koch Jr., formerly 

associated with Shellmar Products 

Corp. and Wyeth Laboratories, has 


Norton Cotterill, N. W. Ayer & Son; Richard Borden, Atlantic Ree been appointed assistant sales 
fining Co.; Robert Conrad, Miller Brewing Co.; Edward Ball, manager of Ohio Advertising Dis- 
Mathisson & Associates, and Robert Mortenson of Ayer. 


play Co., Cincinnati. 


Dayton Rubber Names 2 Execs 


John J. Walsh, formerly adver- 
tising manager of Palm Beach Co., 
has been appointed advertising 
/manager of Dayton Rubber Co., 
Dayton. Robert T. Holiister, for- 
meriy public service editor and 
promotion manager of the Akron 
|Beacon-Journal, has been named 
manager of the public relations 
staff. Both will be under the direc- 
tion of Ray Wetzel, advertising 
and public relations director. 


Which? a coBBLER 
OR A SHOEMAKER 


To call atypesetter a typographer is 

like calling a cobbler ashoemaker... 
JAY P, one isa craftsman, the other. ..| 

up Webster and rush for my samples. 
WALK advertising typography 
11 E. HUBBARD. CHICAGO 11 © MO 4-6134 


CBC to Okay 5 More 
Privately-Owned TV 
Stations in Canada 


Toronto, Oct. 6—The Canadian 
Broadcasting Corporation board of 
governors will recommend devel- 
opment of television by private in- 
terests in five more cities, Kitch- 
ener, Kingston, Saskatoon, Calgary 
and Edmonton. 

This disclosure by CBC means 
that there are 20 TV stations in 
Canada that are operating, li- 
censed or recommended for li- 
cense by the government. CBC 
operates stations in Toronto, Ot- 
tawa and Montreal and is install- 
ing outlets at Vancouver, Winni- 
peg and Halifax. 

In addition to the five just rec- 
ommended for license, there are 
stations licensed, but not yet op- 
erating, in Hamilton, London, Sud- 
bury, Windsor, Regina, Quebec 
City, Saint John, N. B., Sydney, 
N. S., and Rimouski. All are owned 
by private interests. 


® The CBC board also recom- 
mended that the operators of 
CKLW, Windsor, now building a 
TV station, be permitted to in- 
crease the power of the station so 
that programs may be seen in 
Sarnia. This permission, however, 
is subject to approval of the U.S. 
authorities. The outlet is adjacent 
to the U.S.-Canadian border. 

The CBC also recommended 
AM licenses for Brampton, Ont., 
aud for Three Rivers, Montmagny 
and Chicoutimi, Que. 


Planters Drives on Coast 

The Pacific Coast division of 
Planters Nut & Chocolate Co., 
Wilkes-Barre, Pa., has embarked 
on a fall promotion program called 
“Planters’ Fall Fiesta.” Supple- 
mentary to the national promotion, 
the drive is confined to the Pa- 
cific Coast states and Arizona. 
Four-color page ads are appearing 
in The American Weekly supple- 
ments to the Los Angeles Exami- 
ner, Portland Oregonian, Seattle 
Post-Intelligencer and San Fran- 
cisco Examiner. This will be fol- 
lowed by one-third four-color 
pages in 13 other newspapers in 
the western states. Raymond R. 
Morgan Co., San Francisco and 
Los Angeles, is the agency. 


Teetor Joins Coast Papers 


Paul Teetor, for more than 20 
years associated with The Rotar- 
ian, Chicago, has been appointed 
editorial director of the San Gab- 
riel Valley Newspapers Inc., Cov- 
ina, Cal. Mr. Teetor will be in 
charge of the editorial staffs of the 
Covina Argus-Citizen, West Covina 
Tribune, Baldwin Park Bulletin, 
Baldwin Park Tribune, Sunday 
Valley Tribune, and the Valley 
Tribune Shopping News. 


Intercity Appoints Two 
William Fineberg, formerly with 

WCOP, Boston, has been named 

sales representative of WHIM, 

Providence. Herman Rosen has 
yeen named sales representative of 
WORC., Worcester, Mass. Both sta- 
tions are operated by Intercity 
Broadcasting Co. 


In every phase of American life, Italian | 
creativeness plays a leading role in satisfying 
our demands for better living. From music to motor 
cars, from fashions and furniture to films and 
food, we eagerly accept the good things the Italian 
Influence brings us. Here in New York, 
with more than two million Americans 
of Italian origin, the Italian Influence 
makes its most penetrating impact. 
Let WOV show you how to direct 
this influence to the profit 
of the product 
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WASHINGTON, Oct. 6—A growing | 
fear that it may find itself with | 
“another FM” has caused the Fed- | 
eral Communications Commission | 
to ask networks and TV stations | 
for a huge amount of information | 
about the kinds of programs that 
are available to post-freeze sta- 
tions. 

Several TV permittees, mostly 
u.h.f. operators, have returned con- 
struction permits in recent weeks 
and there has been a virtual halt 
to the flow of requests for new 
TV permits. In at least one major 
city—Roanoke—a u.h.f. permittee 
who was on the air returned his 
permit and told the commission 
he is unable to compete. 

FCC has had several letters, 
mostly from u.h.f. operators, com- 
plaining that they are unable to 
get good network affiliation con- 
tracts. Last week FCC had a letter 
from Ronald B. Woodyard, presi- 
dent and general manager of 
WIFE, Dayton, complaining that 
he may have to go on the air in 
competition with two established 
u.h.f. stations without a good net- 
work affiliation. 


s He reported that DuMont would 
promise him only the programs 
rejected by other Dayton stations, 
and that ABC refused any affilia- 
tion, offering only those programs 
where advertisers requested his 
station. 

The commission’s recourse, if 
any, was uncertain. However, it 
has written all the post-freeze sta- 
tions and asked for full details 
about all their income and ex- 
penses for each month that they 
have been on the air. In addition, 
FCC has asked the networks for 
full details on all programs, com- 
mercial and sustaining, provided 
for each post-freeze station, plus 
an explanation of bonus agree- 
ments and other contractual ar- 
rangements. 

In his complaint to FCC Mr. 
Woodyard said two u.h.f. stations 
could hardly provide Dayton with 
all the programs that it should 
have. He said he appreciated that 
the policies of the networks are 
now “largely determined by the 
interests of advertisers and their 
advertising agencies.” 


# U.h.f. operators face the prob- 
lem, he said, of inducing set own- 
ers to equip their sets for u.h.f. re- 
ception. 

“Any medium of communication 
depends upon audience circula- 


(ADVERTISEMENT ) 


Emerson V. P. 


S. W. Gross has been named a vice 
president of Emerson Radio and Pho- 
nograph Corporation, New York. Mr. 
Gross is a regular reader of The Wall 
Street Journal. Like most men every- 
where who are getting ahead in busi- 


ness he finds The Journal provides | 


necessary background for important de- 


FCC Faces Problem of UHF Operators 
Returning TV Construction Permits — cerer's ropic 


Stations to obta 
grams when the : 
not in a position 


in Annual Dealer 
tion. This, in turn, will depend on Geyer’s Topics 
how rapidly the people convert | given its annual « 
their present sets. This in turn will | outstanding achi: 
depend largely upon the caliber design and wind 
oil the programs we are able to | the 12-month pe 
offer.” . Winners in s 
A, general, are 

ing & Stationer: 
Springs, Colo. 


® FCC’s network rules specify that 
Ivan Allen Co., A‘ 


other stations may request network 
programs that are not carried by 
a regular affiliate. There is some 
thought here that FCC may at- 
tempt more rigorous enforcement 
of these rules, which would enable 
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network pro-| Equipment Co., 


Harrisburg, Pa.) Bridgeport Sa 
lar affiliate is (bronze plaques). | geport Sales Execs Elect 


For window! paward R. Bancroft of Interna- 


wry them. | displays, winners are A. Pomer- ,; ; : 
Rita em eran ted Bridgeport, has been elected pres: 
; W. H. Kistler onery ; , : 
‘nnounces | Co., Denver, and Lucas Bros. Inc, ident of the Sales Executives Club 


of Bridgeport. Other officers 


sign Awards Baltimore (bronze plaques). elected are Alec E. Saxton, Rem- 


ew York, has | ington Rand Inc., 1st v.p.; Richard 
er awards for Opens Cleveland PR Office J. Dina, American Pry Bane Inc., 
ment in store| Robert T. McNamara, formerly 2nd v.p., and John E. Butler, 
lisplay during | with the Cleveland office of Hil] Chamber of Commerce, secretary- 
i ending June | & Knowlton, public relations con-| treasurer. 

e design, class | sultant, has opened his own public 
‘t West Print- relations office in the Terminal 
Co., Colorado Tower, Cleveland. 

i Plaque); | ie eee Eeeentien s, Orange, 
nta, and Coun-|, Par |Cal., publisher of Pan American 
Ventura, Cal. |‘Everywoman’s’ Boosts Buck | Fisitermen and Fruit & Vegetable 

| Thomas Buck, who joined the| Review, has named A. S. Babcock 

ed, winners are publication five months ago, has & Co., San Francisco publishers’ 
tore, San Luis /been promoted to eastern adver-| representative, to represent the 
plaque); H. Ww. be manager of Everywoman’s’ publications in northern California 
J., and Phillips | Magazine, a new post. |and the Northwest. 
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ble OUTDOOR OUT OCT. 25—This poster on Oct. 25 will launch the biggest drive Sun- 

Maid Raisin Growers of California has ever put behind Sun-Maid, now including a 
cellophane-wrapped package and a line of golden bleached raisins. Ads are sched- 
uled in Better Homes & Gardens, Better Living, Everywoman’s, Family Circle, House- 
hold, Life, The Saturday Evening Post, Sunset Magazine, True Story and Women’s 
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Day and bakery and grocery publications. Maxon Inc. is the agency. 


Fair Trade Forum 
Is Set for Nov. 17 


New York, Oct. 7—A panel of 
eight fair trade authorities, includ- 
ing jurists, economists and mer- 
chandising specialists, will feature 
the annual open forum meeting of 
American Fair Trade Council, 
Nov. 17 at the Hotel Roosevelt 
here. The forum will be preceded 
by a luncheon sponsored by the 
Sales Executives Club of New 
York. 

Speakers at the luncheon include 
Henry C. Greenberg, justice.of the 
supreme court of New York, who 
will discuss the manufacturer's re- 
sponsibility for enforcement, and 
Robert E. Walton, manager, fair 


€ 
trade division of General Electric 
Co., who will tell how fair trade 
can be enforced. 


@ Speakers at the after-luncheon 
meeting include George M. Chap- 
man of the law firm of Rogers, 
Hoge & Hills, New York, who will 
discuss the issues of the Lilly- 
Schwegmann case; John Minor 
Wisdom of the law firm of Wis- 
dom & Stone, New Orleans, who 
will talk on reseller control of all 
pricing of branded products in re- 
lation to the public interest; John 
W. Anderson, president of Ameri- 
can Fair Trade Council, who will 
tell how fair trade protects the 
wage earner and the consumer. 
Also, Samuel Fingrudt, chair- 
man, electric housewares commit- 


With CBS Radio Spot Sales... 


You'll bag the big game! 


(4 


ca 
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Nothing to it, sahib. Whatever your aim, 
you can’t miss if you let us call your shots. 
If it’s major-market sales you're after, for 
example, we can direct your fire to 14 

of the nation’s biggest and richest markets, 
with the most formidable weapon in each — 


the local CBS Radio station we represent. 


field) can help you select the strongest 
availabilities for your particular needs, 
making sure you hit the people you want 


to reach — the right ages, income levels, 


And you'll reach more people than you 


would any other way, because in each of 


sex, and so forth — with rifle-shot accuracy. 


45 


tee of National Assn. of Electrical 
Distributors, will discuss the poss- 
ibility of a national network of 
enforcement lawyers; the “Achilles 
heel” of the discount house will be 
‘analyzed by Lewis G. Bernstein, 
/counsel of Coty Co., and Breck P. 
'McAllister of Donovan, Leisure, 
Newton & Irvine, New York, will 
tell about anti-trust exposures 
without fair trade. 
| 
Cappel Plans Travel Division 
Cappel, MacDonald & Co., Day- 
ton sales incentive consultant, will 
establish a national travel division, 
expected to do $5,000,000 in busi- 
ness in 1954. The division will 
headquarter at 919 N. Michigan 
Ave., Chicago. Heading the divi- 
sion will be Harold H. Heisler, 
v.p., with promotion and develop- 
ment under the direction of George 
R. Parnaby and James W. Mat- 
tern. T. J. McGuire Travel Co., 
Chicago, will handle all trip ar- 
rangements. 


Alport & O'Rourke Splits 


Alport & O'Rourke, San Fran- 
cisco and Portland, advertising 
agency and public relations con- 
sultant, will become two separate 
agencies. The two staffs will still 
cooperate for special services when 
needed. 


want to reach 


MOTHERS 


B and under ? 


Our account executives (who have an 


average of eight years of local station 


experience under their belts) can tell you 


all you want to know about these stations, 


their programs and their personalities. 


Our research and promotion departments 


(each the largest in the spot broadcasting 


these 14 areas the station we represent 


has the biggest average share of audience 


in its market, month after month, 


Whether you've got a tiger by the tail in 


one market and need special help, or want 


to beat the bush for sales in all 14 areas, 


you'll bag big game if you go hunting with... 


PARENTS’ MAGAZINE 
gives you twice the per- 
centage of Mothers 35 
and under —biggest 
buyers — as the average 
of the 4leading Women’s 
magazines! 


Pa 


B6,B%menaazine 33.9% ttre wor 


WCAU, Philadelphia 


CBS RADIO SPOT SALES 


Representing: WCBS, New York—WBBM, Chicago—KN4A, Los Angeles 
WEEI, Boston—WTOP, Washington 

WRVWUA, Richmond—WBT, Charlotte—WAPI, Birmingham 
WMBR, Jacksonville—WCCO, Minneapolis-St. Paul—KMOX, St. Louis 


want to reach 


KSL, Salt Lake City-—KCBS, San Francisco 
Bonneville Radio Network 


Columbia Pacific Radio Network 


by 
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MOTHERS 36 trou 45? 


PARENTS’ MAGAZINE gives you 
nearly twice the percentage of 
Mothers 36 through 45 as the 
average of the 4 leading Women’s 
magazines! 


\ y \ 
23.5%ormmcazinec 13.0% see Hones 


megazines 


want to reach OLDER 
MOTHERS (46 and over) 
AND UNMARRIED WOMEN? 


PARENTS’ MAGAZINE has only 
one-fifth as high a percentage 
among these smaller-buyers as 
the average of the 4 leading 
Women’s magazines! 


Oe 


‘ 
7 ‘ 
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S]Xtanantine 529% tom 


Ask for details! 
PARENTS’ MAGAZINE © 
- Guide to living for _ : 

1,500,000 families wi 
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By Milton R. Moskowitz - 
a 
De . s - —_—— 
LONDON, Oct. 6—Copywriters bakers, butchers, fishmongers, 
in Yugoslavia appear to be prac- greengrocers, etc. Cigarets can 


tising western advertising tricks. 
Borba, official organ of the Yugo- 
slay Communist Party, recently 
carried this half-page ad: “Death 
to Fascism! And also to bugs, beet- | 
les, flies and spiders.” Signed: 
“The Belgrade Cleaning Fluid Co- 
Operative.” 


For the past month Britain has 
been the scene of a farcical Don- 
nybrook over newspapers and sex. 
A torrid debate has raged around 
the earthy character of some of 
the popular dailies. Objections 
were first raised when the papers 
vied with one another to bring 
their readers the quickest, fullest 
report on the new Kinsey book. 
This circulation rivalry became 
the subject cf many sermons. Lord 
Beaverbrook’s Sunday Express, 
which nas utter disdain for Dr. 
Kinsey and his work, started an 
intramural squabble by inveighing 
against “our sex-sodden newspa- 
pers.” 

The newspapers fought back 
hard, hitting their critics over the 
head with their mass circulations. 
A timely thrust was the publica- 
tion of Hugh Cudlipp’s book, ‘‘Pub- 
lish and Be Damned!”’—the story 
of how the Daily Mirror beat its 
way to the top of the cireulation 
heap by speaking the _ people’s 
language. Randolph Churchill, the 
prime minister’s son, was unim- 
pressed. At a luncheon for the 
author he unleashed a savage at- 
tack on what he called the “daily 
cataract of filth’ and “river of 
pornography and crime which 
streams today from Fleet Street.” 
Mr. Cudlipp got to his feet and 
said: “If you don’t like the Daily 
Mirror, which is bought by four 
and a half million people and read 
by 11 million, then you don’t like 
the human race.” 

It’s all part of what is called the 
“silly season,” defined in the Ox- 
ford Concise Dictionary as: ‘“‘Aug- 
ust and September as the season 
when newspapers start general dis- 
cussions for lack of news.” 


only be had from the tobacconist 
and candy from the confectioner. 
More than half of Britain’s shops 


|turn over less than $14,000 a year. 
There are 529 department stores | 


that have a combi 
ume of $860,000,0( 
tion of shopkeeper 
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and magazine spac 
second quarter  « 
£ 15,213,374 or $42 
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the first six month: 
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‘the record advertising in the first 
six months of 1952. 
e ° e 


| Wages are going up in Britain | 


‘also, but buying power is still 
‘anemic compared to that of Amer- 
ica. The Ministry of Labor an- 
nounced last week that average 
weekly earnings of 6,500,000 indus- 
trial workers reached $22.06 last 
April, a $1.45 increase over April, 
1952. There are 9,000,000 people 


of less than $14 a week! (Total 


~~ 


Oe a LORE EE AR PO br 


1953 


population of the country: 49,000,- 
000.) 
* e 2 

William J. Brittain, who is start- 
ing Britain’s first daily paper in 
40 years (AA, Sept. 21), announces 
that The Recorder will differ from 
other papers by naming products 
in news columns. Says Mr. Brit- 
tain: “I have been an editor for 


_20 years and I have always said 
_that if a man drives up in a Rolls- 
in Britain with a personal income | 


Royce we do not hide the fact 
under the camouflage of ‘a luxur- 


new CPI” business 
can help you 


beat a dip in o4 


Let ‘em worry on Wall Street! There’s little gloom talk in Wilmington . . . 
or Texas City, or Midland, Michigan. . 


. or anywhere else 


on the busy Chemical Process Industries’ map. 
Look how the market is expanding right now... 


In ’53 the CPI are adding another $6 billion in new capacity — spending 


another $33 billion for raw materials. And this on top of last year, 
when they picked up the tab for 42 percent of all-manufacturing’s 


capital investment. By 1960, chemical engineers are shooting for output goals 


that tote up to $70 billion a year. It’s a Chemical Century and it’s 


e e ° only half-way around the clock. There’s more big news yet to come! \ 
The marketing revolution which : . " ; F ; 
the U. S. has been undergoing in Big news? It’s happening all the time . . . in petrochemicals, rubber, 
the past decade has hardly been synthetic fibers . . . in fertilizers, antibiotics, coal hydrogenation 
wre ght vn ng | . ina myriad of new developments that keep pouring from this never-built, 
bs) a é Ss 
store. This is pointed up by a new always-building market. And the how-to-sell-it is right at your fingertips . f 
retail trading census just published | in BMIGAL ENGINEERING, the process industries’ workbook | 
by the British government. It withithe greatest concentration - ip i | 
1 Thang rig ten angry mor g of production-engineering readership in the field. yr! ae - 
Britain totaled 531,143 in 1950— . : , ‘ , : f 
or one for every 92 inhabitants. | ab is yee 1ethchemical engineering that operating men live with. 
(It is much worse in France, wane LE Pon oO COVer, it’s loaded with hard production sense like \ 
= Many Pracnnd aati eaetaes . J. How to a Costs in a Hurry — New Twist in Heat Transfer ——" 
one for every 32 persons.) About | — What’s Ahead in Cohrosion Prevention. What better way to capture 
three out of five British stores are the dhemicaMengineef’s ifterest . .. what faster way to nail down his preference 
in the food business—grocers, | f han! to,put your product Story right alongside? 
A A — SN 
“eee We ore of the th Spgineer’s kind of new business next year? _ a ! 
i (\yo- Then use his busines . take advantage : 
| : i 
Qyet sf the fulkpowgred itor} . pexformance you need for high readership, 
| low dost adveftising . th. the\kind of publishing service | 
| you'll find néwhere elge in this demanding market but CHEMICAL ENGINSERING.~ ; | 
ANY OFFICE GIRL | ; 
| +3 ‘ Pw 
CAN SET FOTOTYPE! | a aN ‘ 
| me ome, , ss ? 
Anyone in your ore can set perfect ae , \ 
lines, body text, with Fototype.(A stenographer | : 
+ U wy Ay tet tee p thee anen E I a R oc E = = ~ U Ss T R I E Ss 
catalogs, brochures—even letterheads! Clean, ' % j | 
sharp characters for offset,zincs or silk screen” | } ._\ A a —" | " 4 ' 
reproduction. Over 250 type styles and oo. } ~ = 
bs Send for your free copy of Catalog 53 today! 3 » 
| Van ee a ae | 
a | | 
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Advertising Age, 


ious motor car’”...Alfred Bird & 
Sons Ltd., British subsidiary of 
General Foods, is introducing Jell- 
O in Britain through Young & 
Rubicam...And Birds Eye Foods 
Ltd., which markets here through 
the giant Lever organization, has 
brought Britain its first frozen 
citrus juice product—a lemonade 
concentrate. ..Annual British con- 


running at 49 pounds per person— 
half the average in America. Peas | 
account for half of the vegetables | 


gest for “Salome,” 
sumption of canned food is now Hayworth. Donahue & Coe, 


York, placed the business. . 


October 12, 1953 


canned. 

H. Arthur Engleman, head of 
the Philadelphia agency bearing 
his name, will visit Britain in Oct- 
ober to confer with manufactur- 
ers interested in marketing oppor- 
tunities in the U. S...Columbia 
Pictures ran ads in all 30 interna- 
tional editions of the Reader’s Di- 
starring Rita 
New 
.New 
president of the London branch 
of the Incorporated Sales Mana- 


| gers’ 


Assn. is Frederic Collins 
Hooper, the man who has tripled 
sales of Schweppes Ltd. since tak- 
ing over as managing director in 
1948. ..E. D. Garrott, managing di- 
rector of Grant Advertising Ltd., 
London, returned from his agen- 
cy’s world conference in Chicago 
to tell British critics of American 
television: “Now that the initial 
teething troubles have been sur- 
mounted, now that the original 
hysteria has passed, American ad- 
vertisers have been able to pro- 


duce programs that are not only 
elevating but thoroughly enter- 
taining...American advertisers 
have learned, to their cost, that 
viewing drops alarmingly in the 
face of tasteless commercials and 
feeble programs.” 

Televisior. service begins in Bel- 
gium Oct. 31. There will be two 
hours of programs six days a week 
in both French and Flemish. The 


whether to permit sponsored TV 
..The Norwegian State Broad- 


|  \ _A Supplies. First of a continuing series on. . 


- , /~ 
Z \ 


\pin 


heme ‘engineerig-minded production men read it... 


wile dor Rose Fooklaty 


te plan your CPI aoling 


HOW A MAJOR CHEMICALS PRODUCER 
BUYS Equipment, Raw Materials and Operating 


. who 


buys—what products—how bought—how much. 
omplete buying and specifying practices in a 
pical plant — based on personal interviews in co- 
\ dperation with a leading manufacturer. 


EQUIPMENT — 


/B SINESS PLANS FOR NEW PLANTS AND 
1953-1956: McGraw-Hill’s 6th 


Armual Survey shows shift from defense to civilian 


leu 


» —praduction well underway. Chemicals and petro- 
, $16 billion for 4 years, are biggest spenders 


—al-industry trend is to modernization but CPI 


te 


s stay high for continuing new plant expansion. 


ARE AMERICA’S MOST WANTED 
The shortage of technical manpower has 


reathed critical stages all over the manufacturing 


field, 


ere’s what the problem's all about —what 


indust y is doing, what you can do—and just what 


it meams to your opportunities, 


sales and future 


in the\Chemical Process Industries. 


A 


4S 


Dept. fo 
data ‘on 

call your 
today! ~ 


mote “advertisers see more more } ages init... 


HOW you can relate this material to 
selling objectives. Write CE’s Research 
these reports and for specific market 
pur product's applications. Better still, 
HEMICAL ENGINEERING representative 
ember, it’s his job —to help you sell! 


47 


casting Corp. announces that the 
number of radio licenses in Nor- 
way increased by 25,000 in the 
first half of 1953, bringing the total 
to 867,872—of which 148,482 were 
in Oslo...The French Institute of 
Public Opinion took a poll of 5,000 
Frenchmen to find out what they 
liked and disliked about the United 
States. The results, printed in the 
monthly Realities, showed Ameri- 


/government has not decided yet|can household appliances racked 
'up the highest favorable score, 


with 52% liking them and another 
21% liking them “enough.” On the 
other side of the ledger, 70% said 
they dislike gum and 61% said 
they dislike Coca-Cola...In Am- 
sterdam, a candy firm, Korff Ltd., 
sued the Dutch Communist Party 
paper for printing an article say- 
ing Korff factory workers were 
underpaid. The company asked for 
an injunction restraining the pa- 
per from printing such stories in 
the future. The court agreed the 
article was unfair, but said an in- 
junction was not warranted. 
& o + 

Following the lead of the new 
Soviet government, all the coun- 
tries of eastern Europe are now 


emphasizing consumer production 
in contrast to the austere postwar 
days of industrial development. 
Communist admen are telling con- 
sumers they will soon be able to 
get more items such as foodstuffs, 
cameras, shoes, clothes, etc. . .Fit- 
ting into this scheme is the an- 
nouncement from Moscow that a 
giant department store—similar to 
the ones in the western world— 
will soon be opened in the fameus 
Red Square where the Kremlin 
is situated. The Soviet government 
said the store will have 1,000 clerks 
and about 505,000 square feet of 
floor space. In addition to the usual 
commodity departments, the store 
will have snack bars, a post office, 
savings bank, vending machines 
and theater ticket offices. ..One 
last item which the writer of this 
column can hardly pass up: The 
Russians are now exporting a 
small automobile to Denmark un- 
der a new trade treaty. The car, a 
small “people’s car” model along 
lines of the German Opel Olympia, 
now has distribution in all the 
Scandinavian countries. It sells for 
about $1,500. The name of the car? 
Oh, yes—the Moskwitch. 


Brandon Joins WFAA, Dallas 
Pete Brandon, formerly time 
salesman for WSUD-TV, New Or- 


leans, has joined the time sales 


|staff of WFAA, Dallas. 


MONEER 
Balloons 
ee Elekes 
Groceries 


Smart Grocers 
Use Balloons... 


@ To build store traffic 
. for openings, special 
promotions Y 
© To switch trafic to lighter § 
shopping days 
Balloons attract Small Pry 
—their moms and pops come 
along and buy! 
© To decorate their markets 
Balloons put shoppers in a gay carefree+ 
spending mood. 


Because Balloons... 


© are inexpensive, easy to use 

© have real toy value as premiums 

© carry your imprinted advertising 

far and wide. 

It pays you to write TODAY for 

samples, ideas, imprint and 

low cost information to 

Ad Service Department, 

ons nage ER Rubber 
Capes 08 Tiffin Rd. 
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ae | your, advertising schedule in 
the Negro market dows not “include 


ene’ third Sf pour: Noghe” peteetiat 


The Negro. Traveler. is the oldest 
Negro’ picture magazine in America » 


‘and reaches the most stable of all 
Negro. markets. Published by Trav- 
elers Research Publishing Co., Inc., 
and represented Nationally by 
Interstate United Newspapers Inc., 
545 Sth Ave. New n Vert 17, New 
York. : 


|Supply Co., San Francisco, has | for the sixth Natio: 


(CBS-TV Spot Sales Expands WEAN Realigns ‘‘atf 
Raymond M. Peritz Jr., former-| Tod Williams, rmer Storer 
ly with NBC spot sales in Chicago, | Broadcasting Co. : agency ex- 


med assistant 
JEAN, Provi- 
entally, Noel 
‘les staff for 
promoted to 
for the Gen- 


|and Robert M. Williams, previous- | ecutive, has been : 
|ly with Harrington, Righter & Par- | Station manager of 
isons in Chicago, have joined the! dence, R. I. Coinx 
|Chicago staff of CBS Television | C. Breault, on the 
| spot sales. Meanwhile, Bruce Bry-|two years, has be« 
ant will shift from the network | local sales manager 
representative’s Chicago office to! eral Teleradio stati: 
lits New York headquarters. 


‘Plastics Exhi Bastord 
Small Promoted to A.M. | G. M. —. of New York, 
Kenneth Small, buyer and as-| has been named {to handle both 
sistant manager of Levin’s Auto public relations and advertising 
| Plastics Ex- 
been promoted to advertising man- position to be held 
ager. | June 7-10, 1954. 


in Cleveland 


PE rae hg EN 
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Advertising Age, October 12, 


COLD TIE-IN—This conference concerns the first joint promotion for Coco-Cola and 

Servel Inc.'s Wonderbar Refrigerette. Left to right are Reeves Espy, v.p. of D’Arcy 

Advertising Co., Los Angeles; Neal Schuman, sales manager for the Wonderbar 

| division of Servel, and Andrew Dossett, v.p. of Coca-Cola Co. of Los Angeles. The 
tie-in campaign broke Sept. 30 with three-color pages in Los Angeles dailies. 


Parched Drinkers Buy More Angostura, 
and Much of the Credit Goes to Partch 


You're Also Right 


when you use 
The CHRONICLE 


To Sell Houston 


No matter what commodity, no matter what price, 
The Chronicle is the ONE Houston newspaper 
preferred by all advertisers. 


a Viti payee: wae 7 


" on = = —_ ’ ear ” ‘ 
ZONE 1 ZONE 2 ZONE 3 ZONE 4 ZONE 5 ZONE 6 
(Low Prices) (Medium Prices) (High Prices) 
CHRONICLE 
PT aso baes sss 598,132 628,193 879,174 1,088,294 888,026 755,003 
POST 
Saar 274,658 398,844 586,761 759,496 709,466 687,999 
PRESS 
0 Eee 265,461 222,751 237,594 266,857 134,245 84,250 


TOTAL LINAGE 
All Six Zones CHRONICLE 4,836,822 Lines 
POST 3,417,224 Lines 


PRESS 1,211,158 Lines 


The above figures combine all Houston advertising linage for the 91 com- 
modities measured by the George Neustadt Service, January-June, 1953. 
The Houston Chronicle carries the same proportionate lead in every price 
zone of each of these commodity classifications. 


If you enjoy reading these definitions of newspaper terms 
we will welcome your comments and contributions. 
Please address Prometion Department. 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE BRANHAM COMPANY — 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


National Representatives 


| 


NEw York, Oct. 6—Advertis- 
ing gets a “great measure” of the 
credit for increasing Angostura- 
Wupperman sales from last year’s 
$1,088,962 to this year’s $1,174,554 
—an alltime high for the aromatic 
bitters company. 

Current sales, the company said, 
have topped the former high-vol- 
ume figures of 1946, biggest year 


in the liquor industry and for 
| closely allied products. 
Unit sales gains in two four- 


lounce “consumer” sizes of Angos- 
tura were attributed to the sup- 
port of small-space cartoon ads 


pear consistently in consumer mag-| 
azines. Similar ads appear in li- 
quor and beverage publications. | 
Sales o the two-ounce bottle were | 
up 21% over last year. 

“Evidence that consumers are 
becoming increasingly interested 


drawn by Virgil Partch, which ap- | 


in a new use for Angostura as a 
food seasoning is apparent from 
the fact that sales are growing far 
ahead of liquor volume,” said Ar- 
thur B. LaFar, president. 
Ruthrauff & Ryan is the agency. 


CBS Appoints Caldwell 


S. W. Caldwell Ltd., Toronto, 
has been named to handle the sale 
and distribution of CBS Television 
film sales programs and newsfilm 
in Canada. The company also will 
be available to adapt the sponsors’ 
commercials to conform with Ca- 
nadian laws’ and_ broadcasting 
| codes. 


Erbach Joins Allen-Klapp 


Henry Erbach, formerly with 

the New York office of the Cin- 

| cinnati Times-Star, has joined the 

New York sales staff of the Allen- 

Klapp Co., newspaper representa- 
tive. 


Here is proof . 


+ proof 
profiteble TEST MARKETS in the Mid-west .. . 
covered only by the Waterloo Daily and Sunday | Ry 


Let our advertising and merchandising department show you 
what con be done with your product. Write. 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
: COURIER 


1,357,188 LINES» 


sUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
| OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS .. . 

| cooperative. You may heve a copy of our tie-in report FREE 


proof our grocers are 


on request to see how your products rated in our local gro- 
cer; advertisements. 


that this is one of the Richest, most 
A Market 


Waterloo Daily Conrier 


=" "WATERLOO. 1OWA ie 


Story. Brooks & Finley National Advertising hecchiaitniiess:. 
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with REFLECTORIZED advertising emblems like these 


HERE’S A NEW IDEA that’s taking the country 
by storm! It’s emblem-reflectorization with 
‘‘Scotchlite’’ Sheeting. Now this same brilliant 
reflective material that gives nighttime visibil- 
ity to outdoor signs and traffic signs actually 
doubles the sell of advertising emblems. It lights 
up at night from car headlights alone in true size 
...true shape...true color! Easy to apply. Sticks 
at a touch. Needs no activator. There’s a dealer 


near you. Get his name from 3M Company, 
Dept. AA 103, St. Paul 6, Minn. 


SELL 
RIGHT AROUND 
THE CLOCK 


TIP-TOP | 


They’re made with 


Reg. U. S. Pat. Off. 


SCOTCHLITE 


BRAND 


REFLECTIVE SHEETING 


i 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn. —also makers of "Scotch" 
Brand Pressure-Sensitive Tapes, “Scotch” Sound Recording Tape, “Underseal” Rubberized 
Coating, “Safety- Walk" Non-slip Surfacing, "3M" Abrasives, "3M" Adhesives. General Export: 
122 £. 42nd St., New York 17,N. Y. In Canada: London, Ont., Can. 
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This is New York! A hundred different markets in one ... a huge 
complex pattern of sales areas, all affected by a continuous 
shift in where and how people live. 

One basic requisite for the success of any sales operation 
in New York is thorough knowledge of the market. Section by section, 
. block by block, the Journal-American’s giant Sales Control Manual provides 
=) you with the necessary localized working data that lead to volume sales. 

Part one ... desk top Sales Control ... is by far the most valuable 
guide to sales planning and efficient coverage of the New York area. 
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| product must get as much dealer co- 
in the Journal-American, your campaign 
vy barrage of P-O-P merchandising. 

nd trained staff of field men will build 
iable shelf positions for your product; 
rt on brand popularity, dealer attitudes 


»ssure of effective P-O-P merchandising 
th aggressive dealer pre-selling. 


ARGEST HOME 
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CIRCULATION 


The trends to self-service and automatic shopping demand that 

you pre-sell more customers through consistent advertising. 
In New York, truly a market of millions, the Journal- 
American reaches far more families than the two other home- 
going papers ... 123,000 more than the second; 265,000 more than the third. 
Why not take advantage of the most powerful program for sales 
ever offered in America’s richest market? The combination of a well- 
coordinated campaign in the Journal-American and a sound merchandising 
effort gives you New York’s only complete, most successful sales package. 
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Ad 
| the higa level of activities has been Gerson Joins Mc-ey. Humm _§Hicks Joins Harvey Hubbell Headed Agency 24 Years Ba 
jaccomplished by business pru- | aj Gerson, form rly in the pro-| J. C. Hicks, formerly general| In the Sept. 21 issue, AA re- I 
dence. /duction departme:.. of Davis De- | sales manager of Sylvania Electric ported that G. B. Gunlogson had adi 
laney Inc., New Yor printer, has | Ltd. of Canada, has been appointed served only four years as president Co 
Pines Names Coast Reps joined the staff of \!orey, Humm & |v.p. and general sales manager of of Western Advertising Agency, aft 
| pines Women’s Group New Johnstone, New York, as produc-| Harvey Hubbell Inc., Bridgeport, Chicago and Racine, Wis. Actual- Mr 
York, has appointed Hunter- tion manager of th: agency’s fash- Conn., manufacturer of wiring de- ly, Mr. Gunlogson occupied the vel 
‘Tewksbury Co., with offices in Los |!0" division. | vices. post for 24 years. / joi 
Angeles and San Francisco, as ' ‘ - 
Pacific Coast representative of Esquire Socks to Ross Roy Franklin Optical to Pickering ‘American’ Names Maas Cu 
Screenland, Silver Screen and _ Chester H. Roth Co., New York, | Franklin Optical Co., Oakland, Peter Maas, who recently spent i ] 
True Life Stories. Paul Hunter,|/has named Ross !toy Inc., New Cal., has appointed Robert L. two years in the Navy, has been po: 
_who heads the coast organization, | York, to handle acvertising of Es- | Pickering Advertising Agency, San named publicity director of Amer- of 
was formerly publisher of Screen- | quire socks. The account was for- Francisco, to handle its advertis- ican Magazine. He succeeds Ed- Sal 
land and Silver Screen. 'merly with Hirs)on-Garfield. | ing. ‘ward Keyes, who has resigned. suc 
a a The food industry has discovered that Americans Ai 
wins 7 will pay plenty for convenience, for service, for @® Th 
AE a ae most anything that means less work for mother. If 7 rm 


Esquire in December will carry this four- you make or sell any kind of consumer product or 


color page for International Shoe Co., St. e P . 
Louis, suggesting Skamps indoor shoes for reat hh l $e Z S service, you may find a rich source of profitable 
Christmas giving. Westheimer & Block, St. eee Na 


Louis, is the agency for International Shoe. sales and marketing facts and ideas in ““The Fab- 


7 
7 ulous Market for Food”. This is the third in the = 
Prosperity to ‘60 new Changing American Market series—it’s in gré 


the October FORTUNE. 


Seen by Keyserling 


New York, Oct. 6—Scoffing at 
recession talk, Leon H. Keyserling, 
former chairman of the council of 
economic advisers to the Presi- 
dent, told a sales convention of 
hat manufacturer Frank H. Lee 
Co. here last week that the eco- 
nomic outlook through 1960 is 
good. 

There may be a slight down- 
trend until the middle of 1954, in- 
fluenced by pessimistic forecasts, 
Mr. Keyserling said, but the 
strength of the underlying eco- 
nomic structure of the country in- 
dicates sustained and stable growth 
in the years immediately ahead. 


The Fabulous Market for Food 


se “We could have a_ short-run 
downturn of moderate or even 
large proportions if we think that 
it is inevitable, and accordingly re- 
duce our investment outlays and 


our distributive efforts,” Mr. Key- re * 
food arke 


serling said. “But, if we conscious- | © the Big, Baffline sail 

ly adjust these to the real needs a eee I jo utic Factories hat’s 8 

and possibilities of the country, we Wall Street's Sidney Weinert 

can continue our steady long-term —— 

growth without large intervening a 

difficulties on a nationwide scale.” ; ™ 
Forecasts of a serious business The largest investment ever made by American Industry in a pa; 

decline, he said, are based on con- single issue of any business magazine testifies to FORTUNE'S pay 

tradictory and unrealistic beliefs. stature as a medium reaching executives who read, think and act. Co 

The country is employing its re- reat S Among the many great ads in the October FORTUNE are -_ 

PERE CHET) GEE eS Cee One tl ti two unusual multiple-page ads that take full advantage of the wh 

penetrating attention of FORTUNE readers: an exclusive 1244 Cal 


A BASES-LOADED TRIPLE ‘s — — Editorial style copy is combined with display techniques in this unusual 124 page cooperative advertisement.‘ The Colorado 


| Story” dramatizes the advantages for industry in this great state, presenting detailed information in readable, interesting form, 
ARMY _TIMES | . ; , . ww 


_—_ of < = 
SCORES 3B WAYS 
The Army, Navy and Air Force 
are the 7 billion dollar consumer 
market your ad covers with one 


wallop when it appears in the 
Network of Weekly Service 


ne 
—_ ae 
The Colorada Story —_— 


builders | 


vetcom company 
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Bartlett Leaves Kodak Kash Joins Henri, Hurst 


L. Hayward Bartlett, director of | Edward Kash, formerly associ- 
advertising for Eastman Kodak ated with Bozell & Jacobs, has 
Co., Rochester, retired Sept. 27 been appointed a writer-producer 
after 40 years with the company. in the radio-television department 
Mr. Bartlett had been in the ad- of Henri, Hurst & McDonald, Chi- 
vertising department since he cago. 
joined the company in 1914. 


Amsco Appoints Carr 
Cullenward Leaves Meltzer John S. Carr has been appointed 
Eric Cullenward has left his manager of pump sales for the 
post as public relations director| American Manganese Steel divi- 
of Richard N. Meltzer Advertising, sion of American Brake Shoe Co., 
San Francisco. Mr. Cullenward’s and will be located at the Amsco 
successor has not been announced. | plant, Chicago Heights, Il. 


Conde Nast Boosts Casey 


Mrs. Kathleen Casey, formerly 
merchandising service editor of 
Vogue, has been named editor-in- 
chief of Glamour. She succeeds 
Mrs. Elizabeth Penrose Hawkins, 
who has resigned. Mrs. Casey has 
been with Conde Nast Publications 
for ten years. 


AP Appoints Bozell & Jacobs 


The Associated Press has named 
Bozell & Jacobs, New York, to 
handle its advertising. The account 
was last with Wexton Co. 


Worthington Promotes Michel 

Ear? R. Michel, with the com- 
pany since 1932, has been pro- 
moted to general sales manager 
of the air conditioning and refrig- 
eration division of Worthington 
Corp., Harrison, N. J. 


Gallmeyer Heads Berghoftf 


Ernest J. Gallmeyer, who in 1949 
retired as v.p. and director of sales 
of Wayne Pump Co., Fort Wayne, 
Ind., has been elected president of 
Berghoff Brewing Corp., Fort 
Wayne. 


Also in the October FORTUNE are such exciting stories as: 


Korea, the first jet-age air war: U.S. and Soviet industry were pitted 


against each other in the air war over Korea. U. S. businessmen, as 


The Problem of the Crown Princes: Another provocative article on 
the younger generation of executives. Are corporations spoiling 
them with too much attention? This article may cast some new light 
on your own personal or personnel problems. 


National Pulls the Cork: Wall Street is suddenly paying close atten- 
tion to National Distillers, a 29 year old liquor firm whose forays 
into the chemical field have been shrewd and successful. Here’s a 
graphic example of how an infusion of new management blood can 
revive a sluggish corporate body. 


National 
Pulls the Cork, 


page cooperative message sponsored by the state of Colorado 
and its industries, and a 4-page advertisement of Otis Elevator 
Company. Both utilize FORTUNE’s ability to present a detailed 
message before a quarter of a million men 
who count. In all, the October FORTUNE 
carries 209 advertising pages representing 


OvM8 S078 4 GoM 
ond conrery of prog:e 


producers, organizers, taxpayers and citizens, will find in FORTUNE’s 
October “Defense & Strategy” department an illuminating picture of 
Soviet military technology, management, logistics, resources, and 
organization. 


In every part of FORTUNE, a quarter of a million subscribers— 
businessmen not satisfied with capsulated news—find informa- 
tion about business that they can use in business. That's why ad- 
vertising is read more thoroughly when it appears in FORTUNE, 


CHICAGO 
INDUSTRY 
BY 


over $800,000—a new high in FORTUNE’s growing service 
to Business. FORTUNE Magazine, 9 Rockefeller Plaza, New 
York 20, New York. 


Are the first hundred years the 
hardest? Otis Elevator uses 
four pages to tell what President 
Peterson thinks as the Company 
looks ahead at the century mark. 


a4 


Coming 
Conventions 


Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-14. Junior Panel Outdoor Ad- 
vertising Assn., annual meeting, LaSalle 
Hotel, Chicago. 

Oct. 12-15. Financial Public Relations 
Assn., 36th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-16. Newspaper Advertising Man- 
agers Assn. of Eastern Carada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 22-23. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Gct. 23-25. Midwest Intercity Confer- 
ence of Women's Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla 

Nov. 7-8 Fifth District, Advertising 
Federation of America, Louisville, Ky 

Nov. 8-10. National Newspaper Promo 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago 

Nov. 16-18. Public Relations Society of 
America, sixth annual conference, Shera 
ton-Cadillac Hotel, Detroit. 

Nov. 16-18. Advertising Trades 
tute, 2nd Advertising Essentials 
Hotel Biltmore, New York. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D.C. 


Insti- 
Show, 


L. C. Smith Now Smith-Corona 

L. C. Smith & Corona Typewrit- 
ers Inc., New York, has changed 
its corporate name to Smith-Cor- 
ona Ince., effective Oct. 15. No 
change in management, corporate 
structure or personnel is involved. 
Elwyn L. Smith, company presi- 
dent, explained that the corporate 
name was shortened for easier 
identification and recollection, and 
to bring the company’s name clos- 
er to the brand names of its prod- 
ucts. 


Coast BBDO Aids Admen 


The San Francisco office of Bat- 
ten, Barton, Durstine & Osborn 
has accepted appointment as “task 
force” agency for the 1954 ob- 
servance of Advertising Recogni- 
tion Week, Feb. 14-20. Pete Moth- 
eral and Harry Burton are in 
charge for the agency. Initial ma- 
terial will be available about Nov. 
15. 


BUT IT TAKES ONE MORE 


DALY 


FORA GRAND SLAM 


| Daily 


For the extra score which gives 
greatest Armed Forces coverage, 
smart advertisers add Air Force 
(European Edition) to 
their schedules. AFD parallels 
the sweep of AFEX (Air Force 
Exchange) System; acts as your 
trade journal and newspaper. 


Get advertising rate t office 
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~ 850,000 hospital beds to be met in the next 


_ in big business volume. Construction, cur- | 
‘rently $750 million annually, means a_ 
“tremendous hospital market for quality 
~ ought to go to the hospital now. Let us tell 


a Bs 


Advertising Age, October 12, 1953 


HEINZ’ LARGEST—B. D. Graham (left), general sales manager for H. J. Heinz Co., 

and Franklin Bell, director of advertising and public relations, look over one of the 

promotional pieces Heinz will use to boost its annual “new crop values” drive. The 

company is using a color spread in Sunday comic sections of 163 metropolitan news- 
papers Oct. 11 to kick off the campaign. Maxon Inc. is the agency. 


Bigger Yields and 
Higher Incomes of 
Pacific Northwest 
Farmers Mean 


GREATER 
PROFITS 
FOR YOU 


. in the Billion Dollar Farm Market of 
WASHINGTON, OREGON, IDAHO, AND UTAH 


Average Incomes of Commercial Farms 
Compared with Over-all Average Farm Incomes 


49 1950 195) 1952 


pwanciat FARMS $12,983 
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ALL FARM 


Pastures literally are greener—fields are more verdant— 
on Pacific Northwest farms where irrigation provides in- 
surance against drought and increases the productivity 
of richly fertile soil. 


Whatever you sell, you can sell MORE 
in this outstanding farm market when you 
reach its prosperous residents through the 
media they know best and have confi- 
dence in—their STATE FARM MAGA- 
ZINES, The Washington Farmer, The 
Oregon Farmer, The Idaho Farmer, and 
The Utah Farmer. 


Unequaled in coverage and penetration, 
the Farm Quad magazines’ circulation is 
concentrated on farms in their own states 
—and in those states alone. 


The localized editorial policy of the home- 
state Farm Quad magazines extends to 
advertising the benefit of exceptionally 
high reader interest and influence that 
gives real impact at the local level—where 
sales are made. 


You, too, will find these pastures greener—more produc- 
tive of sales. Comprising a mass market meriting major 
sales effort, the 768,979 people on Washington, Oregon, 
Idaho, and Utah farms had a 1952 per capita income from 
agriculture 49% above the U. S. average. 


Big consumers as well as big producers . . . Pacific North- 
west farmers not only enjoy incomes far above average— 
a much larger percentage of them own the farms they 
operate—they own more tractors, farm machinery, auto- 
mobiles, electric appliances, and other farm and home 
conveniences. With more buying power, higher living 
standards, and greater ownership incentive for farm and 
ieee home improvement, they are just naturally better cus- 
es tomers for all kinds of manufactured products. 


TRIO WITH UTAH F 


ADVERTISING REPRESENTATIVES: Western Associated Farm Papers, Chicago, New York, San Francisco 
GENERAL OFFICES: Spokane, Washington STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 
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‘Industrial Design’ 


| Bows in February 


| New York, Oct. 6—Because 
“design has become a continuing 
\function of industry, with top 
|/management executives the initia- 
tors of design projects,” Whitney 
| Publications will bring out a new 
| bi-monthly, Industrial Design, 
_starting publication with a Febru- 
|ary issue. 

Based on an analysis of those 
responsible for initiation, creation 
and approval of designs for mass- 
produced products, a_ controlled 
circulation guarantee of 10,000 
copies per issue will prevail dur- 
ing the first year of operation. 
This will cover 6,000 plants, and 
each copy will be addressed by in- 
dividual name and title. 

The subscription priee has been 
set at $9 annually, with gradual 
conversion planned from con- 
trolled to paid circulation. The 
one-time rate for the 7x10” type 
page will be $495. Editorially, the 
publication will be guided by a 
board of industrial designers, while 
layout and presentation will be 
directed by graphic arts designer 
Alvin Lustig. 

Douglas B. McIntosh, former v.p. 
of U. S. Camera, has been ap- 
pointed advertising director, ac- 
cording to an announcement by 
Charles E. Whitney, president of 
the publishing organization, which 
| also publishes Interiors. 


Television Programs Adds 4 


| Television Programs of Ameri- 
ca, New York TV film distributor, 
has added four account executives 
to its staff. They are James E. 
Rennie, formerly of KTYL-TV, 
Phoenix, for the Southwest; Cas- 
per J. Chouinard, ex-motion pic- 
ture sales manager, for the North- 
west; Eugene M. Hoge, previously 
of NBC, for Chicago, and Robert 
S. DeTchon, former sales manager 
of WHK, Cleveland, for Ohio, 
Kentucky and parts of Pennsyl- 
vania and West Virginia. 


Coast Fair Cites KRON-TV 


KRON-TV, Channel 4, San 
Francisco, has been cited by the 
California State Fair for its ac- 
tivities in promoting business and 
industry in the state. Basis of the 
award was the series of public 
service programs, “Made in Cali- 
fornia,” presented in 1952 in co- 
operation with the Pacific Cen- 
tral region of the National Assn. 
of Manufacturers, together with 11 
industry groups. 


‘Western Family’ Boosts 2 


Bob Weinmann, northern Cali- 
fornia sales division manager of 
Western Family, has been pro- 
moted to northwestern manager, 
with offices in Seattle. He suc- 
ceeds Bill Cathey, who becomes 
merchandising manager of Olym- 
|pia Brewing Co., Seattle. Tom 
| Panages, in the magazine’s mer- 
chandising department, has been 
_ promoted to Mr. Weinmann’s post. 
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Most effective 


where every third 
customer lives 


We said the new Country Gentleman—with a harder 
hitting editorial program and growing audience— 


would pack more selling punch. 


Confirmation came fast—with the very first six 


issues... 


—Direct-by-mail advertisers reported inquiries and 
sales up 20% to 200% 


—72 new advertisers began display campaigns 


—1000 stores tied in with a single feature. 


CIRCULATION NOW OVER 2,550,000 


selling force... 


A CURTIS PUBLICATION 


Reasons? A more exciting magazine full of more 
ideas to farm and live better—greater cover-to-cover 
reader traffic—the fastest-growing farm magazine 


circulation in modern times. 


And more is coming . . . more editorial progress, 
more quality circulation, more power to move minds 


and merchandise. 


All at a cost that continues to make the greater 
Country Gentleman one of the greatest advertising 


buys in America! 
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Retailers Told How 
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Carter Carburetor Boosts 2 
Dudley A. Bragdon, advertising 


Number of °apers 


Advertising Age, October 12, 


newspaper amounted to 1,500 lines. | 
Many smaller cities are repre- 


Palm & Patterson Names 3 
Andrew J. Jindra has been 


manager of Carter Carburetor « a sented in the current schedule. named roducti | 

to Help Themselves = manaeey, ot cartes oc at ante, And Size of Space Franklin Bruck Advertising is Palm & Patterson, Cleveland agen. ! 
° 'matic and manual choke carbure- ? handling. cy. Margaret Quirk, formerly pro- 

by NYU s Edwards ‘tors, has been given the - re. Increased Ly Coty duction coset of Hersh Print- 

CoLumsBus, Oct. 6—*“ a sponsibility of manager of after-| Ney “ eee a ing Co., becomes assistant to Mr. 
are to achieve cauaceesae te ten market sales. Mr. Bragdon suc- will use ye 2 255 nowspa. |/n wens mang Jindra. Bruce Palm, son of he 
they must sell their way 16 oree- ceeds Joseph L. McDonough, who | pers in 250 ; es in on eltet | L. C. McDowell, formerly ad- agency’s president, has been as- ’ 

4 - rs & Pros~ has resigned. Vernon F. Thomp- oy mar: . i |vertising manager of the Daily signed full time to the client serv- ‘ 
perity. The fate of American busi- son, service manager, will assist to boost its Chr mas gift busi- Washingtonian, Hoquiam, Wash., ice department. \ 
ness is in the hands of business | Mr. Bragdon in his new duties. ness, according tc Albert M. Beh-' has been named edvertising man- f 
men themselves.” rens, advertising Jirector of the!ager of Western Building, Port- . 

But, Charles M. Edwards Jr.,|CBS-TV Panel Adds Sponsor ‘cosmetics house The holiday land. ‘See of , 
dean of New York University’s; The electric shaver division of schedule also inc) Jes a four-color . Ford Motor Co., Detroit, has ¢ 
school of retailing, told the adver- Remington Rand Inc., Bridgeport, | spread in The w Yorker and Cuban Airways Names Agency formed a sales managers council, 
tising and sales promotion confer-|Conn., is alternating with Jules | four-color pages in Esquire, Life Cubana de Aviacion (Cuban which will assist in cementing 
ence, sponsored here by Ohio State Montenier Inc. a8 Sponsor of | and Look. Airways) has named_ Roland- | good relations between factory and - 
University, “the time has come for | “What's My Line” starting Oct. 4.) He said the hol jay drive would Bodee Advertising Co., New York retail outlets. Cauncil members, I 
pir ot sage lle war gggor alba ge or The high-rating panel show is tele- be Coty's bianest * In 1951 Coty and Miami, to handle its adver- selected on a competitive basis, 
Hom gy dle ingen reser hy cast Sundays at 10:30 p.m., EST, | & o> di ’ tising in the U. S., including bro- will be guests of the division dur- 
econ Mama a over CBS. Young & Rubicam is the Use 100 newspapers an ast year chures, direct mail, display mater- ing a five-day visit to Detroit be- i 
ciencies as sellers. agency for Remington shavers. /150. In 1952 the space in each jal, newspapers and magazines. ginning Oct. 16. s 


Dean Edwards said that he has 
serious misgivings about the abil- 
ity of many business men to mea- 
sure up to the opportunity to move 
more goods to more people and 
thereby hold distribution, produc- 
tion, and employment at high lev- 
els. 


® Ten things that retailers and 
other business men need to do in 
the immediate future, Dean Ed- 
wards said, are these: 

“1. Use your advertising to buy 
customers before you expect cus- 
tomers to buy your merchandise. 

“2. Put real news in your adver- 
tising or don’t put your advertis- 
ing in the news. 

“3. Do in your advertising what 
customers want, in order to in- 
duce customers to do what you 
want. 

“4, Make your advertising work 
harder by working harder to make 
your advertising. 


a “5. Take display out of the 
window-dressing class if you wish 


display to do more than ‘window : There has been a dynamic change in product planning throughout § 
a RO ere : industry, stemming from the insatiable appetite of the public for new 
pam pis ir cc in iadlee R4 aa ad designs. At the same time, the discovery that design sells everything 
capital’ at your point of sale. : from a toaster to a tractor has brought a dramatic re-alignment of 
“7, Apply successful techniques ; the buying forces in almost every field. 
in display to win success with dis- = Design is no longer an incident of production; it has become a 
play. ; motivating force for the planning of new projects ...a central concern 
8. Devote as much attention to . “ai ; ‘ 
your sales force as you devote to of top executives ... a continuing function of production, sales and 
your sales figures. merchandising. 
“9. Assign to somebody—not to ; This has added an urgency to the longtime demand . . . from two 
everybody—the responsibility and directions ... for a magazine of industrial design. 
the authority for supervision of aw ° ° re ° Sei ey: 
your sales force. Phroughout industry, industrial designers and executives who initi- 
“10. Reduce your selling expen- ate design policies are aware of a deepening need for a single source 
ses through constructive training, of information and ideas. 
not through constructive slashing.” And the makers of materials, finishes and component parts are 
searching for a single avenue of approach to the design executives, 
now the dominant buying force in product-making plans . . . to sell 
them before the plans are frozen at the drafting board. 
More Ne roes This double need has brought to sharp focus the long-developing 
q plans of Whitney Publications for a magazine that will do for in- 
dustrial design what tintTeRIORS has accomplished in the expanding 
h field of interior design .. . provide an authority, an interpreter, a 
uy t b 0 NY forum for the best creative work of forward-thinking designers all 
over the world. 
The new INDUSTRIAL DESIGN magazine that will make its bow 
than an other in February has been in preparation for ten years, its objectives 
y broadening as design assumed a commanding role in industry. Its { 


magazine! 


~ 
od 


FRE 110 City Survey 


really selling on the newsstands 
in Negro communities! 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenve, Chicago, I. 
New York Office: 55 West 42nd Street 
los Angeles Office: 1127 Wilshire Blvd 


ht east 


The publishers of INTERIORS announce 


a significant new magazine 


INDUSTRIAL DESIGN 


the first magazine edited 
exclusively for the DESIGN EXECUTIVES 


who plan today’s products 


program has been clarified by the most recent market research. 

Now the pattern of the times is clear: Manufacturers must make 
design a continuing process, to command and hold a market today. 
Top management must take a guiding hand —or risk the possibility 
that a new treatment of a competitive product will make a complete 
line obsolete overnight. Today, industrial design is design for sale- 
ability ... to cut costs, improve the product, make a visual impact that 
appeals to a constantly changing public taste. Not too long ago, few 
people would have predicted that a knowledge of aesthetics, of pro- 
duction and what makes people buy would be combined in the train- 
ing of the new breed of design executive whose work is now basic to 
the success of American industry. 

INDUSTRIAL DESIGN Will be the first magazine edited for the de- 
sign executives who plan mass produced products, their packaging 
and display, for manufacturers in every industry. It makes them a 
single available market. through their common concern with design 
as a marketing force. 
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Advertising Age, 


Movie Describes 
ARF ‘Des Moines 


October 12, 1953 


tisers, agencies and the publisher 
as complete a picture as possible 
of the size and characteristics of 


olis and Cleveland. 
In round figures, the state-wide 
audience of the Des Moines Sun- 


‘the audience reached in Iowa day Register was found to be 1,- 


Register’ Report 


New York, Oct. 5—The pre-. 
miere of “Audience in Iowa,” a 
motion picture based on the Ad-| 
vertising Research Foundation’s 
first newspaper audience study, | 
was held last Thursday at a lunch- 
eon given by the Des Moines Sun- 
day Register. 

The 20-minute movie, in full 
color, dramatizes the findings pub- 
lished last March by ARF in a 1,- 
152-page report based on a $36,-/| 


000 audience study of six average for Philadelphia, Pittsburgh, Chi- | 


per. 


a The new motion picture, which 
was shown to the ARF board, 
headed by Edgar Kobak; rep- 
resentatives of the Sunday Reg- 
ister, headed by Gardner Cowles, 
and representatives of the adver- 
tising press and invited guests, 
will be shown again here Oct. 6 
and 8 to advertisers, agency per- 
sonnel and invited media guests. 

Other showings scheduled are 


or 


by an average issue of the newspa- 310,000. This is 68.2% of the 1,- 


920,000 people 15 years of age and 
‘older in Iowa. 

‘ 

Gutwein Opens in Louisville 

| William F. Gutwein, formerly 
with Fawcett-Dearing Printing 
Co., has opened offices in Louis- 
ville as a management consultant 
on union difficulties, negotiations, 
foreman-management training, 
| employe relations programs, labor- 
/'management communications, in- 
formation service and public rela- 
‘tions under the name of Wm. F. 
/'Gutwein Inc. Offices have been 


issues of the Sunday Register. The cago, Cincinnati, Omaha, Kansas| established in the Martin Brown 


study was designed to give adver- 


City, St. Louis, Detroit, Minneap- 


Bldg. 


'Adler Promotes Sock Line 


Adler Co., Cincinnati sock man- | 
ufacturer, will promote its “S.C.” | 
(shrink-controlled) socks with 
page ads in Esquire for December | 
and True for November. The No-| 
vember issues of Seventeen will run} 
a third full-page ad featuring Cud- 
dle-Pups, triple-roll socks for) 
teenagers. Adler’s line of hunters’ | 
socks will be featured in the Octo- 
ber issues of Fur-Fish-Game and 
Field & Stream. Ruthrauff & Ry- 
an, Chicago, is the agency. 


Pengra Heads KSTM-TV 

Marshall H. Pengra, formerly 
general manager of KGKB, Tyler, 
Tex., radio outlet, has been named 
president and general manager of 
KSTM-TV, St. Louis, new ABC 
affiliate which will begin tele- 
| casting Oct. 15. 


INDUSTRIAL DESIGN’s first issue will appear 
February 1954. Advertising forms close January Ist. 
It will be a bi-monthly, published 6 times a year 
Subscription price: $9 annually 


First issue guarantee: 10,000 circulation 


For ADVERTISERS of the materials that contribute so essentially to 
the development of design techniques, INDUSTRIAL DESIGN is the 
first direct sales approach to the design executives who decide the 
kind of materials, finishes and components that go into products 
designed-to-sell. They are all hungry for new ideas, searching for 
information. Now they can be sold—with special foree—in their own 
magazine. 


What is industrial design? 


It is design applied to product manufacture. It includes the design 
of the product itself, and the closely related design of its packaging, 
display and promotion. Its major objective is sales. 


The readers of INDUSTRIAL DESIGN ... 


For six months, INDUSTRIAL DESIGN has made a study in depth of 
the functions of the active, practicing design executives who have 
responsibility for planning products—and a determining voice on 
what goes into them. This is INDUSTRIAL DESIGN’s audience . . 

Designers in industry ...On the manufacturer's staff, whatever their 
title may be—Director of Design, Manager of Product Planning, 
Design Engineer—their function is designing saleable products. 


Executives in charge of design projects. They may be President, 
Sales Manager, Vice President in Charge of Engineering. They are in 
charge of design policies ... have a voice in the initiation and approval 
of design projects. 


Industrial designers ... Independent consultants, a young profession 
grown te maturity in the last ten years .. . designers bringing new 
design thinking and new sales impact to every industry. 


INDUSTRIAL DESIGN has been searching out these design executives, 
qualifying them by questionnaire, studying their needs, It will serve 
their interests as no other magazine does today. 


The editorial plan... 


Like INTERIORS, the new INDUSTRIAL DESIGN will be visually and 
editorially on the highest publishing level. Layout, type, and presen- 
tation are under the direction of Alvin Lustig, one of America’s fore- 
most graphic art designers. A distinguished editorial board .. . leaders 
in the major areas of industrial design . . . assures advanced thinking, 
sound interpretation and a very real authority brought to bear upon 
every phase of the problems of designing-for-industry. 


WRITE for the INDUSTRIAL DESIGN facthook, including its editorial 
plan, and a survey of the design executive's role in your market. 


WHITNEY PUBLICATIONS, INC. 
18 East 50th Street, New York 22, N.Y. 
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in this man's 
briefcase... 


are the answers to problems solved 
with recordings, custom-made by 
RCA Victor. Some answers called 
for a record as a novel premium. 
Other answers were sales training 
programs—using slidefilms and re- 
corded sound. Transcriptions, pro- 
motion records—sound answers to 
many problems—they’re all in this 
Selecta, Pick up the phone and 
ask a representative to bring it 
around to you. 


JUdson 2-5011 in New York 
630 Fifth Ave., New York 20 


HOllywood 4-5171 in Hollywood 
1016 N. Sycamore Dr., Hollywood 38 


WHitehall 4-3215 in Chicago 
445 N, Lake Shore Dr., Chicago 11 
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Along the Media Path 


, the playbill , 
.n ads on its 
itimate play- 
eaters during 


|cial ad in line » 
| motif. CBS itself 
|/new series in the 
|bills of some 20 
‘the week of Sept. . 


than a century in business, the 
Detroit Free Press will use a series 
of 24-sheet posters in Detroit and 
suburban area to promote circu- 
lation. The theme will be “You 
See the Friendly Free Press Every- 
where.” 


e The letterheads of the News 
and Observer, Raleigh, N.C., carry 


a small box tagged “yesterday’s | 


paid circulation.” In this spot, in_ 


THE NEW KEY TO 


Littsburghs kich Market / 
, WKJ F-TV Channel 53 


PITTSBURGH 
NBC PROGRAMS 
Not'l Rep. WEED TELEVISION 


e For the first time in its more,each letter, the appropriate figure | 


‘give the illustrations an illusion | ° 


adcasting Co. 
ich recently 
elevision oOp- 
‘ a very posh 
at NBC Ra- 
.otebook form, 
nd histories of 


e The National F 
_radio network, 

‘separated from th. 
|erations, has put . 
looking ““Who’s W 
|dio.” In looseleaf 
it carries pictures 
key top personnel. 


is typed in. 


e Latest out with a three-dimen- 
sional promotion is McGraw-Hill 
Publishing Co., New York. One of 
the latest mailing pieces carries 
the now familiar red-and-green- 


lensed cardboard glasses which | e Media Promotio:: Tie-Ins: 


Close to 200 de» 
of depth. | * 


with Coronet’s Christmas promo- | 


e CBS Radio has distributed to tion. It will be built around the | 
‘clients and agencies and special | “Coronet Gift Finder,” a 10- -page 
‘radio industry and theatrical lists editorial that wil! list gifts in. 
a playbill for its series, “Stage, every price range for all members | 
Struck,” which went on the air/of the family. Participating stores | 
| Friday, Oct. 2, 8:30-9:30 p.m.,| will feature items in the article in | 
EST. Ads were used in the play- tie-in newspaper ads and in win- | 
bill to make it look as authentic dow and inside displays. 

as possible, naturally with the ad-| About 60 stores will help spark | 
vertisers’ permission. Rogers Peet Living for. Young Homemakers’ 
Co. went so far as to create a spe- bedding promotion, tying in with 


| 


MAGAZINE 


+ one million WESTERN FAMILIES 


. Take it home TWICE a month 


and they come back to buy! 


* GUARANTEED 


The most important grocers in the West — men who sell HALF the West's retail food 
volume — will tell you... 


@ WESTERN FAMILY'S editorial staff KNOW the West—they write to 


entertain and 


sell Western families. 


@ Western families DEMAND WESTERN FAMILY 

@ WESTERN FAMILY BUILDS store traffic 

@ WESTERN FAMILY SELLS merchandise 

@ WESTERN FAMILY is bought by the grocer — given as a gift 


PLUS THIS BIG PLUS 


WESTERN FAMILY'S 


20 experienced merchandising men work constantly at 


retail levels talking up advertised products 


LOS ANGELES »* 


po----------------------------------------------- 


WESTERN FAMILY DISTRIBUTION 


Through Pacific Mercontiie Company, San Francisco, which serves more than 6,850 retail outlets and 12 retailer- 
owned wholesale buying and distributing 


© Certified Grocers, Calif., Los Angeles 
© Sportan Grocers, Los Angeles 
© United Grocers, San Francisco 


Also, distributed by Associated 


rer wr nr esse ee 


NEW YORK °* 


© San Francisco Groc. Co., San Francisco 


add Tri-State Assoc. Grocers, Inc., El Paso, Texas. 


See your Western Family representatives 


CHICAGO «+ SAN FRANCISCO °¢ ~~ SEATTLE 
of 


organizations, truly "GIANTS IN THE WESTERN FOOD FIELD”... 
* Assoc. Grocers, Seattle, Wash. 

© Associated Food Stores, Salt Loke City 
© United Groc., Portland, Ore. 

© U.R.M. Stores, Spekone, Wash. 


© Associated Grocers, Phoenix, Arizona 
© Dependabie Wholesale, Boise, Idaho 
© Certified Grocers, Hawaii, Honolulu 


Grocers of Colorado, member Central Div, NROG. Eff. Jan. |, 1954 we will 


irtment stores | 
'and shopping centers are tying in | 


ee ee ee ee ee ee ee ee oe oe 


THE WINNER—Mrs. 
Angeles, walked off with the top award 


Advertising Age, 


Patricia Minkner, secretary with Dan B. Miner Co. 


October 12, 1953 


“4 Mm 


—\«— 


in Los 
in NBC's trade ad contest. As she looks 


over her $1,000 haul of RCA products, she gets congratulations from John K. West 


(right), NBC v.p., and Martin Bennett of RCA Victor. 


out of 12 “leadership points” 


She correctly listed nine 
featured in NBC's advertising. 


an article in the October issue. 
They will duplicate antique beds, 
used in the editorial as a whimsi- 
cal setting for today’s bedding en- 
sembles, in window and floor dis- 
plays. Others will arrange bedding 
“vignettes” using props from local 
television stations, which will join 


chants. 


e “Someone Is Helping Madame” 
is a new 40-page book put out by 


show how the stores used material | 
provided by the magazine in their 
floor and window displays. 


e The Detroit Times has begun a 
$3,500,000 expansion. It will center 
around a battery of 28 ultra-mod- 
ern, high speed Goss Headliner 
press units. Also enlarging is the 
Daily News, Bangor, Me., which 
is planning a new $1,000,000 plant. 
‘It will contain 36,000 sq.ft. of 
|space and house the business, ad- 
_vertising, editorial and mechanical 
| departments. 


| 
| 
| 
e Chicago Wurlitzer music stores 
b smerny a 12-page ad in the 
| Sept. 12 Chicago Daily News roto- 
| gravure section. The pages were 
arranged into a 24-page catalog 
j entities “Your 1953 Fall Music 


in on the promotion with the mer-_| 


Section.” 


e “Industry Is Always on the 
Move,” a folder on buyer turnover 
|in industry, has been issued by 
McGraw-Hill Publishing Co. to 
supersede its old “Turnover 
Among Key Men in Industry.” It 
gives the most recent figures on 
the turnover. Copies are available 
| by writing the publisher at Room 
| 2710, 330 W. 42nd St., New York 
36. 


Family Circie illustrating how 300) 
department and specialty stores. 
have tied in with the publication’ S| 
editorial features. Photographs, 


e Happy Birthday! 

The Indianapolis Star celebrated 
its 50th year on Sept. 27. A special 
edition that day weighed nearly 
| five pounds, drew an extra 50,000 
in circulation for a grand total of 
350,000. 


On Sept. 25, WTAR, Norfolk, 
Va., celebrated its 30th anniver- 
sary. At the same time, both the 
radio and television operations af- 
filiated with CBS. 


The week of Sept. 22 marked 
WB2Z’s 32nd year in operation. The 
Boston station is part of Westing- 
house Radio Stations Inc. 


The October issue of Etude, the 
music magazine, was the 70th an- 
niversary number for the publica- 
tion. 


e A 120-page brochure by the 


| propuctioN 
MANAGER 


WABASH 2-1204 - 


“..S0, ALL | SAY IS 

‘DON’T RUSH THIS 
JOB-- TAKE A 
WEEK,..A MONTH‘ 

--AND THEN...” 


MATS + PLASTIC PLATES « ELECTROTYPES 
MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


v7 


a Sara iat Woke Tee ites toy pig ¥ hi eae ne haere sae a a * : BR eh A ates Set Ys Ay OREN aaa fee ita es » Pr a xi ee ly Se Pa a t} eens Ai eae haya Ss, tee a oes Si 9 hata PSY Re RaSh ee en AAO sane eee oy ie ¥ ee. See ‘ gti Seas, nares We van 
Biggs ere ee fae Pei) ge: eg see ae fa Soe Sete a a oes eae SR eee TS,» kee Hh) bk on etn rhe St eh uae x aestrateN Tne ee Rien Went eet est vers Bosom ge 
= Tce ipo yclnrearie that iu as ae J av fipee tei 4 Se Ts, hs ee ai 2 ‘ss Met sae OT ¥ 2 Sai ae 3 REN Ut hy Mea 3 gs FP a tue’ aS & ess t Fe ee, USIRRRE Rane aM it Slee oh gli 8 a Salle = Me ee eG nT gs ly Ry Rape Oh up, Bee : 7 cea ans 
aes MNS 2 Rianne) oaeiies. Ak iarat gages ate ce Gh Bee eet Me Fat ae Bee ie ills ; aaa eee 9 AON COR Oe ee q BNET Sig A fr eat iy et ey Vee tes Beet ose 
a. | 0 ee 
ae ee 
Ne hy ies 
6h SS es 
: ; 
. Ce eee 2 ee Ses Be “ye 
aig ‘2 * 2 .4u2 ! 4. Ba Base 
ee. ; ites ; ) . bee 
ery : iis we 4? . Bs ng i : ; Saee 
+e oe 5 ia Sa : a - ‘ oe 2 
ae eS le ee Sclces | 
i. ‘ aa j ee 
woe AA ST ee : F € : ' ee - aes 
yi e 1 ae a! -¢ 
4 ¥iae Se So aot 2: . ae. & 
ae _ . von 
7 aw — © PB aicsbam 
be sh | ae ——Th ——s ar me 
mere : sie: a a er Oe 
Reh = coe yf * ae Cd] 
Ie Se eee j sctthenthe, ir Pet 
et Peete wes 
i a ' 
| 7 . = ae. 
‘ ‘ : 7 a 
; = a 
eee let : 
Bee as oe 
mae te : a ae ey 
ages Es % . wm 4 ri 3 Ma 
hares: 
J = ee eee 
Gases 
= ee 
Sear ra! 
mS - ee 
yee 
ee 
a 4 
Cee | 
— wat: | 1 i 
ae : sales up 
; rocket West | | 
| | 
| 
SU on: } 
: j 
. A festern | 
ae ‘ 
ore. a i ‘ 
es 7. an 
8 ve ae | (es 
ee Bite, oe 
a A} ee / ae. ae aj 
ee ty ‘ 
wae | | : > | MG } 
sd ; = 
me \ ; \ Tis | 
’ ' 
i 
ae 
Cages 
= | 
Jona 
| yf 
= YY iy 
: YY; Ye Vs, 
a x x Yi 4 A 
; Ye 
ee 
ae | iy - 
s ee we 
ca : 
Ae es N~ Y “a 
aoe os 7 
ws OAV 
om a: oe 
Dee (a Oe ee a a 
ia . sega tests 
ey = apart Pana Y 
any “a Ds ieee 
iy e any eee 
is Pes aes me 
ee oe ee le - q ae fag eae 
a a eis eee 
Ser 3 , t- feo ate 
ii teees,. = Goma Warten 
. ae eee Sy) | eee 
| em ~~) L. hs Y; 
- g . \ 4. 4, 
me (a ~/ ’ o } d 
I —_ s A ‘\m fi Vie 
Sat Za GP EO 
ce ht y ” Me 
i (oar ccegi ik 4 Me ‘Z #, 
, a ae 3 aap 7 
oe Te J ee / 
: ee ee — we 
| a ae > < a 
: : ‘ : / ! 
: 5 Eo ~ a Me, MI 
’ ay; ™ 
Se ie 
acd . 
‘ —° 
eee ° 
Be } , ° 
ae < : a a ee eenenenenanmnanenemanel! -e 
- or a} mt e 45 eat ’ soit a. ee oe 6 eae Pra ae pres ee seh Tees ee ae. Ne gti : As a . ror ae - az A ae Sows a3 Pa sia ot, Bait eee 5 ; Ne gO CL re Lada © 3 5 eed 7s ee Ree 
‘ "a ? bod , y, eet p Rie hig aes SC ie, 3 ‘ Rie es ; Ry Pate <t add bry 5 ; ‘ Sees ¢ a ae ; : eh. 2 yr 4 cf ve Dy me id * 


he 


Toon 


Or 


ha 


Open For Business 


One of the first needs of any company is its stationery heralding the 
fact that it is “open for business”. From this point on, paper in many 
different forms becomes equally indispensable to the successful oper- 
ation of the business. 


Leading makers of stationery and other paper goods, recognizing 
management's important influence in the selection of their products, 
advertise regularly in Business Week to accelerate their sales volume. 
These advertisers know that in Business Week they regularly reach a 
higher concentration of management men, at less cost, than in any 
other general-business or news magazine. 


That is why, during the first 6 months of 1953, 44 advertisers of 
stationery and paper products placed 118 pages in Business Week... 
79 pages more than they placed in any other general-business or news 
magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Advertisers of Stationery and Paper Goods 
Reach Buyers through Business Week 


Angier Corp. 

Autographic Register Co. 

Avery Adhesive Label Corp. 

Brown Co. 

Champion Paper & Fibre Co. 

Columbia Ribbon & Carbon 
Mfg. Co., Inc. 

Container Corp. of America 

Dennison Manufacturing Co. 

Eastern Corp. 

Eureka Specialty Printing Co. 

The Federbush Co., Inc. 

Fort Howard Paper Co. 

Fort Wayne Corrugated Paper Co 

Fox River Paper Corp 

Robert Gair Co., Inc 

Gaylord Container Corp. 

Charles R. Hadley & Co. 

Hammermill Paper Co 

Hinde & Dauch Paper Co. 

Hudson Pulp & Paper Corp, 

Johnson & Johnson 
(Permacel Tape Corp.) 


Kalamazoo Label Co. 
Kimberly-Clark Corp. 
Marathon Corp. 

The McBee Co. 

The Mead Corp. 

Mosinee Paper Mills Co. 
National Blank Book Co. 
Nekoosa-Edwards Paper Co. 
Nichols Paper Products Co. 
Nox-Rust Chemical Corp. 
Parsons Paper Co. 

Paterson Parchment Paper Co. 
Rhinelander Paper Co. 
Scott Paper Co. 

Seal & Label Institute 
Standard Register Co. 
Strathmore Paper Co. 

U.S. Envelope Co. 

Union Bog & Paper Corp. 

S. D. Warren Co. 

Alfred Allen Watts Co., Inc. 
F. S. Webster Co 

Weinman Brothers, Inc. 


Publishers Information Rurcau Avnalysia 


A McGRAW-HILL PUBLICATION 
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Advertising Age, October 12, 


1953 


Wall Street Journal reproduces be adjusted to reflect the new stan- | as prizes to the three distributors 
the ads of 604 companies which dard page size as well as the con- in the U. S. and Canada who do 


used the newspaper during the 
first six months of 1953. 


tinuing increase in circulation. 


the most spectacular job of pro- 
moting the sale of the October and 


'e Television’s benefits in home ed- November issues. The occasion for 


e WKBN-AM-FM-TV, 
town, O., celebrated the opening of | 
its new broadcasting center on Oct. 

8 with a special two-hour simul- 

cast. 


e WILS-TV, Lansing, Mich., be-| 
gan commercial telecasting on 
Sept. 20. 


e Department of New Laurels: 

The Morning Independent, Eve- 
ning Press-Telegram and Sun- 
day Independent-Press-Telegram, 
Long Beach, Cal., gained a total of 
8,767,740 lines between Sept. 1, 
1952, and August, 1953. This period 
represents 12 calendar months fol- 
lowing the acquisition of these 
newspapers by the Ridder publica- 
tion interests in August, 1952. 

The October issue of Town & 
Country carries a 32-page ad from 
Marshall Field & Co., Chicago. 
This is the largest single adver- 
tisement in the 107 year history of 
the magazine. 

The publisher announces that 
the first issue of Family, a drug- 
store distributed magazine, was 
sold out within a week. 

Holiday’s November issue, with 
378 columns of advertising, marks 
the largest November in the maga- 
zine’s seven-year history. It car- 
ries 323 advertisements over 30 
classifications. 

The October issue of Poultry 
Tribune is the largest October is- 
sue since 1945. With more than 45 
pages of advertising, it is 11 
pages over the same month last 
year. 

The last 12 issues of Progressive 
Grocer have carried over $1,000,- 
000, net, in advertising. 

Collier’s September issues 
reached an estimated average net 
paid circulation of 3,712,000. This 
exceeds the first six months aver- 
age by 540,000. 

Architectural Record’s Septem- 
ber issue carried 277 pages of paid 
advertising. 

Charm broke a 13-year publish- 
ing record by closing its September 
issue with over $500,000 in adver- 
tising revenue. Family Circle’s ad 
revenue for the first 10 months 
of 1953 totaled $9,850,000 to sur- 
pass the $9,749,206 recorded for all 
12 issues of 1952. The October is- 
sue was the biggest in the maga- 
zine’s 21-year history. 

Total paid advertising in the Oc- 
tober issue of Popular Mechanics 
Magazine increased to 187 pages 
from 159 pages in the similar is- 
sue a year ago. 

Farm Journal set a new record 


with its October issue which had 
a revenue of $1,116,181. This makes 
a record of five $1,000,000 issues | 
for the year. | 

Effective with the April, 1954, 
issue, Boys’ Life will guarantee | 
1,000,000 ABC net paid circulation. | 


e Another Look promotion is lin- 
ing up, this time with 12,000 food 
retailers tying in with an upcom- 
ing food promotion. The promo- 
tion, titled “It’s Party Time Again,” 
is based on an editorial feature in 
the Nov. 3 Look, which goes on 
sale Oct. 20. Nationally advertised 
brands getting in on the show are 
Aunt Jemima pancakes, Instant 
Maxwell House coffee, Philip Mor- 
ris cigarets, Pepsi-Cola, Heinz con- 
centrated soup, Nescafe, Heinz cu- 
cumber pickles, Wilbur Suchard 
chocolate squares, Campbell’s to- 
mato soup, Kleenex, Karo Syrup 
and Beech-Nut gum. 


e Effective with its January, 1954, 
issue, Jobber News, Cleveland, a 
monthly for radio-television-elec- 
tronic parts distributors, will shift 
from its present tabloid format to 
standard magazine size wkh type 
pages measuring 7x10”. Rates will 


ing habits are the subjects of the! 
first edition of “Facts About TV” ! 
issued by the television informa-_ 
tion committee of the National 
Assn. of Radio and Television 
Broadcasters. 


e Pageant is offering three Jaguars 


Youngs- | ucation and its influence on read- | this event is the 15th anniversary 


of Hillman Publications Inc., New 
York, the publisher. 


-e A new brochure offered by 
| Overseas Business Service, a unit 
‘of McGraw-Hill International 


Corp., tells how this organization 
serves U. S. companies in all 


phases of their foreign operations. 
Copies are available from Andrew 
Gilchrist, manager, Overseas Bus- 
iness Services, McGraw-Hill In- 
ternational Corp., 330 W. 42nd St., 
New York 36. 


McGraw-Hill Boosts Dorman 


Stuart C. Dorman, general man- 
ager of the college department of 
McGraw-Hill Book Co., has been 
appointed a v. p. of the company. 
He joined the company in 1932 
following his graduation from 


61 


Harvard, became general mana- 
ger of the department in 1948 and 
was elected to the board of the 


| book company in 1952. 


Torrington Boosts Two 


Walter C. Thompson, v.p. in 
charge of sales of Torrington Co., 
Torrington, Conn., has been pro- 
'moted to executive v.p., succeed- 
ing Alfred W. Burg, who is retir- 
ing after 37 years. Ray B. Nichols, 
president and general manager of 
Torrington Co. of Indiana, South 
Bend, succeeds Mr. Thompson. 


It's a pretty picture from a 
profit standpoint too! Wiscon- 
sin farmers’ milk-checks add 
up to $500,000,000 a year. 


state .. 


adopt new operating methods . 


or time savers. 


Alerting them to what’s new and profitable in dairy 
farming practices is the job of Wisconsin Agriculturist and 
Farmer. It’s devoted to keeping them informed . . . and has 


been for more than 


Selling these prosperous and progressive farmers of the 
top ranking dairy state is simplified by two facts: 


@ Dairy income is cash income, spread over every month of the 


NO. 1 DAIRY STATE OFFERS YOU 


wonderful sales opportunity! 


Wisconsin produces more dairy products than any other 
. these farmers catch on fast .. . and are quick to 
. . that are profit-makers 


103 years. 


year in almost equal proportion. 


@ Advertising can be concentrated in one medium—in the “Ag” 
which reaches 9 out of 10 of the best farm families in the stete. 


WISCONSIN 


... because it serves their 


best interests exclusively! 


Wisconsin farmers know the ‘‘Ag”’ is their 
farm publication; it has been published 


just for them for more than a century. 


That’s why its 


It’s local, timely, speaks their language. 


coverage and cover-to- 


cover readership are so amazingly high 
. why it’s your best medium in this 
top farm market. 


riculturist AND FARMER 


Gri M. PIERCE, Publisher, Racine, Wisconsin 
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editorial action 
be 


An ear for overtones . . and guts to report facts 


It was a “clean beat” from the beginning—the story of the Duane Jones case 
which broke first in Advertising Age in its July 9, 1951, issue. As the mutter of 
rumor broke into a roar of charge and counter-charge, it was only in Ad Age 
that each somewhat melodramatic development was reviewed as it occurred, in 
complete detail. 


As always when the news is not pretty, the voice of the Ostrich was heard 
in the land, crying “Why wash advertising’s dirty linen in public?” Perhaps some 
of our contemporaries heeded these wails; or perhaps they simply hoped that the 
Jones case would go quietly away of its own accord. Even when the affair 
reached the eventual climax of a public trial, only Ad Age (to the best of our 
knowledge) had a reporter present from opening day throughout the trial until 
the final handing down of a decision which is certain to be one of the landmarks 
in advertising history. 


Because they saw clearly from the first that the far-reaching significance of its 
developments (especially in the matter of the court decision) might vitally 
affect the interests of every Ad Age reader, advertiser and agency man alike, our 
editors printed more than 60 stories on the Jones case. They reported every facet 
completely, promptly, objectively and often exclusively; and wrapped it up at the 
end with an editorial interpretation of the significance of the judge’s decision. 


Here was editorial action at its most alert, most forceful, most useful—the kind 
of action that makes leaders readers. 
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reader reaction 


"*. . the most valuable publication . .’’ 


Do advertising people want the whole truth in the news, or do 
they prefer it tastefully shrouded in whitewash? A quote from 
one letter out of many which came in pretty well sums up the 
majority attitude (it’s Phelps Johnston, vice president of Camp- 
bell-Mithun, Inc., speaking): 


“Your Duane Jones coverage has made me clear in my own 
mind as to the personalities and issues involved. I think it is im- 
portant for me as an agency man to have this information. I 
think you have performed a distinct service to all agency men 
who are seriously interested in their business by printing it. 
. . » Advertising Age continues to be the most valuable pub- 
lication that comes to my desk. The excellence of the Jones 
coverage is only one of many reasons why.” 


A sixth sense for the significant 


Did the case deserve the full and detailed treatment which 
Ad Age alone among publications in this field gave it? Here’s 
what Space & Time had to say several weeks following verdict 
of the jury: “POSTSCRIPT TO THE DUANE JONES CASE 
—This news letter was amused the other week, but not un- 
sympathetic, when Ad Age pelted itself with posies for the best 
reporting job in connection with the Duane Jones trial. Such is 
the nature of business journalism that on occasion only the self 
toot assures notice being taken. Actually Advertising Age reaped 
more spontaneous kudos than it knows.” 


reader action 


Every page can start something 


It’s not just the big features like the Jones story which ring 
bells and light lights all over the advertising industry. Ad Age 
readers find stimulus to action on almost every page of every 
issue—and how they react to it! A few samples of how: 


“It seems everyone, but everyone reads Ad Age if the calls 
and comments I have had about it (picture published of loca- 
tion shooting of movie) are any criterion.” That’s George Wolf, 
manager of radio and television programs for Foote, Cone & 
Belding in New York. (Now Geyer’s radio TV director). 


“our committee (Chamber of Commerce of the New Orleans 
Area) set to work to produce a circular that would be the 
answer to the need for a brochure that would step out and 
away from all the old bromides . . . aim has been accomplished 
with most of the credit to go to Ad Age for its publication 
of the Santa Clara University critique,’ says agency head 
Robert Kottwitz of New Orleans. 


E. P. Wilder, sales promotion manager of Elgin National 
Watch Company of Elgin, Illinois, sends a mailing piece featur- 
ing Ad Age’s front page. 


Burritt Wheeler, commentator on Station KFI, Los Angeles, 
puts on a blast at “bait advertising” in the appliance field— 
a long quote on the subject from Ad Age is the major basis of 
his remarks. 


Herbert Sialker, agency head from Flint, Michigan, thanks 
us for permitting use of a photo, and says, “ . . greetings to 
all of you who are making AA AAI.” 


“We still wonder how you get so much hot news into print 

. continue to be so much ahead of any other publication 
in the field in this respect week after week.” That’s how Vice 
President G. M. B. Stick of F. X. Cooper Company, Glenarm, 
Maryland, feels as he writes in to buy an extra copy of AA. 


Readers don’t just read Ad Age—they use it! 


circulation action 


Counting noses is not enough 


It’s fine to be first in the field in circulation, which Ad Age is. 
But we've always felt that “who” and “where”, and the dif- 
terence between being merely “received” or really “read”, 
were a lot more to the point than simply “how many”, when 
it came to measuring the true value of a publication to its 
advertisers. 


These vital facts, not shown in circulation statements, are 
revealed through reader-preference studies directed to people 
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has 
What values do these surveys show that you can’t find on 


RE CEES NRT SOT f Dic chro Dice a aac TR ih re US Visa 


Read Read Never 

Regularly Occasionally Read 

Advertising Age ........238 147 72 
Western Advertising ....171 194 92 
Printers’ Ink ..........155 175 127 
Advertising Agency .....134 135 188 
Te se enabedenssocds VOM 155 199 
Sales Management ...... 59 156 242 
Pe rrrrere Tere . 57 147 253 
Daily Variety .......... 86 113 258 
Broadcasting-Telecasting . 74 109 274 


It makes no difference where! East or West, North or South, 
Ad Age is preferred reading for those w 
portant in advertising decisions. 


ad action 


Ask the man on the sales front 


You don’t even need a readership study to tell you why Ad 
Age is the Number One spot for concentrating your promotion. 
Just ask the men on your firing line—your salesmen. They see 
AGE in action, on the desks of the people who count. They'll give 
you the right answer—straight from the sales front—just like 
the answer Promotion Manager Faust got from The Elks Maga- 
zine salesmen. 


MAGAZEN E 


FirTY EAST FORTY-SECOND STREET, NEW YORK 17, N. Y. 


EOWARD FAUST 


PROMOTION MANAUS 


Recently I had occasion to make a reappraisal 
of the various publications devoted to the 
advertising business, and in the course of 
doing this canvassed the opinions of members 
of our advertising sales staff, The staff 
consists of five members and a representa- 
tive, It will interest you to know that the 
opinions expressed were all highly favorable 
to our use of Advertising Age as a medium 
for Flks Magazine promotion, Among opinions 
were, and I quote: "I read it every week— 
like it very much," "It certainly is the 
industry's journal," 


As a promotion man, it pleases me to know 
that our men, to whom we look to keep our 
linage up, feel that our use of Advertising 
Age contributes a constructive force toward 
their sales efforts, 


Batson Manager 


It makes good sales sense to rely heavily on the biggest and most 
powerful medium for communicating your values to those who 
have voice in advertising decisions—the men of action. 


~ advertiser reaction 
VV 
The swing is to AGE—for ad action 


Some view display of linage firsts and gains by media as horn 
blowing, but for shrewd buyers, they have meaning. They are 
barometers—indicating trends—and showing the consolidated 
judgment of many advertisers and agencies as to the com- 
parative values of media in the same field. 


Ad Age's records speak for themselves in big voice. In 
1952 Ad Age carried 2,728,649 lines of advertising (classified ex- 
cluded) —1,267,406 lines more than the 2nd paper—43.87% of the 
total linage in a 5 paper field—and gained 135,590 lines, more 
than double the net gain of the 4 others combined. 


The 5-year 1948-1952 record shows a gain of 402,675 lines 
for Ad Age and a loss of 290,283 for the 2nd paper. 


In the first 6 months of 1953, the same trend continues—except 
that the swing is more pronounced, with 1,458,674 lines going to 
Ad Age. 


Linage gain and loss record, and % of total combined linage 
for the first 6 months of 1953 vs. same period 1952 


Advertising Age +86,975 


Advertising Agency — 15,883 


Printers’ Ink —44,485 


Advertising A 
- 46.5% . 


Sales Management — 672[ 


~93,121 


Sales gol 
17.8% 


Your promotion gains in effectiveness when it’s in 
the swing of things —and the big swing, among 
readers and advertisers alike, continues to be to 
Ad Age for action. 


_important 


to important people 
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who, regardless of title, are known to have important voices 5 
Bo | 
a 
slide-rule? Plenty! For example, in an area where Ad Age is ; 
not first in circulation, the Los Angeles advertising weekly, 
Media-Agencies-Clients, questionnaired 1,379 voices in advertis- 
ing, 801 in agencies and 578 representing advertisers, on their 
trade paper reading. Following is the readership score of the 
| top nine as rated by 457 respondents, 350 of which represented 
agencies and 107 advertisers: 
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FRED GETS FIRST—Susan Karstrom of Science Research Asso- 
ciates, herself winner of a certificate in the Chicago Art Direc- 
tors Club’s fourth annual fine arts show, presents the first award 
to Fred Boulton, v.p. and director of creative services of J. 
Walter Thompson Co. Onlookers include James Sherman (left), 


leries. 


THE GOOD OLD DAYS—Recapturing some of the spirit of a bygone era, guests at 

the Vacuum Cleaner Manufacturers Assn. party came in costumes like these, worn 

by (left to right) Joseph C. Hoover, new president of Hoover Co., Canton, O.; Mrs. 

Hoover, and Mr. and Mrs. Henry W. Burritt. Mr. Burritt is president of Eureka- 
Williams Corp., Bloomington, Ill. 


when people 4 


program, featuring a two-bottle whisky and gin home-bar gift 
package, includes drinks thot “talk.” Example: “I was just a 


executive art director, McCann-Erickson; 8ill Miller, general 
art director of General Outdoor Advertising and president of 
the club, and (right) Bill Aldrin, art director, Caples Co. The 
fine arts show is currently on exhibit at the Stevens Gross Gal- 


rop There 


about whiSkey 


TALKING DRINKS—Colvert Distillers Corp.'s fall advertising poor mixed up Manhattan ‘til | switched to Calvert!’ That's 
E. E. Guttenberg, advertising director, telling a sales meeting 
all about it. Lennen & Newell is the agency. 
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October 12, 1953 
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HELPING HANDS—So that their new office building at Ninth and Inca St., Denver, 
will get done faster, these four executives of Wayne Welch Inc. went over to help } 
with the bricklaying. Left to right are Jeff Armstrong, executive v.p. of the agency; } 
Jean Toole and Austen McKenna, account executives, and Wayne Welch, president 

of the agency. 


STYLISH—Underneoth the snappy peaked tam and dark glasses is Ted Little, 
president of Campbell-Ewald Co., Detroit, who went out to the General Motors 
proving grounds to try out the new Chevrolet Corvette. The GM division plans to 

make 12,000 of the sports cars in 1954 and thinks twice as many could be sold. fF 


8 a 
SPECS APPEAL—Noncy Ann Miller shows 
why she was chosen Miss Specs Appeal of 
1953 in a national contest sponsored by 
Bausch & Lomb Optical Co., Rochester, to 
find America’s prettiest four-eyed model. 


GRAND OPENING—As one of his last official duties as governor of California, 
Earl Warren (left), new Chief Justice of the Supreme Court, was the principal 
speaker at dedicatory ceremonies for KJEO, new Fresno television station. Con- 
gratulations are being exchanged here between Justice Warren and Mr. and Mrs. 
J. E. O'Neill, owners of the new station which is now operating on Channel 47. 
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FOUR A’S MEDIA MEN—Media committee heads of the American Assn. of Ad- 

vertising Agencies are (seated, left to right) Frank G. Silvernail, Batten, Barton, 

Durstine & Osborn, broadcast media; H. H. Dobberteen, Foote, Cone & Belding, 

media relations, and H. H. Kynett, Aitkin-Kynett Co., newspapers. Standing are 

J. J. Hartigan, Campbell-Ewald Co., outdoor and transportation; H. E. Cassidy, 

McCarty Co., business papers, and William E. Steers, Doherty, Clifford, Steers & 
Shenfield, magazines and farm publications. 
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She’s a smart shopper. . . thrifty . . . drives a hard 


bargain. She’s the girl you have to sell today . . . and it 
isn’t easy. Sometimes, when you try to catch 
her eye, you think she’s wearing blinders. 
That is why you will be interested in our services in a very vital 
phase of your advertising . . . advertising at the point-of-sale. 
We’re experts in this field of advertising. It’s our 
one and only business. We know how to stop shoppers and 
get action, where your whole marketing program 
finally must pay off. . . at the point-of-sale. 
Our nationwide staff is ready to serve you... fora 
single display job, a special promotion or a year-round 
program. Let us help you get more results from your 


advertising at the point-of-sale. 


Write now for Idea File, a kit of samples and success 
stories that have paid off at the point-of-sale. 
Chicago Show Printing Co., 2640 N. Kildare, 
Chicago 39; 400 Madison Ave., New York 17. 
Offices in principal cities. 
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ing * Lithographed displays for indoor and outdoor use 


ng, ae a 
are ; * Cardboard Displays + Cloth and Kanvet Fiber Banners and Pennants * Mystik® Self-Stik Labe!s 
". * Animated Displays * Mystik® Self-Stik Displays * Econo Truck Signs Auvertising. t th e PO I NT- O F o SA LE 


* Stanzall Outdoor Signs * Mystik® Can and Bottle Holders * Booklets and Folders 
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American Ad Art Is 
Touring Europe as 
Propaganda Weapon 


Lonpon, Oct. 6—American ad- 
vertising art is being used in Eu-| 
rope as a propaganda weapon by | 
the State Department. | 

The U.S. Information Service, | 
a State Department branch, is | 
carting from city to city some 350 | 
exhibits picked from 8,000 entries | 
submitted to the Art Directors, 
Club of New York. 

The show first appeared in Lau- | 
sanne, Switzerland. Last week it 
closed a 13-day stand at the Lon- 
don offices of the Institute of 
Incorporated Practitioners in Ad- 
vertising. 

This week it opens at the Hague 
in the Netherlands. 


® In addition to regular space ads, 
the exhibit includes unusual pro- 
motion pieces and illustrations of 
magazine stories. The exhibit is 
enhanced by having not only the 
end products—the ads themselves 
as they appeared in print—but 
more than 270 original drawings 
and paintings from which the ads 
were done. Thus, the exhibit has 
attracted the attention of bona 
fide art critics as well as adver- 
tising people. 

Clifford Bloxham, agency head 
and president of the Advertising 
Creative Circle here, called the 
exhibit “a magnificent demonstra- 
* tion of courage in advertising.” 
Mr. Bloxham said the exhibits 
proved that it pays to avoid ster- 
eotypes in words and pictures. 

This is the first comprehensive 
selection of American advertising 
art to be shown in Europe. 


® Visitors to the exhibit were im- 
pressed by the significant repre- 
sentation of media promotion 
pieces, particularly from the ra- 
dio-TV networks. Columbia Broad- 
casting System had no less than 14 
entries in the show. National 
Broadcasting Co. had six and Mu- 
tual Broadcasting System two. 

There were three ads from the 
Great Ideas campaign run by Con- 
tainer Corp. of America. Abbott 
Laboratories also had three ads in 
the show. 

The agency with the biggest rep- 
resentation was N. W. Ayer & 
Son, with nine entries (including 
the three CCA ads). 

In the field of magazine illustra- 
tion, Town & Country was repre- 
sented six times under the banner 
of art director Anthony J. Mazzola. 


NARTB Names 7 to Committee 


Seven television broadcasters 
have been named to serve on the 
National Assn. of Radio and Tele- 
vision Broadcasters television cir- 
culation study committee. They are | 
Campbell Arnoux, WTAR-TV, | 
Norfolk, Va.; Richard A. Borel, 
WBNS-TV, Columbus, O.; Ken- 
neth L. Carter, WAAM, Baltimore; 
Clair R. McCollough, WGAL-TV, | 
Lancaster, Pa.; J. Leonard Reinsch, 
WSB-TV, Atlanta; Donald W. 
Thornburgh, WCAU-TV, Philadel- 
phia; Lee B. Wailes, Storer Broad- | 
casting Co. A chairman will be ap- 
pointed from this group. 


WCUE Increases Rates 


WCUE, Akron radio outlet, has | 
increased its base rates 50%. The | 
50% hike affects both program) 
and spot rates, with the exception | 
of saturation spot packages, where | 
the increase is approximately 25%. | 
At the same time, the station has) 
instituted the 2% cash discount. | 
Forjoe & Co. represents the sta- 
tion. 


Consolidated Boosts Tape 


Consolidated Trimming Corp., 
New York producer of trimmings 
for all purposes, this fall will use 
12 magazines and a booklet called 


“J,002 Decorating Ideas,” to pro-. 


mote its Bestpleat pleater tape. 
Fractional pages in b&w will be 
used. James P. Sawyer Inc., New 
York, is the agency. 


Sets Spray Net Promotion 


Helene Curtis Industries Inc., 
Chicago cosmetic maker, will use 
page ads in McCall’s, True Story 
Women’s Group, and Woman’s 
Home Companion, plus “Down 
You Go” (DuMont) for a special 
holiday promotion of Spray Net. 
The promotion will highlight a 
special combination package of 
Spray Net with Stardust, both for 
$1.25, the regular price of Spray 
Net alone. Ruthrauff & Ryan, Chi- 
cago, handles Spray Net. 


West Opens Consulting Firm 


J. W. West, for the past 13 years 
general manager of the Times- 


Ad 


Quick Lunch Chain’s 
Own Blend of Coffee 
Will Get Ad Push 


New York, Oct. 6-—Chock Full 
O’Nuts, local quick lunch chain, 
is about to start a year-long pro-| 
gram of advertising to promote 
sales of a new vacuum pack of its 
private blend coffee. The chain | 
now sells 3,000,000 cups over the 
counter each month. 

Newspapers, radio, television | 
and subway cards will be used in 
the metropolitan area, the cam-| 
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ground systems. The Saturday 
night 11:15 show over WNBT has 
already begun to mention the new 
product “coming soon to your 
grocer,” and later this month TV 
coverage will be expanded to in- 
clude a schedule of 20-second ani- 
mated spots through both day and 
evening hours. 

Frederick-Clinton Co. is 
agency. 


the 


Goldmark to Tracy, Kent 
Adolph Goldmark & Sons, im- 
porter of products made by L. 
Rose & Co. of England, has named 
Tracy, Kent & Co., New York, to 


: handle advertising for Rose’s lime 

15 with a juice and Rose’s lime marmalade 
in the U. S. Newspapers, maga- 
; zines and radio will be used. Er- 
\edly the first such spread ever win, Wasey & Co., New York, is 
/used by an advertiser. On the the previous agency. 
| Flexonics Promotes Wells ‘same day, ads will appear in 21| 
Nickenig to John Cullen Co. | Thomas K. Wells, sales manager Other newspapers in the area. The ‘Drilling’ Rejoins NBP 

Charles F. Nickenig, formerly | for the Bellows and Aircraft divi- opening announcement will be fol-| Drilling, published by Associ- 
advertising and sales promotion sions, has been promoted to gen- lowed up on a weekly basis in| ated Publishers Inc., Dallas, has 
manager of Northern Ohio Appli- eral sales manager of Flexonics gj) 22 papers. /reinstated its membership in Na- 
ance Co., Cleveland, has joined the Corp., Maywood, IIIl., maker of 'tional Business Publications, 
Cleveland office of John W. Cullen flexible metal hose, metallic be- ; ._, Washington. The monthly is a 
Co., publishers’ representative, in lows expansion joints and air- ® Double size cards will run in Controlled Circulations Audit 
a sales capacity. craft components. /subway cars of all three under- member. 


News, Kingsport, Tenn., has R. M. BUDD, general cdvertising manager paign breaking Oct. 
formed his own newspaper con- since 1931, has been promoted to v.p. in spread under two facing comic 
sultant office, Newspaper Con- charge of advertising of Compbell Soup ctrins in the Daily News, report- 
sultant Service, at 1507 M St., Co., New Toronto, Ont. 

N.W., Washington. 


hit the jackpot in September 


6 NEW 
HXCLUSIV E 
MARKETS 


Not covered by other major syndicated Sunday magazines 


No. 37 « EVANSVILLE, IND. Sunday Courier and Press (Starting Sept. 6) 
No. 38 « FORT WORTH, TEXAS Star Telegram (Starting Sept. 6) 

No. 39 « BEAUMONT, TEXAS Sunday Enterprise (Starting Sept. 13) 

No. 40 ¢ WHEELING, W. VA. Sunday News-Register (Starting Oct. 4) 

; No. 41 « CHARLESTON, W. VA. Daily Mail (Starting Oct. 11) 


No. 42 « SIOUX FALLS, S. D. Daily Argus-Leader (Starting Oct. 18) 


PARADE’S 6 NEW MARKETS ADD 541,064 CIRCULATION AND $1,361,422,000 RETAIL SALES 


. 
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Sales and PR Notions... 


e The world series was a timely 
peg upon which to hang a promo- 
tion, Hewitt Soap Co., Dayton, be- 
lieved. The company, which makes 
private brand soap products, some 
of which are used as advertising 
premiums, produced a premium for 
its own use. 

A soap cake just under 3x3x34” 
was cast showing an umpire end- 
ing a rhubarb with a _ batter. 
“G’wan to the shower” was the 
legend on the soap. 

A cellophane-paned box simul- 
ating a TV receiver housed the 
soap. The mailing cover, in turn, 
resembled a TV packing case. 


e A unique puzzle device was used 
by the Weis Co., Monroe, Mich., 
manufacturer of office files, to 


bring prospects back to its exhib- | 


Merchandising Devices 


it at the recent stationers conven- 
tion trade show. 

About 6,000 copies of a card- 
board jig-saw puzzle were distrib- 
uted. A silver dollar was offered 
for the return of each puzzle show- 
ing a specific item in the Weis line. 
Company spokesmen said the pay- 


| 
| 


off was controlled by limiting the) 


number of puzzles with the re- 


quired pieces to about 1,000. Each | 


puzzle was numbered so that a 
winning copy could collect only 
once. 


,@ Community _ relations 
theme of a new 


is the 
General Motors 


booklet. The 32-page guide, “GM. 


| Lives Here,” is intended to help 
‘employes help maintain the com- 
pany as a good industrial neighbor. 

It lists 67 examples of different 
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PRIZE PUZZLE—This jig-saw puzzle was used to bring prospects back to the sta- 

tioners convention trade show exhibit of the Weis Co. The number of winners was 

controlled through a requirement that specific pieces of the puzzle were needed to 
collect a silver dollar. 


things the firm has done to build! Some of these tell how GM heated 
good relationships in communities. a hospital during a coal strike and 


power 


speaks for itself. More markets . 


These new Parade markets boost the total 
reached by the Big Three syndicated 
Sunday magazines to 73—a new high. 


Nearly half of these—35 to be exact—are 
Parade exclusives, reached by no other in 
the field. This Week has 12 exclusives — 
American Weekly has 4. 


Any way you measure it, Parade’s growth 
is phenomenal. Look at these giant strides 
since 1946: 


CIRCULATION ... more than doubled 
ADVERTISING .... increased fivefold 
NEW MARKETS... Parade has added 
23 of the 31 added 
by the entire field 


Now, even more than before, Parade’s 


more unduplicated coverage . . . lower cost. 
It’s the must buy in syndicated Sunday 
magazines. 


Distributed by 


42 


fine newspapers 


Sot Gtientanen 5,863,198 


67 


|}how plants sponsor youth activi- 
ties. 

The booklet also tells plant man- 
/agers how to conduct plant tours, 
| set up industrial exhibits and con- 
duct other forms of public rela- 
tions. 


e@e When Men's Hats Inc., Balti- 
more, prepared to introduce its 
1954 spring and summer line, Jack 
Noahson, v.p. in charge of sales, 
decided it included everything 
“from soup to nuts.” 

So, in announcing the new line 
to dealers, he mailed packages con- 
taining a can of tomato soup and a 
can of peanuts, plus a card pro- 
claiming, “The Hopkins straw hat 
line for 1954 has everything” from 
soup to nuts. 


e “Digest for Newcomers” is a 
public service booklet that has paid 
promotional dividends to the First 
National Bank of San Diego. The 
20-page booklet covers automobile 
ownership, taxes and other topics, 
in each case pointing out differ- 
ences between California law and 
that of other states. 

The booklet is promoted through 
TV, radio, newspapers, outdoor, 
car cards and direct mail. 


Two Elected Agency V. P.s 


Andrew B.-Meldrum and Wil- 
liam K. Northrup have been 
elected v.ps of Meldrum & 
Fewsmith, Cleveland. Mr. Mel- 
drum is a son of the late Barclay 
Meldrum, one of the agency’s 
founders. He has been with the 
agency since 1946 and is an ac- 
count supervisor. Mr. Northrup 
joined the agency in August, 1948, 
and was made head of the agen- 
cy’s sales promotion department 
when it was started in 1951. 


B. B. Rol-Rex to Bow 


This month, B. B. Pen Co., New 
York and Hollywood ball point 
pen maker, says it will spend $2,- 
000,000 to introduce its new B. B. 
Rol-Rex pen. Announcements will 
be made through “The Georgie 
Jessel Show,” Sundays over ABC- 
TV, and through newspapers, Sun- 
day supplements, radio spots, mag- 
azines and trade publications. Hil- 
ton & Riggio is the agency. 


Ad Typographers Elect 


Carl H. Ford, J. W. Ford Co., 
|Cincinnati, has been elected pres- 
ident of the Advertising Typogra- 
phers Assn. of America. Other 
|officers elected are Walter T. 
Armstrong, head of the Philadel- 
'phia firm bearing his name, v.p., 
-and Mrs. E. W. Shaefer of Tri- 
'Arts Press, New York, treasurer. 


SPECIAL SERVICES FOR ADVERTISERS include 
a Mailing Service, covering dealers and supply 
jobbers; free listing in the “Rep Digest” which 
goes to field representatives seeking lines, free 
lists of jobbers and of field representatives and 
agents; the “Merchandising News” monthly news 
letter to sales executives, and a continuing pro 
gram of market research which provides informa 
tion that permits us to help any advertiser wish 
ing to know about this field. 

in 1952 FUELOIL & OIL HEAT’s staff made 56 
speeches to various groups in oilheating and fuel 
oil activity, or to audiences wanting information 
on the industry. Our Editors wrote texts for 4 
school courses sponsored by various Associations, 
and copy for two booklets used by local associa 
tions to interest highschool boys in oil heat work 
We also published a Boiler Reference Book, giving 
ratings on over 10,000 heating boilers; a Radia 
tion Reference book for estimating heat losses, 4 
Directory of oilheating manufacturers, a Specif: 
cations book of Oilburners (about 4500 models), 
and tens of thousands of reprint books with titles 
such as “Heading Off Trouble”, “Oilheating 
Snags”; “Fueloil Handling”; “Wall Flame Rotary 
Oilburners”; “Low Pressure Burners” etc 


fueloil & oil heat 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrroy Hill 2.4786) 
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Sun Dealers Enthusiastic, 
Ad Manager Says of Campaign 
To the Editor: We have read 
with considerable interest the 
article on page one of the Sept. 21 
issue of ADVERTISING AGE about our 
current Blue Sunoco advertising 
campaign. 


We do not take issue with the) 
is desirable for | 


premise that it 
dealers to be fully briefed by the 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 
ante of 
‘sana lima, Obie, U.S.A. 
*Trode marks Reg. U.S. Pot. OF. 


time ads run. But we do take issue 
with the article in several other 
respects, particularly with the in- 
accurate and misleading headline, 
with the very inaccurate descrip- 
rtion of Blue Sunoco gasoline and 
our marketing policy as stated in 
the next to the last paragraph 
which reads: 

“New Blue Sunoco is colored 
blue and has more Ethy] lead in it 
than most regular gasolines. Sun 
Oil introduced its ‘new gasoline’ 
with much ado more than a year 
ago and hailed the new fuel as a 
great success. Reason for the New | 
Blue Sunoco was to place its gaso- 
line in competition with other high 


sells at regular gas prices.’ 


Actually, Blue Sunoco’s high oc- 


Western 
Union 
delivers 


everything 


but babies* 


Gifts, samples, displays, advertising literature and 
other material get priority attention when deliveries 

are made through Western Union’s Distribution Service. 
Each item is delivered ‘‘ person-to-person’’—is bound 

to reach the right person every time. 


Beats competition, too! As the amount of mail- 
delivered matter grows greater every day, Western 
Union’s Distribution Service can give special impact to 


your material. 


Available in more than 2,000 cities throughout the 
United States, this service can be timed and geared to 
the specific national, regional or local requirements 

of your merchandising campaigns. Anything can 


be delivered—any time. 


Explore the advantages fully—then you'll use Western 
Union on your next distribution job. Get complete details 
today from your nearest Western Union office. 


*On occasion, we have 
even done that, too! 

The most recent case 
was in New York City, 
on November 22, 1952 


WESTERN 


UNION 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are weicome. 


ptained not by 

but rather by 
vent in catalytic 
s refineries. Sun 
development of 
and it has con- 
industry in the 
. The most re- 
- U.S. Bureau of 


tane number is 
“more Ethyl lez 
Sun’s huge inve: 
cracking units in 
pioneered in th 
catalytic crackin 
sistently led the 
use of this proc 
cent survey by t! 
Mines of motor g solines marketed 
in the U.S. shows that the average 
tetraethyl lead content of regular 
gasolines was 85% 


greater than) 


that of Blue Sunoco. The average | © ==" 


pen content of premium gasolines | 


was 113% greater 
| Blue Sunoco. Less than 6% of the | 
| samples reported by the Bureau of | 


than Blue Sunoco. 


than that of | 


test brands, even though it still; Mines were lower in lead content | ‘tions is, 
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A Mayor Warer Lifeline Now Links 
Los Angeles With The Colerade River 


oo EE 


YOUR Cadac DEaeR 


COINCIDENCE—30-year dreams come true in two ads which appeared concurrently 
in newspapers of the Los Angeles area. 


significant. 
knew the 


we believe, 


And if the “dealer” 


Sun’s consistent policy over the Sunoco story, as Mr. Case infers, 
last 25 years has been to market | qnq did not pass it on to attendants 
only one grade of gasoline, to sell | | who are in direct contact with cus- 


it at regular gasoline prices, but | 
to make it competitive in perform- 
-ance with other high test brands. 
| Your headline reads “Sun Oil 
Dealers Unimpressed by Ad Claim- 
ing Sunoco Beats Competition,” 
yet the article contains not a single 
reference to an interview with 
even one dealer. This must have 
been a careless oversight in view 
of ADVERTISING AGE’s reputation for 
objective reporting. 

But incredible to us is the fact 
‘that ADVERTISING AGE would give 
such prominence to a story based 
on interviews with attendants at 
‘only five out of approximately 200 
|Sun stations in the Philadelphia 
"area, to say nothing of the thou- 
sands of Sunoco dealers through- 
out our marketing territory. Any- 
one familiar with accepted opinion 
polling techniques would not con- 
sider interviewing at only five 
stations significant, particularly 
when at none of the five were the 
dealers themselves contacted and 
the statements of only their em- 
| ployes were accepted. 

It has always been our belief 
that the public welcomes and re- 
sponds to advertising that offers 
‘factual data in support of claims 
about the product advertised. The 
advertisement to which your arti- 
cle refers is strictly accurate, based 
on the U.S. Testing Co.’s inde- 
pendent report of tests conducted 
by that reputable organization and 
was examined by them before pub- 
lication. 

The 


best measure of a 


| 


cam- | 


paign’s success is sales results. We | 


can assure you that we are thor- 
oughly satisfied with the success 
of the campaign to date. Checks 


made with a large number of our | 


dealers in the past several weeks 
indicate great enthusiasm for the 
campaign and its effect on their 
individual businesses. 

We would like to suggest that, if 
you are sincerely interested in an 
evaluation of our recent advertis- 


ing campaign, you survey our serv- | 


ice station outlets in a manner 
that is more consistent with gen- 
erally accepted methods of opinion 
research. 


We think it only fair that in your 


next issue you give this letter equal 
prominence to your article in order 
to correct the inaccuracies and 


misconceptions your article must. 


have created regarding the quali- 
ty and value of Blue Sunoco gaso- 


line and the effectiveness of our 


current campaign. 
Storrs J. CAsE, 

Advertising Manager, Sun Oil 

Co., Philadelphia. 

AA erred in referring to Ethyl 
lead content of Blue Sunoco, and is 
sorry. But AA does not apologize 
for its sampling technique. The 
user, invited to ask his dealer a 
question, does not take a scientific 
cross-section; and neither did AA. 
The fact that the “right answer” 


was not forthcoming at five sta-, 


tomers, a communications break- 
down is indicated. 


Dreams Come True— 
|\Same Time, Same Place 


To the Editor: Attached are 
proofs of a newspaper advertise- 
ment prepared by Ruthrauff & 
Ryan, Los Angeles office, which 
appeared in eight metropolitan 
dailies in this area for the Los An- 
geles Department of Water and 
Power. Also attached is proof of a 
newspaper ad which appeared con- 
currently in the Los Angeles news- 
papers for Cadillac and which was 
undoubtedly prepared by Cadiilac 
agency, MacManus, John & Adams 
of Detroit. 

This is another one of those al- 
most perfect coincidences which 
now and then appear. Under the 
circumstances they both make 


sense as the copy goes on to ex- 
plain. 
RICHARD JAMES, 
Ruthrauff & Ryan, Los Ange- 
les. 
o * a 

General Education Comes 
Before Degree in Specialty 

To the Editor: The note of cau- 
tion in your recent editorial, ‘““De- 
grees in Advertising,’ impressed 
me as good evidence that ADVERTIS- 
ING AGE doesn’t jump off the deep 
end every time an apparently 
laudable proposal comes up. I was 
especially pleased with your sound 
comment, “One of the things which 
seems to counsel a bit of patience 
and caution, as far as degrees in 
advertising are concerned, is the 
fact that none of the schools that 
seem to be in the forefront in ad- 
vertising education offer degrees 
in advertising. And certainly the 
quality and adequacy of the 
courses given is more important 
than the name of the degree in 
which they result.” 

Colleges worthy of the name seek 
to keep abreast of modern needs 


**Here’s a gimmick planted by some joker 


from Jersey. It says Essex County has 
more retail business than any of the 7 


mountain states we’ve been diggin’ in.” 


Nuwar 


Doiky and 


Represented nationally by O'Mara & Ormsbee, Inc. 
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NEWARK, NEW JERSEY 
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tly 


and developments, but they avoid 
becoming business colleges and 
trade schools in the narrow sense 
by insisting that specialized train- 
ing (call it professional if you like) 
be offered only in connection with 
a liberal arts background. Our ra- 
tio at the University of Washing- 
ton School of Communications is 
one-third techniques and two- 
thirds general college education. | 
Most mature persons will agree 
with this principle as the only safe 
way to see that young people are 
not short changed by too much 
specialization at the expense of) 
their general education. 

We offer a sequence in advertis- 
ing which was set up seven years 
ago with the assistance of an ad- 
visory committee from the Seattle 
Advertising and Sales Club. It has 
proved highly satisfactory in this 
area, and the agencies and other 
branches of the advertising indus- 
try have gladly hired all of our| 
graduates. Our general plan has 
been copied elsewhere, which we 
consider good evidence of its ef- | 
fectiveness. 

It would be easy to over-special- 
ize by offering training and even 
degrees in circulation, advertising, 
classified advertising, etc., but the 
industry and the students would be 
paying a high price for the vanity 
of such degrees. We prefer to offer 
advertising training in reasonable 
amounts, but accompanied always 
by a well rounded college educa- 
tion. After all, the college grad- 
uate needs further training on the 
job in any event, and if he is not 
reasonably educated the specific 
degree will soon prove a ate 

| 


thing indeed. 
VERNON R. Frost, 
Director, School of Communi- | 
cations, University of Wash- | 
ington, Seattle. 


Makeup Man At It Again 
To the Editor: The attached 
[from Parade] hit me right be- | 
tween the eyes with the thought, 
“My, what big feet you have.” 
Just wondered if it might not 


} 
| 
s | 


Johnac 
HARD 


: 
Se | Gio 
Oe he eee 

Woy tee RY 8 we co 


have had the same effect amongst 
some of your other readers? 
STUART J. OSTEN, 
Publisher’s Representative, 
Chicago. 


Treasury Praises Media for 
Big Boost to Bond Sales 

To the Editor: The magnificent 
record of the media of advertising 
and promotion, as revealed in the 
11th Annual Report of The Adver- 
tising Council, shows how well the 
sales power of advertising has been 
used in the public interest. 

The Treasury Department is 
deeply grateful for the contribu- 
tions which have made its cam- 
paign for United States savings 
bonds so outstanding. Both Presi- 
dent Eisenhower and_ Secretary 
Humphrey have expressed their 
thanks. We are also appreciative 
of the patriotic generosity of Ap- 
VERTISING AGE in publicizing the 
cooperation of the advertising in- 


| Model Turkey” pictured with Jean 
|Chapman on Page 86 of your 


dustry to the bond program. -, me 

We hope we can correct an er- ; a ae 
ror in the report which was made 
in estimating the value of the con- 
tribution to savings bonds during : th car ' 
the vear 1952. To the best of our ina 
knowledge, the donations of time 
and space in the various adver- 
tising and promotion media which 
contributed to the sale of savings 
bonds is considerably in excess of 
$50,000,000. 


hings look good on WCBS-TV 


= pane 7 
" a 
Sat . i. 


Extinu E. Harris, 
Director, Advertising & Pro- 
motion, U. S. Savings Bonds 
Division, Treasury Depart- 
ment, Washington, D. C. 
e e e 


He's a She 
To the Editor: Re: “Tom, the 


~PreenWax | 
for instance. . 
6,469,056 times 


aotmee 


a) 


wees rieers 
CIMOLEVUA 


Sept. 21 issue. 

Frankly Sir, Tom is no Tom, he 
is a she, as any Minnesota Apple- 
knocker knows. 

Jor Cook, 

Sales Promotion Manager, 

KSTP, St. Paul-Minneapolis. 


THE WORLD’S BEST SHOOTING 
IS IN SOUTH DAKOTA 


SEASON OPENS OCT. 17...COUNTY STAMP REPEALED 


Here are South Dakota’s hunting rules... 
compiled for your hunting trip informa- 
tion. The season is 30-days in counties with 
the greatest density of birds. Daily limit is 
three cocks in most counties. Non-residents 
can ship 15 pheasants home on their $20, 
10-day license. Also, the 1953 legislature 
has repealed the $3 county transportation 
stamp. Bird population is high, shooting 
should be good! 


IF YOU'RE A DEER HUNTER, South 
Dakota has announced a Nov. 1 to 30 
season, 10 days longer than usual. And, 
note this, two deer will be permitted in the 
beautiful Black Hills area. Non-resident 
deer licenses are $35. 


x * * 


Want more hunting facts? Write to any of 
the South Dakota Dailies. 


and...when you're shooting for sales... 
YOU GET A “PERFECT PATTERN” WITH THE SIX S.D. DAILIES! 


Only the S. D. Dailies deliver 85% of all South Dakota homes 


Aberdeen (American News) 
Mitchell (Daily Republic) 


... both rural and urban... and at a combined milline rate 
one-third less than any other media claiming South Dakota 
coverage. Schedule South Dakota, where total income pay- 
ments are 171 per cent above the national average! Use the 
S. D. Dailies for the greatest coverage at the lowest cost. 


WS WAY 
> N 


DAILIES 


Huron (Daily Plainsmman) 
Rapid City (Daily Journal) 


Sioux Fells (Daily Argus-Leader) Wetertewn (Public Opinion) 
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Meredith Annual Report Is Brighter than 
Some: ‘53 Net Earnings Were $3,349,000 


Des Mornes, Oct. 8—The annual | Phoenix. 


report of Meredith Publishing Co. 
for the fiscal year ending June 30) 
not only calls attention to the 50th | 
anniversary of the founding of the 
company by the late E. T. Mere-. 
dith, but records results which 
were remarkably good as com- 
pared with the average for the | 
magazine publishing industry. 
Total revenue for the year was 
$39,009,000, compared with $33,- 
587,000 for the preceding 12-month 
period. Earnings after taxes rose 
to $3,349,000 from $2,939,000 in fis- 
cal 1952. Federal and state income 
taxes amounted to $4,674,000, in- 
creasing from $4,478,000 the previ- 
ous year. Earnings, it was pointed 
out, were 8.6% of revenue, a slight 
decline from the 8.8% chalked up| 
| 


the year before. 


® Advertising revenue of Better 
Homes & Gardens and Successful 
Farming totaled $24,547,000, an in- | 
crease of 12%. “During the past 
two fiscal years,” the report says, 
“Better Homes & Gardens has oc- | 
cupied first place among all big 
monthly magazines in terms of 
both dollars and pages of advertis- 
ing.” 

Circulation revenue of the two 
magazines totaled $7,411,000. an in- 
crease of 18% over the prior year. 

Revenue from _ broadcasting 
properties operated by Meredith 
increased to $3,744,000, represent- 
ing 10% of the company’s total in- 
come, aS compared with 6% in the 
previous year. It operates teievi- 
sion station WHEN, Syracuse; 
WOW and WOW-TV in Omaha, 
and KPHO and KPHO-TV in 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT AND CIRCULATION | 
REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3%, 1933, AND 
JULY 2%, 1946 (Title 39, United States 
Code, Section 23%) 

Of Advertising Age, published weekly at 
Chicago, Ill., for October 1, 1953. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- | 
ness managers are: 
ani, G. D. Crain, Jr., Evanston, 

Editor, S. R. Bernstein, Chicago, III. 

Managing Editor, R. W. Murray, Park | 
Forest, Ill. | 

Business Manager, 
Deerfield, Ill. | 

2. The owner is: (if owned by a cor- 
poration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a_ 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unincor- | 
porated firm, its name and address, as) 
well as that of each individual member, 
must be given.) | 

Advertising Publications, Inc., 200 East 
Illinois Street, Chicago 11, IUlinois, 

G. D. Crain, Jr., 704 Michigan Avenue, 
Evanston, Illinois; G. R. Crain, 704 Michi- 
gan Avenue, Evanston, Illinois; S. R. 
Bernstein and A. . Bernstein, 5216 
Blackstone Ave., Chicago, Ilinois; O. L. 
Bruns and M. S. Bruns, 5826 N. Whipple 
St., Chicago, Illinois; Kenneth C. Crain, | 
238 East 23rd St., New York City; C. B. 
Groomes, 1052 Warrington Rd., Deerfield, 
Illinois; J. B. Miller & M. Miller, 
409 S. Second Ave., Maywood, Illinois; | 
B. G. Rehm and H. M. Rehm, 4308 Church- | 
ill Rd., St. Matthews, Ky.; G. L. Ham- | 
lin and E. K. Hamlin, Route 1, Vandalia, | 
Michigan; Mary C. Sanders, 611 Barton 
Place, Evanston, Il; E. Crain, and | 
E. F. Crain, 909 Foster Avenue, Chicago, | 
Ill.; Jessie W. Crain, Box 2059, Carmel, | 
California; Jane C. Ivie, 549 Addison | 
Street, Chicago, Il. 

3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bends, mortgages, or other securities | 
are: None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the affiant’s full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear upon 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner. 

5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months | 
preceding the date shown above was: | 


; G. D. CRAIN, JR. 
Publisher | 
Sworn to and subscribed before me this 
llth day of September, 1953. 
EDITH M. STEGER 


c& B, Groomes, | 


(Seal) | 
(My commission expires April 3, 1956.) 


of that stateme 
just purchased 
AM-FM-TV, K 
from co-owner: 
The latter properties and Lester E. C: 
were acquired in the 1953 fiscal mated to be in 


year. The company’s applications | of $3,000,000. T: 


for new television licenses were the stations wil] 
withdrawn during the year, the tofore, includin 
report says, but it adds, “This in| bower as v.p. an 
no way affects the company’s poli- and R. W. Ev 
cy of further expansion in broad- Evans, as comm 
casting.” “The report w 

(Underscoring the significance | Bohen, presiden 


_ Meredith has 
Station KCMO 
sas City, Mo., 
Tom L. Evans 
for a price esti- 


1e neighborhood 


management of 
ntinue as here- 
E. K. Harten- 


zeneral manager 


;, son of Tom 
ial manager.) 

signed by Fred 
and E. T. Mere- 


Advertising Age, 


dith, vice-president and general 
manager. 


Hubbs & Howe Names Laub 


David J. Laub has been named 
to the new post of v.p. of sales 
of Hubbs & Howe Co., Buffalo pa- 
per products distributor. 


‘Mrs. Deane Joins ‘Look’ 


Mrs. Marjorie Schlesinger 
Deane, formerly accessory stylist 
at Macy’s, 


‘fashion director, a new position. 


October 12, 


Bay Mtg. Co. to Edwards 


Bay Mfg. Co., Torrance, Cal., 
maker of Bay-Lift, a portable, 
pneumatic end lift for cars and 
trucks, has named Edwards Agen- 


1953 


,ey, Los Angeles, to handle its ad- 
| vertising. Trade publications will 


be used. 


Wright Named ‘News’ A. M. 
Herb Wright, retail advertising 

manager of the New Orleans Item 

since 1950, has been named ad- 


has joined Look as vertising manager of the News, 


'\Camden, Ark. 
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WALLINGFORD, CoNnN., Oct. 6—| 
5 Wallace Silversmiths will launch a | 
d campaign starting in November in| 
eight magazines to introduce 
" Waltz of Spring, seventh pattern 
in the company’s flatware line. | 
The pattern will go on sale in 
4,100 jewelry stores Oct. 15. 

Color spreads will be used in 
Charm, Glamour, Harper’s Bazaar, 
x : House Beautiful, Ladies’ Home 


Advertising Age, October 12, 1953 


Wallace Silversmiths Offers New Pattern 


Screen and Seventeen. 


Full page ads will be used in) 


December issues of the same mag- 


‘since July. These include Jewelry, 
‘Jewelers’ Circular-Keystone and 
| National Jeweler. 


agency. 


azines, showing the same pattern 


/and other earlier patterns of flat- 


ware designs. 


Hutchinson Heads WCOG 


In addition, color pages will be| Gilbert M. Hutchinson, manager 


carried in winter issues of Bride’s 
Magazine, Guide for the Bride and 
Modern Bride. 


and president of WBIG, Greens- 
boro, N.C., until his resignation 
‘last fall, has been named general 


;manager of WCOG, Greensboro. 


Supporting ads have been car-'| He succeeds Virgil Evans, who has 


Ellington & Co. is the advertising | 


Merrell Promotes Mason l 


Joseph R. Mason, assistant sales 
manager, has been promoted to 
merchandising manager of Wm. S. 
Merrell Co., Cincinnati. He will 
now take over the merchandising 
ais products, such as Cepa- 
col. 


KWKH Promotes Watkins ‘NORTH Cc = 
Fred A. Watkins has been pro- - mes — 

moted to assistant manager of SS AROLINA 
KWKH, Shreveport, La. He was) .——_ > 
commercial manager and will con- | f — 


Journal, Mademoiselle, Modern ried in jewelry business papers joined WBT, Charlotte, N.C. 


— 


tinue to act in that capacity. 


# Your Foot in the Door’? 


Getting in an industrial plant doesn’t pose much of a 
problem to today’s salesman . . . but whom to see is a 
question. With only one pair of legs he can’t get his foot 
in all doors . . . nor can he be sure that he has contacted 
all the men who have a voice in purchasing decisions. And 
missing one unknown buying influence may cost a sale. 


One sure way of reaching these unknown buying influ- 
ences is through the magazines they must read to keep up 
with their jobs. Business decisions are influenced by what 
these men read in the editorial and advertising pages of 
their business magazines. 


We call Business Publication Advertising ‘‘ Mechanized 
' Selling” because it gives greater productivity to the sales- 
man’s efforts . . . just as a high speed machine steps up the 
productivity of the skilled workman in the plant. Used for 
the preliminary steps of making contact, arousing interest 
and creating preference for your product, business maga- 
zine advertising gives your salesman more time to concen- 
trate on the important job of making specifications and 
closing the sale. 


For more information on how Business Publication 
Advertising can build sales and cut selling costs, ask 
your McGraw-Hill man for a copy of our 20-page book- 
let, ““Mechanizing Your Sales with Business Paper Ad- 
vertising.”’ 


M- GRAW-H/ILL 


¥ FOR BUSINESS 


ARP 330 WEST 42nd STREET, NEW YORK 36, WN. Y. @ 


HEADQUARTERS FoR SeeurgEees INFORMATION 


McGRAW-HILL PUBLISHING COMPANY, INC. . 


NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE | 


We have just produced a35mm. 
sound-slide film entitled, 
“Plateau of Progress.”” This 
14-minute Kodachrome film 
presents the application of 
mechanization to selling .. . 
shows the job that advertising 
can do in the kind of economy 
we're living in today. 


The film fits ideally into 
conferences, sales meetings, 
sales training courses, adver- 
tising presentations and other | 
gatherings where business pro- 
motion is the theme. | 

This new film, and our earlier 
film, ‘‘Mechanized Selling — 
Blueprint for Profits,’’ are 
available at all McGraw-Hill 
district offices. For further in- 
formation, ask your McGraw- 
Hill man or write Company 
Promotion Department. 


CITY-ZONE 


POPULATION 


Only the Journal & Sentinel 
serves this busy, prosperous 
city which is the hub of a 
9-county trading area... 


| 


with 


$298,626,182* 
Retail Sales 


"N.C. Dept. of Revenue, 
Fiscal Year Ending June 30, 1953 


(Not on Estimate) 


You can't cover 


North Carolina 
utthout the 


im WINSTON-SALEM = = = = = TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


Hetunet Repre seatetive KEL ty SMITH CO 
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America’s Premium Young Women’s Market 


JUST OFF THE PRESS 


Dell Modern G ‘oup 18th Survey of Beauty 


© ciieidaediian soo tam ne mene 


ROOFER SCAEtH 


OfLk MOOTEM ChOUS §«§=—AORLEN ROMaNEER 


a 


SCOVEm SORE 


The 18th Survey of Beauty is now available to help you plan 
your sales strategy on cosmetics and toiletries for 1954. 


The latest edition of this authoritative long-term study shows 
trends over a 16 year period for 61 types of cosmetics products. 
In most cases, comparative figures are shown from 1938 to 1953. 


One of the most interesting points to the cosmetics manufac- 
turer and the advertising agency will be the information on 
popularity of individual brands, as well as the use of each brand 
by income, city size, and place of purchase. There are also fig- 
ures for each type of product on per cent use by age, median 
prices paid, and place of purchase, 


Several new products have been included in the 1953 study, and, 
for the first time, cosmetics purchases in grocery stores appear. 


The 18th Survey of Beauty is your key to the cosmetics buying 
habits of America’s young women. One of our salesmen will 
be glad to go over the study with you. Please let us know the 
products in which you are interested. 


DELL MODERN GROUP 


. 


OES 
eek 


out 


MODERN SCREEN MODERN ROMANCES’ SCREEN STORIES 


261 Fifth Avenue, New York 16, N.Y. 


Products Included in the Survey 


FACE MAKE-UP 


Face Powder (Loose) 

Face Powder (Cake) 

Lipstick 

Cake Make-Up Base (Sponge) 
Creamy Cake Make-Up Base 
Tinted Cream Make-Up Base 
Liquid Make-Up Base 
Creamy Stick Make-Up Base 
Cake Rouge 

Cream Rouge 


EYE MAKE-UP 


Eyebrow Pencil 
Cake Mascara 
Cream Mascara 
Eye Shadow 
Eye Wash 


SKIN CARE 


Cleansing, All-Purpose Cold Cream 
Vanishing or Foundation Cream 
Liquid Cleanser 

Skin Freshener or Astringent 
Cleansing Tissue 

Cotton Squares or Pads 

Sunburn Preventive 

Sunburn Remedy 


HAIR CARE 
Bob Pins 


Hair Curlers 
Pin Curl Clips 
Hair Brush 
Hair Oil 

Hair Rinse 
Hair Tint 

Home Permanent Wave Set 
Waveset Lotion 
Hair Dressing 
Cream Shampoo 
Liquid Shampoo 


Shampoo (Creamy Liquid or Lotion Shampuo in Bottle) 


HAND CARE 


Hand Cream 

Hand Lotion 

Nail Polish 

Nail Polish Remover 


MOUTH CARE 


Mouth Wash 
Tooth Paste 
Tooth Powder 


BODY HYGIENE 


Bath Salts or Softener 

Bubble Bath 

Cream Deodorant or Anti-Perspirant 
Liquid Deodorant or Anti-Perspirant 
Spray Deodorant or Anti-Perspirant 
Internal Deodorant or Anti-Perspirant 
Chlorophyll Tablets or Gum 
Deodorant Soap 

Depilatory 

Sanitary Napkins 

Tampons 

Taleum or Dusting Powder 

Toilet Soap (Bath) 

Toilet Soap (Face and Hands) 


MISCELLANEOUS 


Perfume 
Cologne (Liquid) 
Cologne (Stick) 
Toilet Water 
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Feature Section 


Advertising Age 


Cybernetics: Miracles at Work 


Cone on Advertising vs. Public Relations 
Sure You've Got Dealers Everywhere? 


The Creative Man's Wife Talks Again 


Cybernetic Principles are Changing the Shape of 


Office, Factory and Warehouse 


By E. B. Weiss 
Director of Merchandising 
Grey Advertising Agency Inc. 


A radar beam shoots electromagnetic 
pulses over the distant sky. A target is 
caught by the tiny pulses. Those reflected 
pulses close a feedback circuit and the 
radar is frozen on a target moving at 
hundreds of miles per hour. Then com- 
puters go to work. They handle weather 
and ballistic data and solve complex equa- 
tions. The solutions are automatically fed 
through feedback circuits to devices that 
result in electronic, mechanical and hy- 
draulic action. 

That sequence of action sends a shell 
to the precise point where the trajectory 
of the shell and the course of the target 
intersect. And the final touch of unreality 
is given by a proximity fuse that explodes 
the shell as it nears the target. 

Anyone who contemplates cybernetics, 
and who is tempted to conclude that “it 
can’t happen here,’ would do well to 
contemplate our newest anti-aircraft 
weapons. And if that doesn’t resolve lin- 
gering doubts, then consider our guided 
missiles, which perform still more in- 
credible feats. 


a Simultaneously, the doubter might 
spend a few hours pouring over some of 
our technical journals—particularly those 
covering our electronic and chemical in- 
dustries. Here, with a matter-of-factness 
that is staggering even to this believer, 
one finds advertisements sponsored by 
conservative technical organizations and 
addressed to conservative technicians— 
calmly offering automation equipment 
and services, services that too many lay- 
men insist exist only in the minds of ir- 
responsible dreamers. 

The cybernetic automation age has be- 
gun. It has had at least six birthdays. And 
to my fellow-toilers in marketing I say 
of the impact of the Second Industrial 
Revolution on the selling world: “It is 
later than you think.” 

The Ferro Chemical Corp. boasts of 
a napalm plant in Bedford, O., that is 
99% automatic. It can produce 650,000 
pounds of napalm a month. It runs 
round-the-clock. It requires only four 
operators and one supervisor per shift. 
And it nas cut production costs by 59%! 


s Ford is processing many automobile 
parts, including cylinder blocks, by means 
of a fully automated system. American 
Machinist reports that in its new Cleve- 
land engine plant, on the cylinder block 
line, Ford has 80 automation devices. And 
American Machinist goes on to say: “The 
other parts lines in this plant are also 
automated. So are the new engine lines 
at Dearborn; likewise the press lines in 
Ford’s new pressed-steel plant at Buffalo. 
Engineering ingenuity can seemingly 
automate anything—stamping, castings, 
furgings, drawn products, even wind- 
shield glass.” 


On its automated production lines, 


Ford is now turning out: 


Cylinder blocks 

Cylinder heads 

Connecting-rod caps 

Camshaft 

Crankshaft 

Bearing-Caps, main 

Rocker-arm shaft 

Oil pan 

Piston 

Flywheel housing 

Tappets 

Exhaust valves 

Ring gears 

Push rods 

Gas tanks 

Jump from napalm and auto parts to 

a grain elevator, and we find that the 
Anderson Truck Terminal, one of the 
largest grain elevators in the country, has 
made its new 3,000,000 bushel grain-stor- 
age elevator so automatized that one 
man, by flicking a button, can control the 
movement of millions of bushels of grain 


to any one of 46 bins. 


® In Rockford, Ill., the Rockford Ord- 
nance Plant is living proof of the awe- 
some potentials of automation. This plant 
covers almost a million square feet of 
floor space—and that’s a whale of a lot 
of floor space. Yet, in full operation, the 
plant employs only 140 workers—and 
that includes, be it noted, the required 
engineers and maintenance men. What 
is more, one of its designers has declared 
that the plant could probably get along 
with fewer than its 140 staff but, as he 
put it, “You have to have some people 
in the plant!” 

In this plant, every operation is per- 
formed that is required to manufacture 
155mm steel shell casings from raw steel 
stock. The steel arrives at the plant in 
24-foot bars. A manually operated over- 
head crane (which probably could be 
operated electronically) puts the bars in 
position before a series of metal-cutting 
saws, from which the metal emerges in 
one-foot lengths. 

From that point, until the finished shel] 
case is packaged, it is not touched by 
human hands! The bars are moved into 
ovens—automatically. A horizontal forg- 
ing machine then takes over—automati- 
cally. The bars are then air-cooled, oven 
cooled, and water cooled—automatically. 
They are taken to the machining section 
—automatically. The nose is formed— 
automatically. The turning operation— 
automatic. 


s In commenting on this plant, John 
Diebold, in his splendid pioneering book 
“Automation,” remarks: “We have seen 
that, in this highly automatic plant, sev- 
eral manually controlled operations are 
used. These control points appear to of- 
fer opportunities for further automation, 
especially when the operator is merely 
responding to a signal from the console. 
In addition, the inspection could be sub- 
stantially mechanized.” 

I should point out that, in most of 
our present-day automated plants—with 
certain chemical and atomic plants ex- 
cepted—each automated machine has its 


tion and advertising. 


Second of a Four-Piece Series 


ADVERTISING AGE presents here the second of a remarkable series of articles 
discussing cybernetics and automation, and the impact these strange new 
words may have on the world of marketing, selling, merchandising, promo- 


The author is E. B. Weiss, director of merchandising of Grey Advertising 
Agency, New York, who is well known for his stimulating and controversial 
“look-ahead” discussions in “Grey Matter’ and in numerous articles and 
books, and speeches before advertising and marketing groups. 


In his first article, which appeared last week, Mr. Weiss provided a clear 
layman’s understanding of the new science of cybernetics and an over-all 
view of what it may mean to our economy. In the accompanying second ar- 
ticle of the series, he tells how cybernetic principles are being and will be ap- 
plied in factory, office and warehouse. The third article in the series, to ap- 
pear next week, will discuss how cybernetic production and principles will 
change selling, merchandising and advertising. The fourth will review the ul- 
timate impact of these changes on mass retailing. 


Mr. Weiss’ premises and conclusions are, of course, his own, and many of 
them are highly controversial. But no one who is seriously interested in the 
future of distribution, selling, merchandising and advertising can afford to 
ignore this fascinating discussion of what the future may hold. You may or 
may not agree with the writer, but you are sure to find his material informa- 
tive, stimulating and thought-provoking. 


own control mechanism. However, there 
appear to be no technical reasons why, 
eventually, a central control mechanism 
will not be developed. When that hap- 
pens, machines in the plant will be re- 
motely controlled by a single central con- 
trol mechanism—and that same mechan- 
ism may keep full accounting records, 
prepare bills, ete. It is when this comes 
about that office and factory will, indeed, 
merge into one! 


# Quite recently, the Perkin-Elmer 
Corp., manufacturer of analytical infra- 
red equipment, announced a develop- 
ment that promises to lead the chemical] 
industry still farther along the road to- 
ward practically complete automation. 
Prior ‘o this development, the operator 
in a chemical plant was not in full touch 
with what was going on in his chemical 
operation at any given moment. It was 
necessary to remove a sample and have 
it analyzed—a procedure that took valu- 
able time. Also, if the tests indicated that 
the sample was not up to par, a large 
amount of materials would have been 
processed in the interim and these might 
be total losses. Now, with the aid of this 
new equipment, the operator will know 
at all times whether the “batch” is being 
properly processed. This is accomplished 
by diverting a tiny quantity of the proc- 
stream through equipment that 
“reads” it instantaneously and continu- 
ously, and records its observations auto- 
matically on a chart. 

At Massachusetts Institute of Technol- 
automated model of a machine 
has been developed that satisfactorily 
demonstrates the practicability of ful- 


essed 


ogy an 


ly automatic machine tools. The feasi- 
bility of this development has _ been 
doubted even by cybernetic automation 
enthusiasts. It is now accepted that auto- 
matized general-purpose machine tools, 
combined with high-production special- 
purpose tools, make possible the auto- 
matic metals-fabricating factory —which 
may mean quite a revolution for staid 
old New England. 

In commenting on this development in 
Scientific American, William Pease, as- 
sociate professor of electrical engineer- 
ing at MIT, stated: “Nor are we restricted 
to metals. With digital machines in con- 
trol, we can conceive of factories which 
will process, assemble and finish any 
article of manufacture.” 

The particular significance of this en- 
tire metal development is that the metal- 
cutting industry had not been consid- 
ered particularly susceptible to digital 
machine control. It had appeared rather 
remote that the speed, judgment and 
flexibility of the skilled machinist in the 
control and use of his machine tools could 
be duplicated by automatic machines. 
Also, it had been quite generally accept- 
ed that, when these difficulties were 
overcome, the procedure would be prac- 
tical only for large runs of metal parts— 
as would be required, for example, in 
the automobile industry. 


s However, recent developments have 
opened wide the door to automatization 
of machine tools used to produce a large 
variety of metal parts in relatively smal) 
quantities. And that, in turn, broadens 
the potential enormously for automation 
applications. 
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In tin plate mills a device is now in 
use that looks for pinholes in a fast-mov- 
ing strip of tin plate—and which then 
actually instructs the shear table ahead 
to chop out and reject any defective seg- 
ment! 

In textile mills, a moisture meter senses 
moisture in textile yarn by electrical 
conductivity and automatically controls 
the speed of the drying drum through a 
feedback system. 

If it were permissible to report on our, 
atomic plants, the revelation of cyber- 
netic principles and the use of automa- 
tion devices would constitute an astound- 
ing revelation. This is, however, classi- 
fied material. But it is no secret that 
automation has reached its highest degree 
of refinement and application in our 
atomic establishments. When the veil of 
secrecy is lifted from atomic production 
—and that may not be too far away— 
automation throughout industry will take 
a gigantic stride ahead; and very quick- 
ly. 


s And that brings up another impelling 
factor in the expansion of automatic con- 
trols—namely, the fact that so much man- 
ufacturing today involves processes con- 
ducted under conditions of speed, tem- 
perature, pressure and chemical stresses 
and dangers that make human control 
either utterly impossible, or economically 
impractical. The requirements of atomic 
production are a case in point; the atomic 
bomb could never have been produced 
if human controls had had to be employed 
at every production stage. Also, modern 
machines must with increasing frequency 
satisfy standards of precision, of quality, 
that are simply beyond human capacity. 
Without automatic control, in other 
words, we would have soon reached cer- 
tain technological production limits im- 
posed by the human element. With the 
human element now being relieved of 
control by automation devices, the qual- 
ity of products may be expected to im- 
prove greatly and, of course, costs may 
simultaneously be reduced. 


# At General Electric, experiments have 
been conducted with what is called Rec- 
ord Playback Control. Under this tech- 
nique, the actual motions of a skilled 
machinist operating a machine tool are 
recorded magnetically on a magnetic 
tape. When the skilled machinist has 
completed his first workpiece, a new 
piece is placed in the machine and the 
tape is played back. Every movement of 
the skilled craftsman is repeated, auto- 
matically, with exact precision. The hand 
controls are moved by servomechanisms, 
which in turn are actuated by the mag- 
netic tape. Even the subconscious adjust- 
ments that the skilled worker makes are 
reproduced! 

Which brings up another factor in the 
application of cybernetic principles to 
production—the fact that man has been 
provided by nature with just two eyes, 
ten fingers and two hands. Consequently, 
he can control only a limited number of 
variables. And that, in turn, has had to 
be a major consideration in the design of 
machinery. Now, however, machine de- 
sign is no longer tied down to the limita- 
tions of the human being. Operations can 
be made as complex, or as fast, as may 
be required. 


s In other words, technology has been 
liberated from some and perhaps the ma- 
jor limitations that the human system 
up until now has imposed on production. 
This potential has already shown positive 
indications of revolutionizing the con- 
trolled processes themselves. Instead of 
simply attaching the new control instru- 
ments on present equipment or present 
plants—industry is developing new con- 
cepts of plant design, plant layout, stream 
of work, etc., to take advantage of the 
opportunities offered by automatic con- 
trol. And this development, which cuts 
across a half dozen sciences, is leading 
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Production workers need only ten sec- 
onds to find unseen flaws in grinding 
wheels—or okay the wheel for shipment, 
says this Hewlett-Packard Co. ad describ- 
ing its electronic test instruments. 


to a new profession—feedback system 
engineering. 

I might add that the requirements of 
this new profession, in turn, are leading 
to new thinking both in our engineering 
schools and on the part of engineering 
management in our largest corporations. 
A systems or controls engineer—or auto- 
matician or cybernetician—must be at 
home in mathematics, physics, chemistry, 
measurements, communications, electron- 
ics, servo-mechanisms, energy conver- 
sion, thermodynamics and computational 
techniques. Our technical schools are just 
becoming aware of the fact that their 
programs, too, must be quite radically 
altered to conform with the needs of the 
Second Industrial Revolution. 


# Business management must also make 
radical changes in its thinking—particu- 
larly with respect to organization of the 
technical staff. Right now, for example, 
the chief electrical engineer has exclusive 
control over matters electrical; the me- 
chanical engineer’s domain involves all 
things mechanical. But, as I have pointed 
out, automation cuts across these various 
technical specialties, and therefore the 
organizational blueprints of the technical 
departments of our large manufacturing 
corporations are destined for many 
changes. 

One of the fascinating developments 
that automation will bring in its wake 
stems from the necessity for redesigning 
certain products, in whole or in part, to 
enable automation to function at fullest 
efficiency. Process redesign is essential 
in order to obtain the economic benefits 
of automation. Product redesign may— 
and frequently will—be essential if the 
same end is to be achieved. 


® Of course, this will promptly raise the 
question whether it is the buying public, 
or the machine, that is to be served. Ac- 
tually, the issue is not that sharply drawn. 

In the first place, the public has time 
and again demonstrated its willingness to 
put design in second place provided a 
considerable price advantage is offered 
in its place. 

In the second place, the industrial de- 
signer—whose functions will also have 
to be concerted with those of everybody 
else involved directly or indirectly in au- 
tomation production—will apply his tal- 
ents toward two ends: 

A. to make a smart, appealing com- 
promise between the demands of the 
automated machine and the require- 
ments of the shopping public. 

B. to develop new concepts of design 
which will actually turn into design 
strength what otherwise might result 
in design weakness. 

In Factory Management and Mainte- 


nance a vivid illustration is given demon- 
strating the potentials inherent in bring- 
ing the design requirements of the auto- 
mated machine and the shopping public 
together. The product is a chair. Three 
illustrations show: 1, a chair designed for 
the era of hand production; 2, a chair 
designed for the era of machine produc- 
tion; 3, a chair designed for the auto- 
mated factory. 

This last chair would probably be 
termed “modern” by the lay public. Its 
designers are experts with the Armour 
Research Foundation. The process for the 
chair produced by automation is described 
in this way: “The wood is ground into 
chips, conveyed in water, gathered on a 
shaped screen, and emerges from the 
mold with integral color and a perfect 
surface. The continuous process envisaged 
resembles that used in making such a 
hardboard as Masonite, except that the 
hardboard is gathered on a flat screen.” 


= When one begins to think seriously 
about cybernetics and automation, one’s 
thoughts turn almost automatically to 
the factory. But the probability is that 
the new science will revolutionize office 
procedure more promptly and perhaps 
even more violently than factory proc- 
esses. 

The office simply has not kept step 
with the problems and requirements of 
mass production, of law, of taxes, etc. 
The office has been steadily adding to 
the total cost of producing a unit of mer- 
chandise. In entirely too many instances, 
the office has been adding cost percent- 
ages to merchandise units faster than the 
factory has been able to shave production 
costs! 

The machine was almost unknown in 
office procedures until World War I. The 
National Assn. of Office Managers, 
formed to develop Frederick Taylor’s 
concepts of scientific office management, 
was not formed until 1919. Even today, 
although the machine investment per 
factory worker will run from some $3,000 
in certain industries to about $20,000 in 
the chemical industry—with the average 
perhaps somewhere around $9,000-—the 
machine investment per office worker 
barely scratches $1,000. 


s It is not visionary to anticipate a time 
when the machine investment per office 
worker will crowd the machine invest- 
ment per factory worker. And when that 
comes about, we will clearly have rev- 
olutionized office procedures even more 
thoroughly than we had revolutionized 
factory procedures between 1900 and 
1940. 

A brilliant and revealing example of 
what lies ahead for the office comes out 
of a fast-growing suburban bank—the 
County Trust Cc.—of White Plains, N. Y. 
This quarter-billion dollar bank, one of 
the first to recognize the contributions 
that electronic machines could make to- 
ward lower-cost and more efficient bank- 
ing, has installed machines that perform 
virtually all of the regular banking func- 
tions automatically. As a matter of fact, 
at the time of writing, additional ma- 
chines are on order which, when received 
and installed, will make push-button 
banking at the County Trust a reality. 

At the moment, machines—some of 
which process as many as 650 items a 
minute—handle the following banking 
operations, among others: 

1. Income and expenses, so that the bank’s 
earnings may be computed each month with- 
in a few hours after the close of business. 

2. Special checking and interest accounts. 

3. Payments made to the personal credit and 
mortgage departments. 

Billing of safe deposit customers. 

Computation of payrolls. 

Business development records. 

Control and statistics of mortgage commit- 
ments. 

8. Bookkeeping, analysis and other routines of 
mortgage servicing. 

9. The mechanics of handling unsecured and 
collateral loans. 

10. Trust accounting. 

Incidentally, a keen competition for 


white collar workers has developed in 
Westchester, due in part to the remark- 
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Above is shown the old system of hand- 
tallying, used by John Plain & Co., Chi- 
cago mail order company, until installa- 
tion of the new Speed Tally developed by 
Engineering Research Associates, division 
of Remington Rand. Below is shown the 
new key-punch, which does all summariz- 
ing automatically. 


able business expansion of that suburban 
county. The County Trust reports that 
its substantial investment in office ma- 
chines has been a substantial factor in 
enabling the bank to attract personnel of 
high caliber—a considerable problem 
throughout the banking world of today. 

The County Trust boasts of what it 
calls “electronic checks.” It reports that 
this new system has proved so popular 
with customers that it has made a posi- 
tive contribution to the 61% increase in 
the number of its special checking ac- 
counts since the changeover to the new 
system was made. 


# From the customer’s viewpoint, as well 
as the bank’s, the method is simplicity 
itself. Blank checks are issued with holes 
pre-punched to indicate the customer’s 
account number. Thereafter, when the 
check is processed by County Trust, it 
is punched again to cover the amount. 
When run through the tabulating ma- 
chines, the amount is not only automati- 
cally subtracted from the customer’s bal- 
ance, but where an overdraft is involved 
the account card and check are automati- 
cally set aside. In similar fashion, depos- 
its are also punched on cards and these, 
too, are electronically tabulated in pre- 
paring the customer’s statement. Instal- 
ment loans, mortgage and other pay- 
ments are handled through the use of 
pre-punched coupon books. The staff 
handling the accounting procedures has 
been cut from 157 to 42 people. 

Other banks are rapidly making these 
electronic installations. Bankers Trust 
Co., New York, and the First National 
Bank of Chicago are typical examples. It 
is certain that the new machines, and 
others even now in process of develop- 
ment, will revolutionize banking opera- 
tions and will help to solve one of the 
most serious of current banking prob- 
lems—high payroll costs. 


@ Insurance companies have also been 
alert to the vast potentials of the new 
electronic devices in relation to the gi- 
gantic total of office detail that is part 
and parcel of the insurance business. 

If anything, office work among the in- 
surance companies will be even more 
profoundly affected than among the 
banks. A clerk, for example, using a dial 
telephone, may dial a code number which 
will bring to him, from a magnetic tape, 
full data on a policy. Those magnetic 
tapes may cut insurance office files from 
many floors to a single room. 

If that seems a wee bit too much cn the 
Buck Rogerish side, then permit me to 
point out that the new devices now used 
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by several railroads and airlines for au- 
tomatic reservations had to solve problems 
at least as complicated as those posed 
by insurance office procedures. These 
automatic reservation machines, which 
are going through a process of improve- 
ment, handle a variety of details that 
only five years ago would have been con- 
sidered to be utterly impossible for au- 
tomation. The Intelex is one of these de- 
vices. It is described this way: 


“.,..The three biggest time-consuming opera- 
tions in ticket selling are: 

“1. The time required by the clerk at the 
ticket window to find out what space was 
available. 

“2. The time needed by the attendant to locate 
the appropriate diagram. 

“3. The time lost in relocating the diagram 
when the customer who has made his reser- 
vation by telephone appears at a ticket 
window to buy his ticket. 

“Consequently, the Intelex System has mecha- 
nized these operations so that the ticket seller 
can determine automatically the space available 
within a matter of a few seconds and without 
reference to the diagrams; secondly, the diagrams 
are automatically selected from the files and laid 
before the attendant when an entry needs to be 
made; and thirdly, information regarding the 
customer who will call for the reservation he 
had made by telephone is automatically supplied 
to any ticket office designated by the customer. 

“The very essence of Automatic Availability is 
that a ticket seller or a telephone reservation 
clerk, instead of listening to the voice of an 
attendant while the attendant searches the dia- 
grams, now listens to a voice record of exactly 
the same information, which has been prepared 
in advance of his inquiry, and he selects the 
record automatically without disturbing the at- 
tendant. The attendant now has no verbal con- 
tact with the ticket sellers or with the public, 
and has only one simple job to do—that is, to 
enter in the car diagrams the reservations that 
have been made. Again, while formerly only one 
ticket seller could talk to one attendant looking 
at the diagrams of a particular train, now any 
number of ticket sellers can listen to the same 
record simultaneously. Thus, although there is 
an automatic telephone switching system in use 
for the ticket seller to select the record, it is 
an automatic telephone switching system without 
a busy signal. 

“The second main Intelex feature is Automatic 
Space Control. The ticket seller, having deter- 
mined from the availability record the space that 
will be suitable for the customer, and having 
pushed appropriate buttons on a newly developed 
device (similar to a key box and known as an 
order turret) before him during his conversation 
with the passenger, and having changed the but- 
tons as many times as the passenger changes his 
mind, has only to press a ‘send’ button. This 
automatically assigns a _ serial number which, 
among other things, identifies the sender of the 
transaction, and sends a code message to the cen- 
tral electronic switching equipment. Here the 
message electronically selects an automatic file 
that lays before the attendant the car diagram 
containing the space or spaces requested. The 
message appears in printed form at the same 
time before the ticket seller and the attendant 
at the space file. The attendant then enters the 
serial number of the transaction on the diagram 
and types the identification of the allocated space 
on the printer, which adds it to the message. 
Automatically, the space assignment is printed 
in front of the selling agent. At the same time 
the diagram is automatically restored to the file.” 


® Actually, the one example of the po- 
tentials of the electronic device in office 
procedure that should resolve any doubts 
about its future is the present-day setup 
of the dial telephone, and the telephone 
company’s accounting system. This is so 
fully automatic that it is difficult to be- 
lieve there was a time, and not so long 
ago, when each call had to be timed, 
totaled and recorded by a human opera- 
tor. The innumerable complexities of of- 
fice procedure that have been solved by 
the telephone companies vividly spotlight 
the unbelievable extent to which office 
work can, and some day will, be handled 
by electronics. 

The Bell Telephone procedure has been 
named the Automatic Message Account- 
ing System. It records, entirely automatic- 
ally, both local and long-distance calls, 
assigns these calls to the proper subscrib- 
er’s account, and automatically compiles 
and prints the telephone bills. 


An interesting point involved in the de- 
velopment of this amazing system is that 
critics were certain the enormous com- 
plexities involved would result in a high 
percentage of errors. Experience shows 
that errors occur on the order of one er- 
ror to every 36,000 units of information 
handled. This is smaller than the best 
achievement under human operation and 
is highly persuasive proof of the ability 
of automation to take over a sizable part 
of the accounting and information-hand- 
ling functions of business—particularly, 


of course, big business. 

As a direct consequence of the coming 
automation of. many office functions, the 
dividing line between office work and 
factory work will tend to become vague 
and may, in time, disappear. For example, 
in the telephone company’s Automatic 
Message Accounting System, if the dial- 
ing equipment may be compared to a 
factory operation, then its hook-up to the 
accounting procedure has clearly welded 
factory and office into a single and tech- 
nically indistinguishable unit. 

In the chemical industry the lines of 
demarcation between office and factory 
have already tended to become erased. In 
other words, the control devices that reg- 
ulate the chemical factory are so tied 
into office procedure and are operated 
under what so closely resembles office 
environment, that function, location, ap- 
pearance, etc., of office and factory are 
becoming so closely intertwined as to 
present the appearance of a single opera- 
tion. 

Another indication of the progress that 
is being made in the automation of the 
office is to be observed in the regular 
announcements of new electronic devel- 
opments by such office machine makers 
as International Business Machines, Rem- 
ington Rand, National Cash Register, 
Burroughs, ete. For example, a recent 
IBM business paper advertisement de- 
scribes these incredible achievements of 
one of its new electronic data processing 
machines. Says the copy: 


“Combining the great storage capacities and 
speeds of cathode ray tubes, magnetic drums, and 
magnetic tapes with the tremendous computing 
speeds of electronic tubes, IBM engineers and 
scientists have produced in these machines the 
most flexible and most productive calculating 
unit ever marketed. 

“Here is a computer that can add and subtract 
16,666 times a second—that can multiply and 
divide 2,192 times a second—and can recall factors 
from storage, or ‘memory,’ in as little as twelve- 
millionths of a second.” 

The copy concludes with this revealing state- 
ment: “The New IBM Electronic Data Processing 
Machines are the forerunners of data processing 
machines for business, now under intensive de- 
velopment in IBM _ laboratories.” 
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Business Machines de- 
scribes, here, a 12-inch electronic as- 
sembly, one of 274 similar units that per- 
form the computing and control functions 
of IBM’s new electronic data processing 
machines. 


I have devoted so much space to the 
factory and office phases of automation 
that only a few paragraphs are available 
with respect to automation and the ware- 
house. It is my belief that automation 
may even more profoundly revolutionize 
warehousing and stockroom procedures 
than factory procedures—for the very 
good reason that warehouse functions 
have never benefited by the machine to 
the extent true of factory processes. 

This is particularly true of the whole- 
saler’s warehouse and the warehouses of 
our large retailers. Several years ago, 
considerable astonishment was caused 
when one large department store, by the 


machines.” 


minutes. 


Moves Closer for Retailing.” 


machines. 


Is It Later Than We Think? 


During the week ended Sept. 27, as the accompanying article was going 
through its final proof-reading, the newspapers had something to say about 
automation almost every day. For example: 

e@ The New York Times carried a first-page news story by its science editor 
on a government-developed system for producing electronic devices au- 
tomatically. The story reported that automation has been developed so far 
that “something that closely resembles intelligence has been transferred to 


e The Wall Street Journal, reporting on the National Instrument Congress 
held in Chicago, headlined its story: 
ments Bring the Push-Button Plant Still Closer to Reality.” 

e General Electric announced that it is pushing its “paging system”—vest 
pocket radios are furnished subscribers who can then be reached in two 


e Retailing Daily headlined a news story: 


e A mail order house installed a Remington Rand device that cuts inven- 
tory-taking time enormously; it has the work capacity of 39,000 adding 


e A Minneapolis-Honeywell executive reported that today 60% of war 
plane cost is taken up by automatic devices; and it will rise to 90% in the 
near future. The pilot will disappear. 

e A new device that can automatically measure variations in thickness of 
newsprint down to five-millionths of an inch was announced. 

e And in Nashville a minnow-dispensing machine releases a dozen min- 
nows at the drop of a 50-cent piece! 


“Automatic Factories—New Instru- 


“Record Keeping by Electronics 


application of simple mechanical (not 
electronic) principles, was able to cut 
the cost of moving a roll of carpeting into 
and out of its warehouse from some $8 
per roll to something under $1. Similar 
cuts were made in the handling costs of 
many other items warehoused by this 
store. 

Several drug wholesalers have re- 
cently completed new installations which, 
through purely mechanical principles, 
have resulted in substantial reductions in 
expense of merchandise handling. And, 
of course, our largest food chains have 
also mechanized their warehouses. Mate- 
rials handling equipment is finally taking 
hold here. 


s As a matter of fact, in some of these 
newest wholesaler and retailer ware- 
houses, electronic devices are success- 
fully employed in the offices. But to 
date, to the best of my knowledge, auto- 
mation has not been applied to the ware- 
house function itself by wholesalers or 
retailers. 

As retailers become larger and larger, 
and as wholesalers are forced into com- 
bines of various types by the pressure of 
merchandising events, warehousing will 
become not only still more necessary—but 
a still more disturbing factor in distribu- 
tion costs. Savings obtained through self- 
service techniques, for example, may be 
balanced out by additional warehousing 
costs. 

And, of course, manufacturers also find 
warehousing to become a growing mer- 
chandising necessity and a growing cost 
factor. 

Leaders in cybernetic-automa- 
tion thought are thoroughly persuaded 
that many, if not most, large warehous- 
ing operations are susceptible to auto- 
mation control. They are certain that 
some day electronics and the allied sci- 
ences will provide control machinery that 
will handle the merchandise automatical- 
ly, etc. When that happens, one of the 
large factors in our high cost of distribu- 
tion will have been shriveled. 


s The potentials of automation as ap- 
plied to warehousing or stockroom opera- 
tions—the two are closely related in 
functions and therefore in requirements 
—are demonstrated in an incident re- 
ported by John Diebold in his book “Au- 
tomation.” This is how he tells the story 
of an application of automation princi- 
ples to wholesale order assembly: 

“An excellent example of wholesale 
order assembly is provided by the auto- 
matic order assembly system designed 
for the suspender plant of the Hickok 
Mfg. Co. at Lyons, N. Y., by V. H. Laugh- 


When rolling robots handle our warehousing... 
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In this ad, National Motor Bearing Co. 
looks ahead to future warehousing, where 
a robot “moves down long aisles, auto- 
matically filling the order, labeling it, 
and delivering it to the dock.” 


ter, owner of the Code-O-Matic Co. of 
Memphis, Tenn. Prior to the installation 
of the automatic system, wholesale orders 
for suspenders were assembled at the 
Lyons plant by an employe who pushed 
a cart around the stockroom, picking up 
the items ordered. Because of the hun- 
dreds of size-style combinations, the hand 
assembly of orders represented a con- 
siderable labor cost. 

“Mr. Laughter installed a series of 600 
chutes to hold the merchandise. The 
chutes are operated by remote-control 
code machines. The operator pushes keys 
on the code machine corresponding to the 
size, style, and quantity desired. The 
items are then released from each chute 
by a solenoid-controlled gate. The boxes 
fall on a fast-moving belt and are car- 
ried to a central point for packing and 
shipping. An entire order can be assem- 
bled as rapidly as the clerk can punch 
the keys (this could be done by pre- 
punched cards if the operation were 
large enough). The installation, although 
custom built and experimental, has 
worked very well and has paid for itself 
in a short time.” 


# It would be erroneous to conclude that 
the theory of cybernetics and the prac- 
tical application of the new science 
through automation techniques is to be 
confined to factory, stockroom, ware- 
housing and office procedures. 

The fact is that the new science is al- 
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ready very much in evidence in finished 
products. I think the most striking ex- 
ample involves new elevators recently 
announced by Westinghouse and Otis. 
Westinghouse advertises that its auto- 
matic elevator system does the following: 


1. Eliminates attendants—even starters. 

2. Adjusts instantly and automatically 
to any traffic demand—no dial set- 
tings necessary. 

3. Responds unerringly to all changes 
in traffic demands during the entire 
24-hour day. 

4. Brings cars to a bird-like stop. 

5. Weighs passengers, and when the 
car is loaded, closes the doors and 
starts the car. 

6. When a down-car reaches capacity 
loading, it by-passes all down cor- 
ridor calls which are promptly an- 
swered by another car. 


Incidentally, this automatic elevator 
system has been tested and proved in the 
Michigan Bell Telephone building in De- 
troit. 

The Otis development, which performs 
similar marvels, can also boast that “if 
a talkative passenger delays door clos- 
ing too long, the doors gently but firmly 
close and nudge him out of the doorway!” 


@ Then we have the new electronic com- 
puters, with which almost everyone is 
familiar and which are finding their way 
into offices rapidly. The entire field of 
accounting equipment is being revolu- 
tionized. 

Without question, as competitive neces- 
sity compels an acceleration in the im- 
provement of merchandise—and this is 
very much in the cards right now—we 
will find a multiplying application of the 
new electronic principles to certain cate- 
gories of merchandise. Existing design 
will be altered. New products will make 
their appearance—like RCA’s  closed- 
circuit television device for the home. 

Appliances, particularly major appli- 
ances, will probably be among the first 
to receive the attention of the automa- 
tion engineer and the automation design- 
er. Right now, the technical departments 


Tips for the Production Man... 


of our largest producers of appliances 
have laboratory models of appliances that 
utilize new electronic principles and that 
are much more complete departures from 
current models than the experimental 
cars currently displayed by the large auto 
manufacturers. 


s From here we can roam over a vast 
expanse of applications—for example, the 
New York State Thruway Authority is 
testing a camera-eye technique in con- 
nection with its toll facilities. This will 
snap a picture of the lower part of each 
vehicle to show the presence of a permit 
insigne, or a charge-account identifica- 
tion, as well as enough of each vehicle 
so that its proper toll classification can 
be automatically determined. The camera 
will be activated by a treadle that will 
record the number of axles on each ve- 
hicle—another safeguard against possible 
fraud. The entire process will require 
four seconds! 

(Parenthetically, I’d like to insert here 
my notion that techniques of this toll- 
booth type will some day be applied at 
the check-out gate of retail stores—elec- 
tronic eyes will read the prices on the 
merchandise in the shopper’s basket, will 
total up those prices, print the amount, 
etc., etc. I'll have more to say about this 
in my article on retailing—-No. 4—in this 
series.) 


= In any event, there you have—in 
kaleidoscopic and layman’s fashion—a 
probably somewhat blurred picture of the 
cybernetic-automation revolution in fac- 
tory, warehouse, merchandise. For the 
blurring I must beg your forgiveness— 
I am not a technician. | 

But if, despite the blurring, you have 
gained from this highly abbreviated re- 
count of the progress of cybernetics-auto- 
mation a healthy respect for its ability 
to bring about what will indeed be our 
Second Industrial Revolution—then we 
are ready for the next step, a projection 
of how our brave world of selling will be 
reshaped by these new forces of tech- 
nology. 

And that phase I propose to discuss in 
the next, and third article, in this series. 


Production Man’s Miscellany 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 


A revolutionary idea that makes it pos- 
sible to produce a line of hand lettering 
in a few seconds has been originated, ac- 
cording to an announcement made by the 
Cello-Tak Lettering Corp., 131 W. 45th 
St., New York. Their lettering consists of 
hundreds of the most-used combinations 
of letters and complete words, printed on 
micro-thin transparent acetate. This is 
coated for protection against scratching. 
The sheet is backed with adhesive. 

Cello-Tak was designed by top-notch 
letterers, it is claimed, and its combina- 
tions of letters are based on the analysis 
of over 5,000 headlines. To produce a line 
of lettering, the user merely places the ace- 
tate sheet on his paper stock, rubs the de- 
sired letters or words with a fingernail, 
cuts around them with a razor, and re- 
moves the rest of the sheet. 

+ + +. 

The publication of two new master- 
font catalogs for Filmotype composition 
has been announced by Filmotype Corp., 
Chicago, manufacturer of the Filmotype 
photo-composing machine for typography 
and hand lettering. Its new catalog shows 
over 500 styles and sizes, following the 
most popular domestic and imported type 
designs. The company will be glad to give 
further information about these new cata- 


logs, as well as further information about 
its new electrically-actuated Filmotype. 
Write Filmotype Corp., 60 W. Superior St., 
Chicago 10. 

~ * * 

A new, revised edition of the Lake 
Shore report on r.o.p. color requirements 
has been issued and free copies are avail- 
able by writing Lake Shore Electrotype 
Division, 1224 W. Van Buren St., Chicago 
7. More and more newspapers are adding 
color facilities. Some 580 daily papers in 
the U. S. print two colors; 288 papers 
print three colors; and 211 papers print 
four colors. 

The new report provides accurate data 
on scheduled closing dates; minimum 
sizes acceptable; printing plate sizes; day 
of week national ads are available; num- 
ber of progs and color proofs needed; and 
similar information. Work on this report 
required six months to complete. 

* + * 

Five new brilliant colors in daylight 
fluorescent inks for letterpress printing 
are announced by the Inco Co., 2372 W. 
7th St., Cleveland 13. The Inc-O-Lite col- 
ors now offered are canary yellow, flame 
orange, golden yellow, ruby red and bril- 
liant green. The printing is done with one 
impression. Offers new possibilities for 
attention-getting in production of posters 
and displays, car cards, folders, post cards, 
counter cards, labels, tags, direct mail 
pieces, blotters, etc. The company offers 
free color proofs and information, 
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Advertising Age, October 12, 1953 


Let's Stop Kidding Them About 
‘Dealers Everywhere’ 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

From time to time, in this column and 
elsewhere, I have commented none too 
kindly on the incompetence of retail sales- 
people generally. As a consumer and pros- 
pective purchaser, bent on acquiring this 
norance, or both, at the 
point of purchase. Only 
recently, interested in 
buying a Schick 20 
Shaver, I found the 
salesclerk, a Woman, 
unable to answer in- 
or that nationally ad- 
vertised article, I have 
been frustrated by a 
condition of almost to- 
tal indifference, or ig- 
telligently any of my questions. She knew 
nothing about its mechanism and how it 
worked, and she was extremely vague on 
the extent of the warranty. 

A recent experience of my wife’s indi- 
cates there is another side to the story of 
retail incompetence in selling. She visited 
Santa Fe’s largest record shop, The House 
of Music, all set to purchase some long- 
playing records, “Concert Cameos,” which 
she had seen advertised at the attractive 
price of “only $2.99,” by RCA Victor in 
a full page in a national magazine, shown 
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“I’ve never seen that ad,” the salesgirl 
complained almost bitterly. “We not only 
don’t have those records, but I’ve never 
heard of them. This sort of thing happens 
all the time, and usually the customer 
thinks we are to blame. We carry quite a 
few nationally advertised items in this 
store, and we’re anxious to cooperate, but 
how can we when the advertiser fails to 
tell us in advance about his special offer, 
or whatever it is, which he is about to 
announce to our customers in national 
magazines?” 

Nobody can argue that this salesgir] 
doesn’t have a point, and a good one. 
Every reader of this column knows, from 
personal experience, that, as she said, 
“this sort of thing happens all the time.” 


® Related to this same general probiem, 
and even more irritating to the consumer, 
I think, is the advertising of the thinly- 
distributed product that expects the pros- 
pective purchaser to chase all over hell’s 
half-acre trying to find it. The costly and 


often well-written advertisement that 
signs off with a mere “See your dealer,” 
and at least 50% of all advertising does 
just that, is asking a great deal of the 
reader. 

I am at present nearing the end of a 
business trip that has taken me to nine 
midwestern and eastern seaboard cities. 
Having a little time on my hands here 
and there, I’ve done a bit of research on 
this “see your dealer” idea. In a recent 
issue of The Saturday Evening Post I 
noticed a Royal vacuum cleaner adver- 
tisement that urged the reader to “Get a 
Royal Demonstration...AT BETTER 
DEALERS EVERYWHERE.” I phoned 
three “better dealers” in Pittsburgh, Cin- 
cinnati, and New York, a total of nine, 
and found that none was offering “a Roy- 
al Demonstration.” In the Manhattan 
Classified Telephone Directory, listed 
under “vacuum cleaners,” I found only 
one Royal dealer—and he is in Long Is- 
land City. 


# It seems to me that the wisdom of this 
procedure is questionable. It may be that 
the Royal is sold by “BETTER DEALERS 
EVERYWHERE,” despite my inquiries in 
three cities, but if it is not, in what way 
does it profit Royal to tell the reader 
something that is contrary to the fact? If 
Royal dealers are listed in classified tele- 
phone directories around the country, 
which may possibly be the case, wouldn’t 
it be smarter to say something like this 
to the reader: “The Royal Vacuum Clean- 
er is sold nationally by a few selected 
dealers. Consult your Classified Telephone 
Directory for the name of your local deal- 
er—and ask him for a Royal Demonstra- 
tion.” This seems to be the procedure of 
the ABC-O-MATIC washer, which, in the 
same issue of the Post, says this to the 
reader: “Ask your ABC dealer to demon- 
strate the new ABC-O-MATIC washer 
and the matching dryer. For his name, 
see the classified phone directory, or write 
direct.” In the Manhattan directory I 
find an ad, about 35 lines in size, listing 
the names of four ABC dealers. They may 
or may not be “Better Dealers,” but this 
consideration is not so nearly important 
as the larger issue under discussion here. 

Reproduced (on Page 78) is a double- 
page advertisement, also from the same 
issue of the Post, which I like very much. 
It has everything—an appealing product 
idea, “The Modern Tap-Water Iron!”, an 
attractive and compelling full-page illus- 
tration that portrays this idea simply and 
graphically, two photos that demonstrate 
the advantage of the iron, and a headline 
that does not shriek to the reader the all- 
too-usual bombast: “A Miracle! Amazing! 
Astounding!” And—praise be to Allah!— 
it clearly states the price, $19.95. And 
what a whopper of a sales-clincher the 
copy signs off with: “Try it at home... 
15 days FREE.” 

I hope the Casco iron is generally dis- 
tributed, inasmuch as the reader is asked 
to see it “at appliance, department, jewel- 
ry, hardware stores everywhere.” The 
italics (everywhere) are mine. If it is 
true (and I have no facts to dispute it) 
that the Casco is everywhere available, 
then this promise is adequate as it stands. 
If the Casco is not generally available, 
the copy, I think, ought to say so frankly 
and give the reader exact instructions 
about finding it. This ad is so good that I 
feel sure a lot of women will get out and 
hunt, if necessary, for this iron, but I 
believe their number will be multiplied 
if the hunting is made as easy as picking 
up a telephone. 


a I realize that this whole general prob- 
lem is not easy of solution. Small items of 
merchandise—chewing gum, candy bars, 
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We know a lot more about Africa today than we did in the 18th century 
when Jonathan Swift, of “Gulliver’s Travels,” complained that “...geogra- 
phers, in Afric maps, With savage pictures fill their gaps, And o’er unhabit- 
able downs, Place elephants for want of towns.” 


One reason right now may well be Albion Ross. Ross covers South Africa 
and a good portion of the rest of the continent for The New York Times. 
At a time when what happens in Africa may well affect the rest of the 
world, very much including us, his dispatches fill in important gaps in our 
knowledge. He provides information instead of savage pictures, facts in 
place of elephants. 


Albion Ross has been reporting and explaining foreign news for American 
newspaper readers since 1930. That year, fresh from an all-around report- 
ing job on the Altoona ( Pa.) Tribune, he went to Munich. Four years later, 
in Berlin, he joined the staff of The New York Times. In the next four years 
he learned a lot about the Nazis. 


In 1938, Ross joined the San Francisco Chronicle, traveling throughout Eu- 
rope, China and Japan as correspondent and then as foreign editor. In 1941 
he rejoined The New York Times in New York. In 1946 he returned to Europe 
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V’hotographed in Southern Rhodesia jor the New York Times 


facts work better than elephants 


as Central European correspondent for The Times. Working in Vienna 
and in Prague for the next three years he learned a lot about the Russians. 


In 1949, Ross became chief correspondent for The Times in the Middle East. 
His dispatches from Syria, Jordan, Lebanon, Egypt, Iraq and Iran reflect 
hectic years. Since his African assignment, early in 1953, he has filed dis- 
patches from Johannesburg, Capetown, Pretoria, Khartum in the Sudan, 
Nairobi in Kenya, Tanga in Tanganyika, Salisbury in Southern Rhodesia. 


Albion Ross is one of hundreds of restless and curious reporters and editors 
all over the world who make up The New York Times team. They join their 
talents and their knowledge each day to produce a newspaper that is alert 
and vigorous, interesting and informative, different from any other, The 
Times has the biggest staff. It brings readers the most news. 


Readers appreciate The New York Times because they get more out of it. 
So do advertisers. May we tell you the whole story? 
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“tap-water iron.” 


dentifrices, soaps, etc.—are generally 
available when there exists only a rela- 
tively moderate volume of consumer de- 
mand. Most cigaret outlets carry, as a 
service to customers, lesser brands that 
are outsold by the leaders 10 or 20 to 1. 
But it’s a different story in the fields of 
appliances, men’s and women’s clothing 
and shoes, cooking utensils, furniture, 
rugs, draperies, and scores of specialty 
products that are neither convenience nor 
impulse purchases. Distribution is often 
limited to one dealer in towns as large as 
a hundred thousand, and to three or four 
outlets in cities as big as Cleveland or 
Detroit. Between Mrs. Jones, of Duluth, 
who is at least half-sold by an advertise- 
ment of XYZ cotton rugs in Better Homes 
& Gardens, and Mr. Smith, also of Duluth, 
who is the sole XYZ dealer, there is a 
chasm as wide as the Grand Canyon. 

I am convinced that countless millions 
of sales are lost to national advertisers, in 
certain categories of merchandise, because 
readers of their advertising and their local 
dealers fail to establish contact. And also 
because, as in the case of The House of 
Music, the dealer didn’t know the score. 

Nobody, so far, has come up with the 
answer. Local advertising by the dealer, 
which identifies him with the nationally 
advertised brand, helps, of course, but it 
has its sorry limitations. I am astonished 
that more advertisers do not use, at least 
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in cities that offer good marketing oppor- 
tunities, the Classified Telephone Direc- 
tory. And I am even more astonished that, 
even when they do, many of them forget 
to mention it in their national copy. West- 
ern Union has a service (Call Operator 
25) that seems to be little used. I do not 
find a single reference to it in the issue 
of the Post I have referred to in this 
piece. 

Unless its cost is completely out of 
line, I recommend the use of any service 
—Classified Directory, Western Union, or 
whatever—that will make it easy to find 
the advertised product. It may be that 
there are characters who will “walk a 
mile for a Camel,” but I’m not one of 
them. I can think of few products that 
I’m willing to exhaust myself for. 

But my real point is something else. I 
am utterly opposed to giving the reader 
the run-around; I feel certain that we 
have something to gain by being charm- 
ingly frank with him. If only one dealer 
in 30 carries our product, let’s say so. 
What have we to gain when we assure 
the reader that “dealers everywhere,” or 
that “Better Dealers,” will be glad to 
demonstrate? After Mrs. Jones, of Duluth, 
has made three or four futile and foot- 
wearying calls, won’t she be still further 
convinced that advertising is, like Becky 
Sharp, fascinating but not to be trusted 
too far? 


What Looks Good in Communication 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


The ageless skeptic who used to edit a 
house organ for the Enigma Shoe Corp. 
back in World War I is inclined to be- 
lieve that no progress has taken place in 
the field of employe communication since. 
This condition has arisen, of course, large- 
ly as a result of his having left the field. 
If he had stuck around, and imprinted his 
wisdom on the product, things would be 
better now. 

Things would be better now if manage- 
ment had had more wisdom then, but 
there is little sense in cudgeling the fa- 
thers of industry for turn-of-the-century 
sins. It is healthier to look upon the prod- 
ucts of enlightened managements today, 
and to see what’s being done to sootfié ‘the 
irritations of labor-management life. Some 
things today look good in employer-em- 
ploye communication, and it isn’t a bad 
idea to pause once in a while and look at 
some of them. Here are a few: 


Down-to-earth explanation of a revised 
health plan. When a company plans to 
change a benefit program, describe the 
changes so employes know what’s pro- 
posed. General Mills has done it, in “The 
Modern Millwheel.” Employes see what 
the proposed changes are, and have a 
chance to vote on it. Address is 400 2nd 
Ave. So., Minneapolis 1, Minn. 

Getting the employes in the act. General 
Petroleum Corp., Los Angeles, uses a busi- 
ness reply envelope in its current issue of 
“Doings in General.” Addressed to the 
company’s trade relations department, it 
makes it possible for the employe-reader 
to suggest a prospect for the sale of com- 
pany products. 

Giving the details of foremanship. Most 
communications programs pay random 
tribute to the supervisor, call him a “key 
man of management,” and let it go at that. 
Du Pont, in a plant paper issued at Rich- 
mond, Va., called “Spruance Cellophane 
News,” gives a pictorial job description of 
a typical foreman; it not only says that the 
foreman is a member of management, but 
it also tells why. 
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The C. M.'s Wife Rides (an Ad) Again 


And tell him you'd like the new ladies’ Album $5.00* to $7.50° |* plus tax 


if he wore 
hie billfold 
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“Album 


EXCLUSIVELY 
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WEST GEND, Wisc Ontin 


I could deny you—that privilege? 


to the vineyard? 


$5 to $25 plus tax. 


apple? 


collar. 


without a tie? 


magazine. 
Mebbe so. Mebbe so. But nothing I 


all-time high. In fact, contrary to its 
Shall we laugh? 
Let’s. Ready? 1—2—3— 


May I intrude, Big Brain, on your thought processes? 
Indeed, my one and only, have I ever denied you—or presumed to think 


Then tell me this—have you ever thought of wearing your wallet to werk? 
As, my dear, you are quite well aware, I wear my wallet to work daily— 
else how could you scavenge two and five dollar sums from me on my way 


I am not discussing wearing your wallet in your pants. Any number of men 
do that. I am discussing wearing it under your chin. 

Forgive me for being curious, helpmeet mine, but have you taken your 
temperature lately? This sounds like 105 degrees raving, at least. 

Do not dismiss my inquiry in jest, my ever presuming male. Cast your 
eyes upon this commercial message for Enger-Kress of West Bend, Wisconsin, 
maker of the ALBUM—presumably a wallet, or billfold, that holds from 2 to 
32 cards and photos without bulging and is available at leading dealers from 


Aside from the fact that you have undoubtedly pasted this impossible il- 
lustration together yourself, my dear, who would think of carrying 32 cards 
or photos around with him—let alone to have them dangling from his Adam’s 


You tell me, Genius. Advertising is your business—not mine. 
This is undoubtedly Bert Lytell in a still from an old silent film and actu- 
ally he is not wearing a billfold around his neck but an outsize Piccadilly 


Try again, Beau Brummel—and tell me who ever wore a Piccadilly collar 


By Gad, my dear, much as I am loath to admit it, you are perfectly right— 
this is a man wearing a leather billfold much as Frank Sinatra wears a tie. 

And for what reason, O Superior Intelligence? You are the one, remember, 
who finds reaschs for such things. Enlighten my inadequate female mind. 

For this, I must confess, I can find no reason—unless it be that this ap- 
peared in The New Yorker, and The New Yorker is presumably a humorous 


has ever been quite so humorous as this. 
I agree, my dear. I agree. Insofar as humor is concerned, this ad hits an 


have ever seen in The New Yorker 


claim, it practically bulges with it. 


Nod for the office help. Practically every 
indoctrination manual written has been 
slanted directly at the shop employe. 
Northern Paper Mills, in Green Bay, Wis., 
concedes the importance of the mill em- 
ploye, but recognizes that the office 
worker has a job, too. Result is a neat 
manual for office people. It is the same 
size and same shape as a stenographer’s 
notebook, even to the spiral binding on 
the top. 


® Talking finances in ordinary terms. 
Employes suspect financial statements be- 
cause they don’t understand them, and be- 
cause companies resort to grandstand 


techniques that may amuse but don’t im- 
press. Food Fair Stores, 2223 E. Allegheny 
Ave., Philadelphia, makes its annual state- 
ment in its employe paper, the “Star,” 
and describes the disbursements in the 
form of a food sales slip that totals ten 
bucks. Anybody can understand it, if he 
ever bought merchandise in a super- 
market. 

Employe communication is motionless 
in those concerns where change is un- 
known and unrecognized. But in many or- 
ganizations, where the managements are 
striving to stay in tune with the times and 
perhaps even to anticipate a bit, things 
look better every day. 
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Advertising Age, 


October 12, 1953 


The “Tribute to TIME Magazine for 
Courage—but not for Accuracy” is as 
sharply written as one could wish for any 
advertisement. 

It is also a notable example of adver- 
tising in an area where advertising is too 
little used. 


sage testifies to the moral courage 
of TIME’s management. They have 
The opening three paragraphs tell why: 
“Your opportunity to read this mes- 
agreed to run this copy although 
they can’t possibly like the harsh 
things it says about a particular 
piece of TIME reporting, issue of 
August 10th, entitled ‘Trucks On 
The Roads.’ 

“TIME has offered its ‘Letters’ 
column for our statement. So, why 
are we resorting to advertising to 
correct TIME’s errors? Because we 
believe that handling of these cor- 
rections in the ‘Letters’ section does 
not begin to rectify the damage 
done by the article. 

“We won’t try to discuss all the er- 
rors, but merely five major issues. 
The failure of TIME to handle this 
story with ordinary editorial acu- 
men is graphically emphasized in 
these parallel columns:” 


s Now, the parallel columns of Time 
comment and “corrections” by the Amer- 
ican Trucking Assns. Inc. make a very 
interesting story, in Time for Aug. 31. 
But I would particularly call attention to 
the following lines at the bottom of the 
page: 

“TIME, usually reliable, has done 
what other publications have done 
—picked up propaganda ‘statistics’ 
originally from competitive sources 
and used them. Most of the content 
of the TIME story is as familiar 
to us as the palms of our hands— 
we've seen it so many times and al- 
ways coming from the same sources. 
“There is a legend to the effect 
that it is futile and foolhardy to 
fight the press. Some people will 
now wait for TIME to knock us 
silly in later editions. But frankly 
we have no fear of such result.” 

The importance of these lines is that 
they are profoundly illustrated by the ad- 
vertisement itself. 

One can fight the press and one should 
fight the press when one thinks the press 
is wrong, and straight advertising prob- 
ably is the best of all possible weapons. 

Most arguments with the press, as with 
any other instrument for forming opin- 
ion, have their basis in the feeling that 
something has been’ misrepresented, 
usually because all of a story hasn’t been 
told. 

Many times such arguments are valid. 


s The reporter, like anyone else telling 
a story, tells what he thinks is most im- 
portant and the editor, like someone re- 
peating a story, edits it down to what he 
thinks is most important—and to conform 
to the limits of the space at his disposal. 

A comparison of almost any important 
news story in the principal newspapers of 
any half dozen cities will quickly prove 
the point; the very same story may (and 
usually does) vary by hundreds of per 


RIGHT: Reproduction of the adver- 
tisement placed in Time by Amer- 


ican Trucking Assns. to correct 


“five major issues” of a report in 
the magazine’s Aug. 10 issue en- 


titled “Trucks on the Roads.” 


These Ads I Like 


By Fairfax M. Cone 
President, Foote, Cone & Belding 


forcent in the space devoted to it. 

And so it is with the coverage of con- 
troversy. With the best of intentions, de- 
tails may be omitted and points thorough- 
ly confused, simply because of the limita- 
tions of space (or time). 

In the advertisement on display, the 


Truckers report Time’s offer of its “Let- 
ters” column for their statement, but I 
think it is inconceivable that space could 
have been provided for anything like so 
detailed a discussion. 

Wisely, I believe, the ATA chose to 
buy space to refute the offending story 
in precisely the detail it thought neces- 
sary. 

Only in paid advertising can anyone 
argue a case in print when he wants to 
and where he wants to and at whatever 
length he wants to. 


® Public relations releases and _ inter- 
views are inevitably subject to editorial 


79 


limitations. Advertising, once it has been 
accepted, is not. 

To use advertising much more often in 
just the way the trucking people have 
here would increase the knowledge of 
people on almost any controversial sub- 
ject to a point that no other medium 
makes possible. 

I would like to have made this adver- 
tisement—as a milestone. 

And I would change only one word in 
it. To “resort” to advertising is like “re- 
sorting” to violence. 

The use of advertising in such a case 
could hardly, I think, be more legitimate. 

Or more desirable. 


Said TIME: 


more damage to the road.” 


by cars.” 


foad more equitable.” 


are a vital part of the economy.” 


There are many more but these few will 
serve to suggest that TIME, usually reliable, 
has done what other publications have done 
—picked up propaganda “‘statistics” origin- 
ally from competitive sources and used them. 
Most of the content of the TIME story is as 
familiar to us as the palms of our hands— 
we've seen it so many times and always com- 
ing from the same sources. 

There is a legend to the effect that it is futile 
and foolhardy to fight the press. Some people 
will now wait for TIME to knock us silly in 


TIME, AUGUST 31, 1953 


“A New York tax organization estimates that on 
an average, the man who drives a four-door Plym- 
outh with a gross weight of 3,450 los. pays 34.64¢ 
worth of gas taxes and fees to move his car over 100 
miles of open road. Yet the owner of a truck with a 
gross weight of 60,000 Ibs. pays only 12.49¢ to 
move his truck the same distance, while doing far 


A Tribute to TIME Magazine 
for Courage-4u/ nor for Accuracy 


Your opportunity to read this message testifies to the moral courage of TIME’s 
management. They have agreed to run this copy although they can’t possibly 
like the harsh things it says about a particular piece of TIME reporting, issue 
of August 10th, entitled “Trucks On The Roads.” 


TIME has offered its “Letters’’ column for our statement. So, why are we 
resorting to advertising to correct TIME’s errors? Because we believe that 
handling of these corrections in the “Letters” section does not begin to rectify 
the damage done by the article. 


We won't try to discuss all the errors, but merely five major issues. The 
failure of TIME to handle this story with ordinary editorial acumen is 
graphically emphasized in these parallel columns: 


Our Corrections: 


“In 1951 in Missouri, Forrest Smith, then governor, 
publicly stated that he understood money had 
changed hands on the floor of the legislature to 
defeat a bill to increase truck license fees." 


any such charge. 


“A recent New York State study showed that funds 
needed to build 737 miles of heavy truck roads 
would build 26,000 miles of road to be used only 


“Over the years, 14 states have passed laws of one 
kind or another to tax trucks on their weight and 
distance traveled, and thus made the highway tax 


“No one wants to force trucks off U. S. roads, 
since they carry 15% of the nation’s freight, and 


later editions. But frankly we have no fear 
of such result. 

We've got our problems, some of them 
caused by our faults, some of them due to 
conditions beyond anyone’s control. Most of 
them are due to the inability of our main 
highways to carry modern traffic volume and 
the resulting resentment of the motorist who 
finds us much closer at hand than those 
responsible for roads. Please don’t let anyone 
tell you that, merely because this country 
would grind to a halt if trucks didn’t operate, 


This seems to be a slip-of-the-pen handling of an involved tax theory. Av 
face value it is obviously erroneous. In New York a big truck actually 
averages tax payments of $3.75 for 100 miles of travel—not the 124 cents 
reported by Time. Nationally, a big truck pays taxes of $2.82 for 100 miles 
based on figures of the U. S. Bureau of Public Roads for a 64,000-pound 
vehicle, nearest weight class to the Time example. 


Routine research would have shown TIME that the governor denied having 
made such a statement in the course of an investigation conducted by the 
Missouri legislature. This investigation cleared the trucking industry of 


No official body we can locate admits making such a study. The figures are 
ridiculous. No highway engineer we know of has ever said it costs 3500°% 
more to build roads for heavy trucks than for cars. Federal studies have 
indicated the added cost to run 13 to 17%, a cost item swamped by the 
truck tax contributions. Most costs—right-of-way, grading, engineering, 
administration, etc.—are not changed by existence of big trucks. 


All states*tax trucks on their weight and the distance traveled: Weight via 
sharply elevated license plate charges; distance via gas taxes which run 
5 to 7 times as much per mile for big trucks as cars because of low mileage 
per gallon. TIME may refer to special ton-mile type taxes—if so should 
also have said that 9 states have repealed such taxes and one state court 
threw out another of long standing as obviously inequitable. 


There are two kinds of statistics on hauling performance, tons carried and 
ton-miles. TIME is guilty of using a limited (inter-city) ton-mile figure 
while failing to report that on the basis of all tons of freight moved, trucks 
haul 75% of the total. (Automobile Manufacturers Association study.) 


we are depending on that fact to cover up 
faults. Truck operators are spending millions 
of dollars and millions of hours of time 
annually in attempting to improve everything 
about their operations. This industry believes 
it has nothing to fear from a properly informed 
public opinion, 
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AMERICAN TRUCKING AssociaTiIons, I 


NC, 
WASHINGTON, 6, D. C. 
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The Eye and Ear Department... 


And Now...Color TV 


Television is not a magic medium, It 
cannot guarantee sales. It cannot work to 
the exclusion of all other media for many 
reasons. But historically it offered sight 
plus sound plus demonstration and the 
pretty sure ability to catch the family 
viewing as a family unit in the living 
room in a relaxed state. 

And, if the commercial were in the 
middle of the show, the advertiser could 
bet that the family saw the whole com- 
mercial with varying degrees of attentive- 
ness. Now that television is within range 
of 82% of all homes, with more to come, 
it represents the potentiality of being the 
single advertising medium of a number of 
companies with limited budgets. 


s There is one legitimate complaint about 
television. Many brands need color for 
appetite appeal or for automotive style 
appeal or for brand identification, etc. 
Well, these advertisers are going to get 
color and it may be sooner than the ex- 
perts predict. When this happens the 
single medium concept will become more 
and more prevalent. 

NBC has begun demonstrations of color 
commercials produced in conjunction 
with the advertising agency writers and 
producers. And, while there is no one 
who claims that the average TV commer- 
cial is any better than mediocre, once you 
see a color demonstration you will quickly 
realize that it’s going to be as hard to do 
a bad commercial in color as it is to pro- 
duce a bad picture in Technicolor. Tough, 
hard-boiled advertisers literally gasp 
when they see their brands—particularly 
food products—reproduced in fine, true 
colors and without noticeable drifting or 
blurring throughout the demonstration. 

If you agree that the principle of color 
is exciting and that it is the last dimen- 
sion—short of feelies, smellies and depth 
—that television can aspire to, who is 
going to produce color commercials and 
how hard is it? The same agency director 
who regularly does your live commer- 
cials, in conjunction with the network 
experts, will do them. He will be assisted 
by the agency art director, who will be 
horrified by the complexities, but who 
will realize his future is in this new me- 
dium. 


s Experimental color broadcasts which 
have been shown at NBC produce better 


biack-and-white reception than usual. 

When color gets going commercially, it 
may well be the vogue on black-and- 
white live or film shows to do the com- 
mercials in color—live or film. NBC 
claims to have one 16mm color camera, 
with more to come, and no particular 
problems projecting color film even 
though there has been no demonstration. 
The value of a commercial on color 
bounced against a show in black and 
white would tend to focus attention on the 
commercial; that’s bad? 

NBC further recommends that a good 
color commercial that is shot now be 
checked with them to be sure that the 
shades are transmittable and the print 
acceptable in quality. Several film shows 
are now being produced in color and it 
is expected their value will be enhanced 
and their life prolonged. 

While no one doubts the impact and 
imminence of color transmission, the 
problem is who’s going to see it. A GE 
executive is pessimistic about the ability 
of the production lines to turn out a mass 
product in the next two years and licking 
the many unforeseen problems of serv- 
icing, foliage interference, transmitting 
problems, etc. 


® Perhaps his conservatism is commend- 
able and his predictions may be true. But 
in the past the industry has consistently 
underestimated the ability of demand to 
force supply. When the consumer sees a 
color set, he’s going to want one. There 
are almost 200 tube manufacturers and 
some of them must be planning to out- 
smart the others and bag the bulk of the 
color market. It would seem possible that 
in, 1954 about a million color sets may 
be made and sold even at premium prices. 
The end of 1955 should find 4,000,000 
more sets with the prices declining pro- 
portionately to the decline in b&w sets 
historically. And the poor buyer who gets 
his color set first is going to have at least 
ten visitors every night, so the real audi- 
ence will be considerably higher than 
set ownership. 


Everyone interested in advertising 
should make it a point to see the color 
demonstrations. Kismet is writing in 


large bold letters the coming events in 
advertising. The impact of this innovation 
in TV is bound to cause some major 
changes in all advertising media lists. 


Mail Order and Direct Mail Clinic... 


Now Is the Time to Revive 
Inactive Customers 


By Whitt Northmore Schultz 
(Mr. Schultz conducts a mail order 
business in Highland Park, Ill.) 
This is the time of year to revive your 
“dead” mail order customers—by mail. 
If they’re going to come to life (and buy 
again), the fourth quarter of the year is 
the time to raise them from the “dead.” 
The fourth quarter—October, November 
and December, tests prove, is the time 
when most sales-by-mail are generated. 
It’s the usual time, too, when shoppers are 
in a buying mood. 


ws So, let’s take a look this week at how 
you can revive once live mail order shop- 
pers. Here are five suggestions: 

1. Thank your inactive customers for 
their past business. You can do this by 


simple post card. And you can subtly sell 
a new service, or a new product, by men- 
tioning it in a casual postscript on your 
“thank you” missive. 

2. Ask your customer to tell you frankly 
why he stopped buying from you. His 
reply may shock you into taking steps 
toward improving original sales tech- 
niques that will build greater sales for 
you. Make it easy for the customer to 
reply by leaving ample room at the bot- 
tom of your letter. Urge him to pull no 
punches in his remarks about your prod- 
ucts or services, and wind up by saying: 
“Remember our No. 1 job is to serve and 
please YOU!” Enclose a business reply 
envelope for his answer. 

Watch the trend of the replies. If many 
of them include complaints about a spe- 


cific problem, you’d better go about solv- 
ing it pronto! 

3. Carefully read all of your customer’s 
replies. Circulate them among your staff. 
Urge your assistants to treat your cus- 
tomers with greater courtesy; dispatch 
orders faster; handle complaints intelli- 
gently; pack more efficiently; and send 
refunds, or replacements, swiftly when 
requested. 

In short, remember that the more you 
give to your customer in the way of 
quality and service, the more orders you 
receive, and the more lasting good will 
you'll build. 

4. Always immediately correct any mis- 
understandings. They have a cancerous 
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way of growing. Find the cause of your 
customer’s dissatisfaction (or lack of in- 
terest in ordering by mail from you) and 
gc about solving the problem immediately. 


# You'll be pleased and surprised how 
solidly and positively the Golden Rule 
operates in mail order selling. 

5. Re-sell your firm, your products, your 
service. 

Remember your letters are your diplo- 
mats, your silent salesmen. Make them 
work for you each day. 

Yes, NOW is the time to start winning 
back old customers. You’ll want them in 
the peak mail order shopping months 
directly ahead. 


Looking at the Retail Ads 
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How do you get a new schoolhouse? 


HARRIS Trust et i ee 
and Savings BANK 


1h @ MOR ROR OTRRET CHICAGD ve 


oe Pee Pa nme Neue Pate neat Seem oe tein 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Interesting big ad on five columns! 
Think of the parents of children in over- 
crowded schools, particularly in the low- 
er grades where overcrowding begins 
and persists, who will be arrested by this 
heading. 

This ad should have had excellent 
readership. It pointedly selects an audi- 
ence out of the general circulation of the 
paper. 

An impressive figure too, the $9 bil- 
lion this bank has provided for school 
and other community projects. 


® The thread of reason continues until 
the last paragraph of copy. Then the 
reader selected by the headline is bucked 
off into space, and he wonders (if he’s 
interested in advertising, as I am) if the 
real prospects for his message were not 
missed entirely by the “aim” of the 
headline. 

There are a host of people who are in- 
terested in “how to get a new school- 
house,” and would, no doubt, read here 
to find the answer. 

It is doubtful in my mind, however, if 
parents who want a new schoolhouse 
correlate significantly with people who 
have money to invest “in safety, with 
tax-free income.” Such parents are apt 


to be the least likely prospects for such 
investments. 

So what was this ad bought to do? 
How clearly was the problem stated be- 
fore it was created? Who agreed on the 
problem’s statement and the outline of 
the solution? 


s If the ad was bought to sell general 
readers on the importance of this bank 
as an institution, importantly integrated 
into the community’s life and needs, the 
copy might have been slanted differently 
and the last paragraph altered. If the ad 
was bought to interest investors in tax 
free income, a few different headline 
words (still arresting) could have se- 
lected the logical prospects from the pa- 
per’s circulation far more successfully 
than this one did. 

It pays to repeat and consider often, 
the seven-fold problem of every ad: (1) 
to attract (2) and hold (3) the favorable 
attention (4) of the maximum economic 
number (5) of the right kind of people 
(prospects) (6) while a selling story is 
told (7) and a desired action or reaction 
is induced. 

That is a general, universal statement 
of the problem of every ad. After con- 
sidering that statement it would be high- 
ly profitable next to translate these 
general or broad terms into specific ones 
applying as sharply as possible to one 
ad only—the one about to be created. 
This ad must have cost about $1,000. 
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Cullom, Pollack Fire at Each Other 
in Appeal Hearing of Jones Case 


(Continued from Page 1) 

who has since been named to the 
high court, disqualified himself. 

Members of the court who sat 
today were Chief Judge Edmund 
H. Lewis and Judges Albert Con- 
way, Charles S. Desmond, Stanley 
H. Fuld, Marvin R. Dye and 
Charles W. Froessel. 


e Mr. Cullom, who also held that 
the trial verdict was wrong be- 
cause “the charge to the jury was 
in error,” told the court that Mr. 
Jones’ “drunkenness is an impor- 
tant factor in the case and cannot 
be disregarded.” In answer to a 
question by Judge Fuld, Mr. Cul- 
lom said there was no evidence in 
the case to show that the nine 
former employes of Duane Jones 
Co. solicited agency accounts be- 
fore ending their employment 
there. The judge indicated he asked 
the question because, he said, it 
would have been improper to 
solicit accounts of the Jones agen- 
cy before leaving the agency’s em- 
ploy, whether Mr. Jones himself 
“was drunk or sober.” 

Mr. Cullom declared that solici- 
tations by his clients were under- 
taken -only after Mr. Jones “had 
fired them all” on Aug. 14, 1951. 
Mr. Cullom hammered away at 


AT THE DOOR—Joseph Scheideler and his 
attorney, Neil P. Cullom, as they were about 
to enter court of appeals, Albany, N. Y., 


for the final round of long-drawn-out 


Jones case. 


the point that Mr. Scheideler and 
the others had remained at the 
Jones agency at the request of Mr. 
Jones, and in nominal capacities, 
only until he could replace them. 


es “Mr. Pollack says that this 
slender thread [getting termination 
pay] makes them fiduciaries,” 
said Mr. Cullom. Actually, he 
added, the nine were not fiduci- 
aries after Aug. 14 and were thus 
not accountable as fiduciaries at 
any time thereafter. He called Mr. 
Pollack’s argument “a sham and a 
pretense,” since “both sides knew 
their relationship had ended.” 

The question of timing—the time 
when the nine left the Jones agen- 
cy, the time when Mr. Jones re- 
signed his accounts, the time when 
SB&W opened for business—fig- 
ured in questions put by the court 
to both lawyers. 

Mr. Pollack, who insisted that 
not a single defendant left Mr. 
Jones’ employ before Aug. 31, 1951, 
told the bench that some of them 
solicited Jones accounts prior to 
June 28, 1951. “They didn’t leave 
and then compete openly,” he said. 
“They remained and competed un- 
der cover.” 

He said the onetime Jones em- 
ployes were 
ers” and he assailed Mr. Cullom’s 
brief as having “smeared me in- 
defensibly” (AA, Oct. 5). 


s Mr. Cullom made the point that 
trial Judge Denis O’Leary Cohalan 
wrongly charged the jury last Oct- 
ober “in stating that ‘I am adopt- 
ing’ plaintiff's calculation of its 


“out and out perjur-| 


‘profit before taxes.’”’ 

This statement, the defense in- 
sisted, “effectively directed a ver- 
dict for plaintiff.” 

“This is the first case in the 
history of the courts of this state,” 
| he told the appeals bench, “where, 
after the employer-employe rela- 
‘tionship has been terminated, a 
fiduciary relationship has been im- 
posed.” 


® A separate argument, urging 
that the judgment of the appellate 
division in dismissing the com- 
plaint as to Robert Hayes and 


made before the court of appeals 


Cullom. 

Messrs. Haves and Burke, though 
represented by James E, Freehill 
of McNutt & Nash, decided to have 
Mr. Cullom make the oral argu- 
ment, based on a brief prepared by 
Mr. Freehill. The court recessed 
at 6:43 last night after hearing the 
main arguments of Mr. Cullom, on 
behalf of Joseph Scheideler and 
other defendants, and Milton Pol- 
lack, representing Duane Jones. 

Mr. Cullom asserted that the 
trial jury “fell victim to the ora- 
tory” of Mr. Pollack when it 
found against Mr. Hayes and Mr. 
Burke. He added that Mr. Pollack 
failed to prove that Mr. Burke was 
the “mastermind” of any conspir- 
acy aimed at ruining Mr. Jones’ 
business. He added that Mr. Burke 
could not be held liable since his 
company, Manhattan Soap Co., was 
exonerated by the jury. It is “a 
legal paradox,” he said, to charge 
that Mr. Burke conspired with a 
non-conspirator. 


® As for Mr. Hayes, continued Mr. 
Cullom, there has been no allega- 
tion that he conspired to take the 
Pharmaco account to Doherty, 
Clifford, Steers & Shenfield, his 
present employer, nor did he en- 
tice any Jones agency employes 
away from the latter agency. 

Such charges, he said, add up to 
“incredible nonsense.” Then he 
went on: 

“The situation would be amusing 
were it not for the tragic fact that 
plaintiff has secured a ruinous 
judgment against this young man 
for $300,000 on these fantastically 
false allegations. 

“Plaintiff's deliberate tactics 
have been to scramble together in 
a ‘conspiracy’ Hayes with Scheid- 
eler (competitors)—Burke with 
Philip Brooks (rank strangers), 
and out of the melange of confused 
and conflicting theories and vague 
and nebulous generalities, produce 
a nice, juicy verdict of $300,000. 

“Thus far this technique has suc- 
ceeded beyond the wildest dreams 
of avarice until the judgment (as 
to Burke and Hayes) was reversed 
by the appellate division.” 


s Mr. Cullom returned to the the- 
sis that it was “fantastic” for Mr. 
Pollack to argue that a fiduciary 
“continues to be such after his 
discharge by the employer.” 

“Unless a judgment can be ob- 
tained,” he concluded, “by vilifi- 
cation, abuse and excursions out- 
side the record, the judgment of 
the appellate division dismissing 
jthe complaint as to Burke and 
Hayes must be affirmed.” 


Rolston Joins Basford 


Samuel R. Rolston has joined 
|G. M. Basford Co., New York, as 
an assistant account executive. He 
was formerly with Fuller & Smith 
& Ross. 


Petroleum Co. to Seberhagen 
The Philadelphia division of) 


Petroleum Heat & Power Co. has 
appointed Seberhagen Inc., Phila- 
delphia, to handle its advertising. 


Frank G. Burke be affirmed, was | 


this afternoon by attorney Neil P. | 
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PLAINTIFF—Duane Jones goes over a legal point with Milton Pollack (left), his 


| trial lawyer, and Thomas Boyle, his attorney of record, in anteroom outside chambers 


of court of appeals last Wednesday. . 


‘Manchee Tells ABP Business Papers 


} 
| 


New York, Oct. 7—Advertisers 
and agencies urge business paper 
publishers to strive for greater 
uniformity in presenting informa- 
tion on the markets they serve, 
Fred B. Manchee, executive v. p. 
and treasurer of Batten, Barton, | 
Durstine & Osborn, told 250 cir- 
culation men here today at a 
luncheon given by Associated 
Business Publications to mark) 
“ABC month.” 

Recommending that the pub- 
lisher’s sales presentation outline, 
as sponsored by the National In- 
dustrial Advertisers Assn., be used 
as the basic structure for such 
uniformity, Mr. Manchee_ con- 
_ tinued, “We urge you, too, to dig | 
| deeper for facts about the mar- | 
kets you serve...for facts about | 
‘readers and prospective readers— 
'of your publications. 

“More and more advertisers 


To Make Market Information More Uniform 


and agencies,” he said, “with the 
increased competition for the dol- 
lar, will want to know that the 
last subscriber added is in the 
same quality zone as the first 
one.” 

He suggested that publishers 
join the Advertising Research 
Foundation, whose subscriber list 
now includes 14 business papers, 
to make it possible for ARF to 


| broaden the scope of its operations 


in the field of readership mea- 
surement. 

“There is a growing apprecia- 
tion of the fact that high reader- 
ship rather than high circulation 
volume is the answer to successful 
space buying,” he said. “Each year 
we make more and more studies 
and surveys among readers of 
business papers to measure such 
factors as preference, confidence, 
impact,” he said. 


Dictaphone Launches 
Its New Time-Master 


Model in Magazines 


New York, Oct. 8—A two-color 
page in the Oct. 17 issue of The 
Saturday Evening Post will launch 
Dictaphone Corp.’s drive for its 
new Time-Master “5” dictating 
machine. 


ness Week, Dun’s Review and 
Modern Industry, Fortune, Nation- 
al Geographic Magazine, News- 
week, Time and U. S. News & 
World Report during October and 
November. 

In addition to magazines, direct 
mail will be used to introduce the 
new, lightweight magnesium dic- 
tating machine. It weighs 13 Ibs. 


@ Open house parties, lasting for 
ten days, will herald the birth of 
the new machine. These will be 
held in the company’s 
trict and branch offices. 

“Sales will continue to increase 
and set new records within the 
next year,” C. K. Woodbridge, 


“Our sales have increased 100% 
since the original ‘Time-Master’ 
was first marketed five years ago. 
Today, our revolutionary product 
accounts for half of all office dic- 


try in the U.S.” 


Manning Enters Salt Lake City 


Manning’s Inc., San Francisco, | 


/maker of coffee products and op- 


‘erator of a restaurant chain, has'| 


'expanded its regional program to 
include Salt Lake City. The pro- 
gram, to promote Manning’s 
vacuum-pack coffee, will begin 
'with 60 announcements a month 
‘over KUTA. During the past year 


sive local campaigns in selected 
territories. Knollin Advertising 
Agency, San Francisco, is the 
Manning agency. 


Similar ads will follow in Busi-' 


134 dis-| 


chairman of the board, predicted. | 


tating machines sold by the indus- | 


Switches Account to McKinney 


National Vulcanized Fibre Co., 
Wilmington, Del., maker of vul- 
canized fibre and laminated plas- 
tics, has appointed Harris D. 
McKinney Inc., Philadelphia, to 
handle its advertising, effective 
| Jan. 1. Presently John Gilbert 
|Craig Advertising, Washington, has 
| the account. 


_Amertool to Keelor & Stites 
Amertool Services Inc., Cincin- 
jnati, owned and operated by 16 
'U.S. producers of machine tools 
| for cutting and forming metals, has 
_appointed Keelor & Stites, Cincin- 
| nati, to handle all its Latin-Ameri- 
'can consumer publicity. 


Don Lee Adds 2 Affiliates 

| Two new affiliates have joined 
i\the Don Lee-Mutual Broadcasting 
‘System, Los Angeles. They are 
|/KWIN, Ashland-Medford, Ore., 
and KVEN, Ventura-Oxnard, Cal., 
effective Oct. 15. 


Amsco Doubles ‘52 
Budget for Toy Ads 


in Holiday Season 


HATBORO, Pa., Oct. 8—American 


Metal Specialties Corp., maker of 
'Doll-E-Toys and Kidd-E-Toys, is 


more than doubling its advertising 
budget to promote its products na- 
tionally this year. 

The promotion is believed to be 
the heaviest campaign ever under- 
taken by a package toy manufac- 
turer like Amsco, which launched 
its first national campaign last fall 
(AA, Aug. 18, ’52). 

The hub of the campaign this 
year is a participation to run from 
now through the Christmas season 
on the Howdy-Doody television 
show on 58 NBC-TV stations. In- 
cluded in the schedule will be a 
special half-hour holiday program 
Nov. 27. 


s The special half-hour show is 
timed to coincide with full-color 
pages in the November and De- 
cember issue of Life and Parents’ 
Magazine. 

The company also is distributing 
full-color window streamers, 
counter displays and reprints of 
the full color ads to dealers 
throughout the country. The ad 
features natural color photographs 
of youngsters actually using the 
Amsco products. 

Amsco also is mailing thousands 
of brochures announcing its 1953 
promotion campaign to the trade 
in an effort to stimulate early 
buying. 

Lavenson Bureau of Adver- 
tising, Philadelphia, is the Amsco 
agency. 


Sakhnoffsky Design 
Talent Now Turns to 
Streamlining an Ad 


Fr. MApison, Ia., Oct. 7—It used 
to be that name designers were 
hired to dream up enticing stream- 
lines for new products. 

But today the Sheaffer Pen Co. 
announced that it has commis- 
sioned Col. Alexis de Sakhnoffsky 
to do a one-night stand as art di- 
rector. The well-known producer 
of streamlined stylized drawings 


of autos, boats and planes will de- 
\sign a four-color, full-page ad- 
|vertisement for the company’s 
|/new retractable Clicker ballpoint 
pen. 


| 


Publishers Fight Ad Meters 


The Pennsylvania Newspaper 
Publishers Assn. has intervened in 
'Common Pleas court in Philadel- 
phia as a friend of the court, in a 
suit filed by the Mt. Airy and 
Chestnut Hill Businessmen’s Assn., 
to restrain the city from permit- 
ting advertising on parking meters. 
The action seeks to invalidate an 
ordinance of Oct. 30, 1952, which 
authorized signs in meters. 


| 


} 


| 
| 


the company has conducted inten-_ 


oe « « FOR YEAR-ROUND PLEASURE 


PLUMB PRETTY—After its share of the Christmas gift market, Fayette R. Plumb Inc., 


Philadelphia, is wrapping its hand tools 


with striped gold and red printed foil to 


look good under the Christmas tree. Milprint Inc., Milwaukee, printed the wrappers 
and J. Robert Mendte Inc., Philadelphia, is the Plumb agency. 
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Guild Settles with 
‘Seattle Times,’ but 
Other Unions Picket 


SEATTLE, Oct. 8—Seattle’s big 
newspaper strike last week looked 
like an old-time Pacific North- 
west logjam. 

Just as Seattle Times executives | 
believed the key log had been. 
cleared in discussions with the 
American Newspaper Guild, other | 
striking unions popped up to block | 
publication halted since July 16. 

On Friday a tentative agree-. 
ment was reached between the. 
Times management and the guild. 
But on the same day mailer and 
typographical pickets appeared 
carrying signs stating that the 
members of these two unions were | 
“locked out.” 
® On Sunday the Typographical 
Union and the Times settled their 
dispute, a day after the guild 
contract was ratified by a vote of 
143 to 21. The mailers settled | 
Wednesday. Both unions won $4.50 | 
a week increases. 

The chain reaction Tuesday saw 
pickets of the pressmen, stereo-| 
typers and photo-engravers unions | 
take their places in the lines! 
around the shut-down Times 
building. The pickets are still there 
today. 

Settlement is expected soon, 
however. Guild and mechanical 
unions each were negotiating since 
July and the Federal Mediation 
and Conciliation service has at- 
tempted to help settle the strikes 
since then. 

The new guild contract, in gen- 
eral, provides increases between 
the amounts sought by the guild 
from the outset of the strike and 
those offered by the management. 
Increases average slightly over 
6%; the guild had asked for in- 
creases averaging 7.85%. A good 
part of the negotiations covered 
other provisions, such as increases 


for special classifications and a 
picket-line clause. | 


@ The guild contract runs for two 
years from Oct. 1, 1953, and may 
be reopened for wage negotiations 
on April 1, 1955. The top minimum 
for reporters, formerly $102 for 
six years’ experience, is raised to 
$109 for seven years’ experience. | 
Before the strike the Times of- 
fered $108. 

Other increases granted were: 
$2.50 for employes under $45 a 
week; $2.75 for those under $55; 
$3.25 under $65; $3.75 under 
$75.50, and slightly more than 6% 
for most workers above $75.50. 
Special increases went to some 
classifications, such as circulation 
men, advertising salesmen, and 
society and club editors. Car al- 
lowance, death, severance and 
leave benefits also were increased. 

The picket-line clause permits 


members of the guild to respect 


picket lines placed by the mechan- 
ical unions. 


@eThe agreement between Seattle 
Typographical Union 202 and all 
the Seattle newspapers brings 


the pay for day work to $109.50) 
on a 35-hour week and to $114.50, 
V. P. Roush, 
president of the local, said the 


for night shift. 
new hourly rate of $3.129 for the 
day side is the highest in the U.S. 

A picket-line clause permits the 
printers to respect pickets of mail- 
ers, pressmen, stereotypers, photo- 
engravers and the guild. 

The printers’ contract was signed 
with the afternoon Times, the 
morning Post-Intelligencer, the 
Daily Journal of Commerce, and 
the News Publishing Co., printing 
the Shopping News. 

The guild strike ended with in- 
dications that both sides were anx- 
ious to get back to work. Fred 
Martin, executive secretary of the 
Seattle-Tacoma Newspaper Guild, 


said: “Guild members hold no the proposal submitted by this 
rancor or animosity toward the newspaper. The overwhelming 
Times. When we return to work vote of almost 7 to 1 in favor of 
we earnestly pledge that our mem- ending the strike is highly pleas- 
bers will do their best possible job ing.” 


for the Times, as they have always 
. 4 Cahill Joins Harshe-Rotman 


done in the past.” j . 
The management of the Times! William R. Cahill, formerly on 


‘ : . | the Chicago staff of the Wall 
issued the following statement: | oy 7 oot po Be has joined the 
“The management of the Times Chicago office editorial staff of 
is gratified that the membership Yarshe-Rotman, public relations 
of the Newspaper Guild ratified consultant. 


Join Television Programs 


Television Programs of Ameri- 
ca, New York, TV film distribu- 
tor, has named three new sales- 
men. Charles C. Alsup, former 
Arrow Productions account execu- 


Video Corp. Names Wexton 


Video Corp. of America, New 
York, has appointed Wexton Co. 
to handle advertising for its high 
fidelity phonographs and radio- 
phono combinations. 


tive, will cover the mountain states. | 


Alan D. Reinhart, previously of 
the National Research Bureau, has 
been assigned to the New England 
area, and Leonard P. Frankel, for- 
merly with WEW, St. Louis, to 
that territory. 


WAUG Appoints Keller 

WAUG, Augusta, Ga. has 
named Robert S. Keller Inc., New 
York, as its sales promotion repre- 
sentative. 


Telegram. 


W. E. Browning 
1106 Dominion Sq. Bldg. 420 Lexington Ave. 455 North 
Montreal, Que. 


largest 


Toront 


222,000 buyers in every walk of 
life read THE TELEGRAM as their 
only daily newspaper 


A recent *survey of Metropolitan Toronto and _ retail 
trading zone shows that 222,000 people, over 15 years 
of age, read The Telegram as their only daily newspaper. 
The Telegram alone can reach this exclusive number of 
prospects (more than the combined populations of Kansas 
City, Kansas and Portland, Maine.) So for maximum 
results in your Canadian advertising, be sure to use The 


THE TELEGRAM 


DAILY PLUS WEEKEND 
TORONTO 1, CANADA 


Toronto represents the 


centration of 
operations of companies 
of outside origin of any 
city in the world. (source: 


mission) 


industrial con- 
branch 


o Industrial Com- 


O' Mara and Ormabee, Inc, ohn 


New York, N.Y. Chic 


*Daniel Starch and Staff (Represented in Canada by Gruneau Research Ltd.) 
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THE ADVERTISING MARKET PLACE 


Rates: $1.06 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 


preceding publication date. Display c 
column inch, Regular card discounts, 


HELP WANTED 


lastified takes card rate of $13.50 per 
size and frequency, apply on display. 


HELP WANTED 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional : 
176 W. Adams Street Chicago 3, ll. 


BUSINESS PAPER EDITOR 
Well established business magazine has 
an unusually attractive opening for 
topnotch editor. The kind of a man we 
want probably has business paper or good 
house organ background, but he might be 


an agency man or an advertising or sales | 


on man with an industrial com- 
Loteenage 4 would welcome a chance to 
spread his editorial wings. : 

We'd like him young, but we're more 
concerned with spirit than years. He must 
be a self-starter, good at meeting people 
and analyzing situations, with a flair for 
digging out and dramatizing material that 
gets to the nub of the problems facing his 

s. 
resend a factual resume, including salary 
ideas and a snapshot you can vy RH 
lute confidence ‘our own peo 
pen this) to Box 5974, ADVERTISING 
AGE, 801 Second Ave., New York 17, N.Y. 
Don’t send anything you want returned. 
If your resume interests us, we ll ask for 
samples and details later. 


FRED J. MASTERSON 
ADVERTISING - puSEeeemns a 
lit s of sitions for men and women. 
is Wabash Fr 2-0115 Chicago 


REPRESENTATIVE WANTED 
Long established manufacturer of Mechan- 
ical Window Displays and Sales Demon- 
strators in quantities to National Adver- 
tisers wants a capable sales representa- 
tive calling on similar accounts in princi- 
pal cities. Exclusive — commission 

asis. Send full details. 
Box 5973, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 33-4424 at 
BANKERS BLDG. CHICAGO 11, iLL. 


= ARTISTS FOR ADVERTISING AGENCY 
Need man for layout and general illus- 
tration. Also one man for finish art, in- 
including keyline, retouch, technical line 
drawing, etc. Fine positions for young 
men on way up. 5 day week, group in- 
surance, etc. 
AYRES AND ASSOCIATES, INC. 

1325 N. St. Lincoln, Nebr. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


CEntral 6-3178 | 


PROMOTION MANAGER... with broad | 
experience, fresh ideas, outstanding ability 
desired by WFMY-TV, Greensboro. This 
well established station needs a person 
| who can plan and execute overall promo- 
| tion of programs, station and market on 
| local and national level. Good salary for 
right person... opportunity to build de- 
partment. Apply by letter only, giving 
full details about training and experience, 
references and a small photo. 


ADVERTISING-SALES-PROMOTION 
| Quality jobs for qualified men and women. 
THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 


POSITIONS WANTED - 

| AGRI-INDUST-PROMOTIONAL WRITER 

| Creative-idea copy-contact man with 8 

| yrs. exper. in agencies on 35 accounts, 

| large and small. Free lance or full time. 
Box 5970, ADVERTISING AGE 

} 200 E. Dlinois St., Chicago 11, Ill. 


Chicago 


POSITIC WANTED 


Advertising Age, October 12, 


Your New York-\ 
ent - Veteran wri 
lated topics can t 
or two, with Ne, 
his territory, 
(monthly) Washi; 
Compensation sho 
monthly payment 
lence and familia 
sure the quality o 


ar ‘ desired, 


s work. 


RTISING AGE 


Box 5972, AI 
~w York 17, N. Y¥. 


801 Second Ave 


‘ington Correspond- 
yn business and re- 
an additional paper 
rk and vicinity as 
regular 
n coverage as well. 
be on a reasonable 
s space. Long exper- 
with the areas as- |, 


COPY GAL 


This pays $55 to start and consists largely 
of Gal Friday duties for mail order manager 
(selling correspondence courses). Some short- 
hand, but emphasis is on creative and sta- 
tistical work. North side Chicago, near ‘‘L.”’ 
Don't apply unless you know the basic facts 
of life in that chamber of horrors—the ad- 
vertising department. Box 658, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11, Ml. 


Advertising typogr 
management, over 
perience, bug for 
sibility, handle p e 


‘RTISING AGE 


er, production, sales, 
years’ top-level ex- 
tail, assume respon- 

| 


Box 5968, Al 
801 Second Ave ‘ew York 17, N. Y. 
BUSINESS ‘PORTUNITIES 


BUSINESS PAPE! 
Responsible and v 
ing house seeks 

tablished, in the | 
communications v 
confidence. Please 
ing to 


Box 5976, 
801 Second Ave 


DVERTISING AGE 
New York 17, N. Y. 


‘ROPERTY WANTED 
-established publish- 
perties, new or es- 
ness paper field. All 


AM - TV EXECUTIVE 


11 years’ experience radio and television— 
sales, sales administration and presenta- 
tions, station relations, operations, and 
local station e rience. Expert community 
antenna field. Unusifal analytical and or- 
ganizational ability. Fluent writer. Avail- 
able immediately. 5-figure salary. 
Box 659 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


be held in strictest 
ibmit details in writ- 


100 years. Beautif 
able. Small invest 
Slack, 420 Lexingt: 


WEEKLY NEWSPAPER. Published over | 
country town. Profit- 
1ent. Immediate. W. R. 
Ave., New York City. 


SPIRIT 


DUPLICATORS-TRADE  DIs- 
COUNTS! List $8). Net $59. Superb $200. 
machine features & many patented extras! 
Prints 300 multi-color copies in 5 minutes! 
Towers, 935 N. 40th St., Phila. 4, Pa. 


Executive - sales, advertising, merchan- 
dising—business engineering and man- 
agement experience; industrial and con- 
sumer markets. Age 53, Box 5975, AD- 
| VERTISING AGE, 200 E. Illinois St., Chi- 
| cago 11, IL. 


FARM COPY WRITER 


Once in a long time a really good farm 
copy writer becomes available—one who 
has milked cows plowed the land, sweated 
out the harvest. A man who writes know- 
ingly and persuasively of tractors and 
machines—and why some are better than 
others. A man with broad agency experi- 
ence in writing and marketing—who 
knows dealers and their problems. A man 
who, above all, can move other men to 
action by the power and directness of his 
writing. Interested? Write 

Box 5969, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


NEED HOLLYWOOD REPRESENTATION? 
| Reliable young executive, 32, seeks full 
| or part-time position. Fully qualified and 
experienced handling Hollywood assign- 
ments for top Ad & PR Agencies. Finest 
reference. 

Box 5971, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL. 


I ASPIRE TO PERSPIRE - I want a job 
with lots of responsibility and plenty of 
work. Seven years experience - half as 
jr. A.E. in agency, half as asst. A.M. Food 
Manufacturer. 

Box 5967, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ARE YOU 
THIS BUSIN 


space. 


interview. 


* 


SPACE SALESMAN? 


Penton has an excellent opportunity for a man 30 
to 40 years of age who is already successful in selling 


The man we are looking for would consider a 
change only if he felt it promised a bigger oppor- 
tunity with a company where he would derive greater 
satisfaction for the rest of his working years. 


This is that kind of an opportunity. You would be 
selling space in one of the nation’s leading business 
papers, and you would be backed by all the advan- 
tages of Penton’s outstanding services to advertisers 
—its marketing help—and its sales promotion aids. 


Experience in selling a good business paper is impor- 
tant. Knowledge of industrial markets is essential. 


Would you like to work for Penton? 


Communicate with us in complete confidence either 
in New York or Cleveland to arrange for a personal 


PENTON PUBLISHING COMPANY 
PENTON BUILDING, CLEVELAND 13, OHIO 
or 60 East 42nd St., New York 17, N.Y. 


ESS PAPER 


LIKE TO LIVE IN 
SAN FRANCISCO 7 


Well established agency with substantial 
clients in electronic and mfg. fields wants 
competent technical copywriter. Must 
have minimum five vears’ agency writing 
experience, largely om electronic products. 
Send full history and work samples to 
Technagraph Company, 301 Broadway, 
San Francisco. 


ADVERTISING 
SALESMEN 
Several openings for aggressive, 
capable young salemen. National 
publications. Space selling experi- 
ence preferred but not essential. 
Give full details in letter form. 
All replies confidential. 
Mr. Davis 
Ziff-Davis Publishing Company 
366 Madison Avenue 
New York, N. Y. 


EDITORIAL DIRECTOR 


We are looking for man to take active 
ee of our lead magazine and direct 
our other editorial operations. Besides ex- 
perience and editing ability, we need man 
who has initiative, ideas and follow thru. 
Position involves direction of what is now 
seven person department. Located in mid- 
west. Job now available. Box 655 ADVER- 
Ta AGE, 200 E. ['inois St., Chicago 
11, Ml. 


SALES 
REPRESENTATIVE 


Large direct mail advertising house 
desires to place a high-calibre rep- 
resentative in the Chicago market. 
Established territory. Applicant's 
background should include varied 
experience in direct mail advertis- 
ing, food merchandising and selling 
to executive personnel. Contacts to 
be made principally to industry 
concerned with food and drug prod- 
ucts. Earning potential in excess of 
$10,000.00 per year. Liberal draw- 
ing plus commission. Furnish chron- 
ology of experience, references. 
Principal of this firm will interview 
in Chicago week of October 19. 


Box 656 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ml. 


If you’re a littie advertising 
manager and would like 
to be a king-size 
advertising manager 


+ «+ We know of a fine opening for 
a young man (thirtyish) who perhaps 
is currently advertising manager or 
assistant advertising manager of a 
small company. The position involves 
becoming key man in an advertising 
operation of large and important 
proportions, formulating and admin- 
istrating a budget involving expend- 
itures in all media for nationally 
known branded products. It is an 
unusual opportunity for a bright, 
intelligent and personable man with 
the proper background, to become a 
completely rounded advertising man, 
and offers earnings in proportion. He 
will, after initial proving, be asked 
to “run his own show”. 

We are not looking for a glamor 
boy or one who is unwilling to trade 
this opportunity for a lot of very 
hard work. The rewards for indus- 
try, aggressiveness and ingenuity are 
considerable, in both money and 
position. Growth opportunity is ex- 
cellent. 

If you feel you are qualified and 
wish to be considered, write full 
details to Box 660, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 
Our own people know of this ad- 
vertisement. 


1953 


Ist Coupons Offered 
in Newspaper Copy 
by Seabrook Farms 


| Bripceton, N. J., Oct. 6—Sea- 
brook Farms has released an 
advertising and merchandising 
Campaign in 76 towns and cities 
east of the Mississippi River with 
full pages announcing the com- 
|pany’s first coupon offer for its 
\frozen foods. Some of the full 
| pages were in two colors. 
The 10¢ coupon is good only for 
frozen peas, spinach or lima beans. 
Just how the company plans to 
follow up the initial ad was not 
disclosed either here or by the 
/agency, N. W. Ayer & Son in Phil- 
| adelphia. 


| 


_® Seabrook Farms, which grows 
_and processes its own vegetables 
,and fruit, has been moving up in 
| the frozen food industry for sever- 
_al years and is believed to be try- 
ing to break into a top position 
through this campaign. 

| The company feels that if a cus- 
_tomer tries its products, reorders 
will follow. Consequently, copy in 
the ad was kept down to that 
theme and the fact that Seabrook 
‘grows its own vegetables and 
freezes them within minutes of 
| picking. 


_Horwits, Jacobs Open PR 

Al Horwits, who has been in 
publicity with Universal-Interna- 
tional Studios, and Arthur P. Ja- 
cobs have opened up a public rela- 
tions office at 350 N. Bedford Dr., 
Beverly Hills, Cal. Offices are 
being opened up in Hollywood and 
New York and in London, Paris, 
|Rome and Mexico City. Robert C. 
| Reilly, formerly assistant director 
of publicity for Warner Bros., will 
function in the West Coast office 
as an associate. 


_Crescendoe Gloves to Kimball 

Crescendoe Gloves, Johnstown, 
N. Y., has appointed Abbott Kim- 
ball Co., New York, to handle its 
advertising. 


* 


Personnel Consultant 


| to cAdvertising and the Graphic Arts 


, INC. 


| : — 


NEED A 


TEXAS 


ADVERTISING 
AGENCY? 


More and more shrewd, competi- 
tively-alert national advertisers are 
increasing Southwestern “buying ap- 
petites” with regional flavor — sup- 
plied by on-the-spot agency service. 


Examine our qualifications! 
A five-year-old, freshly-enthusiastic small agency, we're 
considered solid by contemporaries, media, reps, suppliers, 
etc. . .. as well as by clients, whose products and services 


include: 


Bedding, construction equipment, correspondence 
courses, industrial auctioneering, and nationwide moving 


(nationally). Plus jewelry, 


ticals, and metals (sectionall 
Appliances, automobiles, 


office furniture, pharmaceu- 
y or locally). 
banks, building materials, 


carbonated beverages, cosmetics, entertainment, fashions, 
food, giftware, office machinery, oilfield equipment, pre- 
fab housing, publications, sanitary supplies, and textiles 


also are part of our personal 15 


experience. 


years agency and account 


Yankee-born-and-business-bred, we filed Texas citizen- 
ship papers in 1942. We know how Southwesterners think 
and buy. Let's confer at your conven- 


ience. Your advertising and merchan- 
dising will be in good hands when 


you select... 


phone 
PRospect 
4387 


A Jorge, | 
soi 


1009 CAMP ST... . DALLAS 2, TEXAS 


A complete placement service 

of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 

| for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
| FRonklin 2-3280 


SPACE 
SELLING 
OPPORTUNITY 


Advertising space selling job 
open at high pay for two young 
men (24-26) who are willing to 
spend one year as trainees for a 
leading national publisher of 
business magazines. Higher than 
average salary to start. 


Box 657 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill 


Jeeecccccococococcosoosoooocoooooos 
> 


1 to 100 
TYPISTS —— STENOS 
SURVEY WORKERS 
AVAILABLE TODAY 


If you need typists, stenos or su 
workers for 4 hours, a day, a w 

or longer, call Manpower, Inc. Use 
our employees in your office or ours. 
We operate on a quick call basis at 
low hourly rates. Manpower, Inc., 
the nation’s largest temporary help 
service, operates in Boston, icago, 
Cleveland, Cincinnati, Detroit, l- 
waukee, Minneapolis, New York, 
Philadelphia, Pittsburgh, tl 
San Francisco and affiliated cities 
coast to coast. 

Call your nearest Manpower. Inc. 
office today or write Manpower, 
Inc., 330 W. Kilbourn Ave., Milwau- 
kee 3, Wis., for full details. 


2006006000000 0000868 
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TAP BIPM LHGs aM ORS 
Pieccccccccccccccccccscoseseoseesesseseene 


EVERETT F. BRADEN, for the past two years 

merchandising director of Foote, Cone & 

Belding, New York, has been elected a v.p. 

of the agency. Before joining FC&B, Mr. 

Braden was with Stop & Shop Inc. and Kro- 
ger Co. 


Yardley Publishes 
Book to Relate Its 


Own Success Story 


Lonpbon, Oct. 6—Yardley of Lon- | 
don, now a substantial advertiser 
on three continents, was spending 
as much as $250 in advertising as 
far back as 1850—not a bad sum) 
for those days. 

There is a Yardley Street in) 
London. | 

Sir George Yardley, born in. 
1588, was one of the early settlers | 
of Virginia. 

Little tidbits of this kind can be 
culled from “The House of Yard- 
ley, 1770-1953,” a 100-page book 
by E. Wynne Thomas published 
here recently by the well known 
perfume and soap maker. 


s The book is a genteel history 
of a company which makes genteel 
products. It will never be a best- 
seller—too genteel for that—but 
it will no doubt be useful as a 
source of prestige for a firm that 
relies heavily on prestige. 

Mr. Thomas writes that after 
130 years in business, Yardley was 
close to folding up in 1900. The 
company was rescued by man- 
aging director Thornton Gardner’s 
“realization that so long as the 
firm continued to base its main 
business on the manufacture of 
twopenny cakes of soap stamped, 
not with the name of Yardley but 
with that of the chemist who re- 
tailed them, there was little scope 
for expansion.” 

The corrective was applied—a 
large-scale brand name promotion | 
which soon established Yardley | 
“as one of the world’s leading per- | 
fumery houses.’ Yardley now has 
factories in Union City, N.J., To-| 
ronto, Can., Courbevoie, France, | 
and Bankstown, Australia. 

| 
s Mr. Thomas’ book is mainly an | 
account of Yardley’s path to suc-| 
cess. He also gives some interest- | 
ing facts on the historical and leg- 
endary uses of soaps and perfumes. 
But one is bound to report that he | 
really goes too far when he says 
(in the very opening paragraph of | 
the book): “It is not beyond the 
bounds of possibility that Eve her- 
self, perhaps when feeling off 
color after her expulsion from the 
Garden, made use of herbal juices 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada’s | 

Total Population and 42% of Retail Sales— 
Blanketed by the | 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS | 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


October 12, 1953 


| Mayers Gets New Division, Fargo Agency Changes Execs Ballonoff to Gerst, Sylvester 
Mr. Thomas graciously admits) Adds Five New Accounts O'Lavin, Flint & Associates, Ballonoff Metal Products Co., 
is no positive evi-| 
dence” to support such a conten- 


to improve her appearance.” 


Atlanta Adclub Elects 


Lewis F. Gordon Jr., Grizzard 
Advertising, has been elected pres- 
ident of the Atlanta Advertising 
Club. Other officers elected are 
Redfern Hollins, sales promotion 
manager, W.R.C. Smith Publishing 
Co., Ist v.p.; Steve May, account 
executive, General Outdoor Ad- 
vertising, 2nd v.p., and Abe Wein- 
Mark Advertising Associ- 
ates, reelected secretary-treasurer. 


S. R. Leon Co. Names Cook 


Clement W. Cook, formerly di- 
rector of copy and an account ex- 
ecutive of Cortez F. Enloe Inc., 
New York, has been named an ac- 


Mayers Co., Los Angeles agen- \Fargo agency, has changed its Cleveland maker of Pro-Tex steve 


| a ished an automotive name to Harold E. Flint & Associ- top mats and pads, has name 
7: ee oe by Don a ates. Barney O’Lavin, formerly Gerst, Sylvester & Walsh, Cleve- 


ising and sz agency head, and Harold W. Ban- | land, to handle its advertising. 
nero ivomge ons a eh gert, Fargo attorney, have _ sold | Promotion plans include trade and 
Co. of California. Division staff their interests. Besides Mr. Flint,| consumer publications and direct 
members will specialize in hand-|the agency’s executives will be | mail. Previously, Robert Goulder 
ling promotion for automotive Richard C. Rosenthal, v.p. and sec- Advertising, Cleveland, had the ac- 
dealers, using all media. retary, and Lee Holland, v.p. and | count. 

The agency’s five new accounts | ‘reasurer. 

are Superior Bedding Co., Los An- Names Glenn Advertising 
geles (formerly handled by Jere| Promotes Shannon to S. M. Southwest Food Products Co.. 
Bayard Advertising, Los Angeles);| tyoward C. Shannon, with North Los Angeles, maker of Bonnie Brae 
Bridgeport oe Santa) American Van Lines Inc., Fort|preserves and jellies and Dude 
Ane, Col, wae c ie estern | Wayne, Ind., long-distance moving | Ranch pancake syrup, has named 
Hardwood Lumber Co.; Dr. Barry | organization, for the past two!Glenn Advertising, Los Angeles, 
Bleeck, optometrist, and Papaya years, has been promoted to na-| to handle its advertising. 
Food Products. tional sales manager. 


Wade Gets Anderson Account 

Andrews Appoints Northwest Williams Joins WEAN Geoffrey Wade Advertising, 
Andrews Co., Portland, Ore., Miles Tod Williams, formerly Hollywood, has resigned the Col- 
maker of a plastic hose sprinkler, ‘account executive for Horton-/onial Dames Inc. cosmetics account 


unt executive and a member of Dan 
ihe plans et of S. R. Leon Co.,|Co., Portland, to handle its adver- pointed assistant station manager E. Anderson Co., national distrib- 
| tising. of WEAN, Providence. jutor of Caroline Leonetti cosmetics. 


has named Northwest Advertising Noyes, Providence, has been ap- to handle advertising for Daniel 


advertising dollars 


43 4g 54839 
° Precip hd 
produce yA $3382 SALES PER 


MORE SALES 


Canton, Ohio | 
REPOSITORY |) ee 


FAMILY 


NATIONAL 


ANNUAL AVERAGE 


Yj 
in the | 
VT, HJ] 


* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


ANTON $AST CANTON | 


| 


7 ome Families in Canton, Ohio spend an additional 
Ss $1457.00, or 43% more than the national average 

| on all classes of merchandise. Consequently, 

the advertising dollar you invest in The Canton 
Repository reaches a market 43% richer than the 
average. On a cost-per-sale basis, then, every 
advertising dollar invested in The Canton 
Repository does 43% more work. By the same 
token, it costs 43% less to secure national 
average sales through Canton’s only daily news- 
paper—The Canton Repository. Get 43% 

more for your advertising dollars—be sure your 


SS 


TF i Oursvitis 


by 
= 
> 


wierave 


schedule includes The Canton Repository: 
100% city zone coverage; 98.8% home delivered. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 
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Joins Howard Associates 


Frances McDonald, formerly 
with Merrill Anderson Co., New 
York, has been appointed art di- 
rector of Lloyd S. Howard Associ- 
ates, New York. 


DAYTONA BEACH 


Year ‘Round Resort Covered My 


Florida's 
DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test 
market; its thousunds of visitor» 
come from all over the U.S., Canada, 


Cuba and South America. Its Sum- | 


mer seusonus now rival its Winters in 
tourist popularity. 

2. Over $98.723.000 effective tnuying in 
come. 

3. Over $83,353,000 retail sales. 

4. A quality market index of 127. 

5. 


SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 


Represented by V. J. Obenauer Jr. in Jackamivilie 
Nationaliy Represented by | 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
_in all principal advertising centers 


| Breyer, 
‘handle advertising for a clam 
‘chowder bearing its name. Media 
' plans will be announced later. 
1952 total advertising 13,711,789 lines. | 

Joins Hearst Advertising 


Pittsburgh Post-Gazette, has joined 


WOR-TV Show Gets Sponsors 


“Broadway TV Theater,” which 
last year set a new video pro- 
gramming pattern by repeating the 
same live drama five nights a 
week, will return to WOR-TV, 
New York, Oct. 12 at 7:30 p.m., 
EST, with three sponsors in the 
house. Sponsor credits will go to 
Nash dealers (Geyer Advertising), 
Sun Oil Co. (Ruthrauff & Ryan), 
and White Rose tea (Cecil & Pres- 


brey). The season will start with 


“Twentieth Century,” starring 
Constance Bennett and Fred Clark. 


Red Snapper to Factor-Breyer 
The Red Snapper Restaurant, 

Burbank, Cal., has named Factor- 

Los Angeles agency, to 


Guy Stonestreet, formerly prod- 
ucts advertising manager of the 


the Pittsburgh office of Hearst 
Advertising Service. 


proven 
fest cifies 


Ts) ii == == 


1953 


Advertising Age, October 12, 


Asks Relief from 
Restrictive Laws 
on Mutual Fund Ads 


Boston, Oct. 6—Calling for re- 
S lief from restrictions imposed on 
advertising mutual fund securities, 
Herbert R. Anderson, president of 
Group Securities Inc., last night 
urged a revamping of federal laws 
and administrative attitudes gov- 
erning mutual funds. 

Speaking at the annual conven- 
tion of mutual fund sponsors, Mr. 
Anderson said that mutual fund 
assets were lagging behind those 
|of other investment agencies be- 
‘cause the others had sensible reg- 
ulation. 

“While our industry wants and 
must have regulation,” Mr. Ander- 
son said, “our insurance and 
banking friends have it to a sound 
degree, without the restrictions we 
‘ace on advertising, in telling the 
story of their service. 


$2,000,000 BOTTLE—Mogen David Wine Corp., Chicago, is spending $2,000,000 on 

an extensive campaign for Mogen David wine using outdoor, radio, newspapers 

and TV. Looking over a jumbo bottle featured on outdoor posters are (left to 

right) Bernard J. Wiernik, general sales manager of Mogen David; Byron A. Bonn- 

heim, v.p., and Marvin H. Astrin, account exec for Weiss & Geller, the Mogen 
David agency. 


3 “Costs to the public can only be 
|reduced through volume, which 
(can be achieved only as our story 
can become known. 

“It seems to me,” Mr. Anderson 


CBS’ Key Station Boosts Daytime Rates 
said, “that we have reached a de- 


New York, Oct. 9—WCBS is from $150. The combination rate gree of maturity where a ‘new 
raising the price of admittance for offered for the “John Henry Faulk | jook’ both at laws and, more par- 
daytime advertisers. Show” has been eliminated; this!ticularly, at administrative atti- 

The key radio station of the broadcast is now priced at $125 | tudes, might well be made in the 
Columbia Broadcasting System has per participation. public interest and for the protec- 
announced a 15% daytime rate in- ‘tion of investors.” 
crease, effective Nov. 1. Nighttime ® In announcing these revisions,) Jy g message to the convention, 
rates—$1,350 for an hour—remain Carl Ward, general manager of the | president Eisenhower wrote: 
the same. station, said WCBS’ daytime au-| «Our nation can be thankful for 

Daytime changes include: the dience has shown a substantial in- the skill with which investment 
hourly rate from 6 a.m. to 2 p.m. crease. He said the station’s au- companies have discharged their 
will go from $675 to $776.25. Sta- dience is “40.3% larger than any important role in our economy. In 
tion breaks during that time pe- other New York station’s on the helping to finance American busi- 
riod have been raised $25 to $125. basis of the total week’s average.” | 1 acc they are distributing to mil- 
Station breaks bought from 2 to “Our share of audience is growing iene of small investors the profits 
6 p.m. were advanced from $100 faster than that of any other New | of our nation’s industry.” 


to $110. York station,” Mr. Ward con- 
ELIZABETH 


Participations on Jack Ster- tinued. “There is _ substantially | 
NEW JERSEY 


ling’s wakeup show, which used to more listening to WCBS today 
cost $125, in the future will be than there was four years ago. 
$150. Participations on the Joan when the old rate card was is-_| 
Edwards program are up to $175 sued.” | 


When you pretest, you can use with confidence 
the Burgoyne store panels in these 14. test cities. 
For years national grocery and 
drug advertisers have utilized 
them to determine success proba- 
bility of new products, premi- 
ums, promotions. 
Monthly-audit-reports bring 
you prompt news of retail sales of 
your product and those of com- 
petition. Tell us what to test and 
where ... we'll present proposal. 


emclude Grand Rapids 


... largest Michigan market outside Detroit . . . distri- 
bution “hub” of 25-county Billion Dollar Western 
Michigan Market. 600 manufacturers in 300 indus- 
tries maintain high stability with net effective buying 
income per family of $5471! One of America’s top 
test cities . . . 58th in population . . . 39th in per 
capita retail sales! 


7 


BURGOYNE 


69,099* copies of the GRAND RAPIDS PRESS 
give 96% coverage of the city zone popula- 
tion of 241,233*. *Sources: ABC and SRDS. 


Plush Packaging for 
Pens Is Going Out, 


New York, Oct. 7—Plush pack- 
aging for pens and pencils is on 
the way out, Robert D. Howse, ex- 
ecutive v.p. of Waterman Pen Co., 
told the company’s annual sales 
meeting this week. 

“Millions of dollars are thrown 
away annually for expensive dis- 
play containers that are good for 
nothing more than collecting dust 
on the top shelf of a closet,” Mr. 
Howse said. 

“Our new packaging technique 
will still allow the product to be 
displayed at its best, but the pack- 
age will also serve a useful secon- 
dary purpose,” he disclosed. 


@ Waterman’s “useful 


wallet-type folder of simulated 
pigskin containing a ball point or 
fountain pen and a note pad with 
a class schedule form on the cover. 

For the Christmas season, the 
company will package its pen and 
pencil sets in a satin-lined Lucite 


compartments. 


Gallo Schedules TV Program 


The E&J Gallo Winery, Modesto, 
Cal., will use a new half-hour 
show on eight television stations 
to give viewers suggestions on how 
to serve wines. The new show, 
featuring movie stars, will appear 
on KGO-TV, San _ Francisco: 
KEGA-TV, Los Angeles; KFMB- 
TV, San Diego; WBUF-TV, Buf- 
falo; KEDD-TV, Wichita, Kan.: 


GROCERY &® DRUG INDEX 
FIRST NATIONAL BANK BUILDING . CINCINNATI 2 


KHSL-TV, Chico, Cal.; KSBE- 
TV, Salinas, Cal.. and KERO-TV, 
Bakersfield, Cal. Batten, Barton, 
Durstine & Osborn, San Francisca, 
is the Gallo agency. 


package” | 
idea was pre-tested this summer. 
with a “Schooltime Secretary,” a. 


case with mirror and cosmetic) 


‘Appoints Aitkin-Kynett Co. 


Conard-Pyle Co., West Grove, 
Pa., grower of Star roses, has ap- 
pointed Aitkin-Kynett Co., Phila- 


Waterman Exec Says delphia, to handle its advertising. 


‘Gazette’ Moves Ad Office 

The Denver advertising office 
of the Gazette-Telegraph, Colorado 
Springs, has been moved to 144 W. 


One of the nation’s tep 60 industrial arenas 
which is dominated by the 


ELIZABETH DAILY JOURNAL 


|There are approximately 900 di- 

| versified industries in the Elizabeth 

| Journal trade area who employ over 

| 69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
juring the past 5 years. 


Renresente: | Nationativ t 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices. 
in all principal advertising centers 


12th Ave. 


be 


\ 
~.\ 


BEST IN 
TESTIN’... 

GREEN BAY, 
WISCONSIN! 


Wisconsin’s 3rd largest sales market — compact, -elf- 


sufficient — is notably free 
fluence . . 


from disturbing outside in- 


. in short, a perfect set-up for product testing! 


Add a stable, prosperous balance of industry and agri- 
culture which makes cash registers ring up nearly 265 
MILLION DOLLARS ANNUALLY in wholesale-retail sales — 


and you can see our point! 


The GREEN BAY PRESS-GAZETTE goes into 100% of 
City Zone Homes — into 94% of those in the Metropolitan 


Area. . 


. that kind of coverage plus our Grocery Store 


Panel Audit and full merchandising assistance spells suc- 


cessful, PROFITABLE testing! 


Write, wire or phone collect for complete information! 
Phil McCloskey, Manager, General Advertising. 


GREEN BAY PRESS-GAZETTE 
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Biden ek ny prt es act a: 


Chet Bokelund, 64, 
National Ad Chief 
of ‘U. S. News,’ Dies 


NEw York, Oct. 8—Chet Boke- 
lund, 64, national advertising sales 
manager for U. S. News & World. 
Report, died at his home in Short | 
Hills, N. J., yesterday after a pro- 
longed illness. 

Mr. Bokelund joined U. S. News 
& World Report in 1940, covering | 


the New England territory out of | WAFM-TV Changes to WABT 

Station WAFM-TV, Birming- 
; ham CBS-TV affiliate, 
in Cleveland, later he was region- | changed its call letters to WABT. 


New York. When it was decided to 
open an advertising sales office 


al manager fcr the Cleveland of-| 
fice, in 1945 returned to New York 
as eastern sales manager, and la-| 
ter was made national advertising | 
sales manager. He was a 30-year | 
member of the Masonic Lodge of 
Advertising Men, publicity lodge 
No. 1,000, New York. | 


WALTER HECHT 

Mt. Kisco, N. Y., Oct. 6—Walter 
Hecht, 45, former promotion di- 
rector for the Chicago Herald & 
Examiner, died here yesterday. 

Born in Chicago, Mr. Hecht be- 
came editor of Swift & Co.’s house 
organ and then joined Gimbel 
Bros., Milwaukee, as assistant ad- 
vertising manager. He published 
the Citizen, Goodrich, N.D., for 
several years before joining the 
old Chicago Herald-American as 
assistant promotion manager in 
1934. He later became promotion 
manager for the Herald & Ex- 
aminer and during World War II 
served as press liaison officer for 
the Office of Civil Defense in Chi- | 
cago. 


HARRY BAYLEY 

MILWAUKEE, Oct. 6—J. Harry 
Bayley, 62, owner of the Advanced 
Display Advertising Service for 
17 years, died Sept. 30. 


FRANK H. NOLAN 

Syracuse, Oct. 6—Frank H. 
Nolan, an advertising salesman 
for the Syracuse Post-Standard 
for 21 years, died Oct. 3 in Uni- 
versity Hospital. 


Join NBC Film Division 

Four sales representatives have 
been added to the staff of the NBC 
film division. They are: Robert 
Brenner, formerly with Lewin, 
Williams & Saylor; James W. 
Monahan, previously with the. 
Ward Line, assigned to the New) 
York office, and Thomas B. Shull, | 
who was with Station Distributors, | 
and Hap Eaton, formerly of RKO- 
Pictures, assigned to the Chicago) 
office. 


Dolcin Boosts Hamilton 

Don Hamilton, sales manager of 
Dolcin Corp., New York propri- 
etary pharmaceutical maker, has 
been promoted to v.p. in charge 
of sales. 


WWOR-TV to Start Jan. 1 
WWOR-TYV, new television out- 
let at Worcester, Mass., now under | 
construction, will begin telecasting | 

around Jan. 1. 


Haverhill Buying 
Power means... 
More Profits 
for You! 


And in Haverhill, 
Massachusetts it’s the 2 
Gazette— ‘a 

A trading zone popu- Advertising Manager 
lation of 110,488 with Georse McLaughlin 
retail sales of $52,294,000. You can’t 
afford NOT to use the Haverhill 
Gazette in your campaign. 


Request more facts—Nationally Represented by 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


7 a!) principal advertising centers 


Advertising Age, October 12, 1953 


World Signs New Stations 

World Broadcasting System, 
New York, has signed 22 addition- 
al stations for its sales and pro- 
gram service. This gives the radio 
transcription company more than 
1,000 station-subscribers. 


KMPC Names AM Radio Sales 
KMPC, Los Angeles, has ap- 
pointed AM Radio Sales, Los An- 
geles, Chicago and New York, to 
serve as its national advertising 
representative, effective Oct. 15. 


has 
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THIS IS JIM CRAWFORD — (Another W-G Salesman) 


James C. “Jim” Crawford, an Air Force veteran 
unes , i » worked 21 - 
rod in Atlanta after graduating from the University of date terete Ten on 
fave 7 esterase Poh bebe ws at S University. He is president of the 
nr} ) s ter: ¢ speaking Club. Jim serves as secreta f th 
Atlanta Salesman Association and he is a membe “Cham f 

ssocia' r of the Atlanta Ju 

Commerce and other civic clubs. Busy, active Jim, like any of oar abi ale 


Please note individual advertise ts of our newspapers throughout this issue 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building Pla 
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¢ Sg ae ,° nai al 
< Nil Naan 


ELEPHANTS 


Mass market or selective, the ap- 
proach is basic: catch the eye, cap- 
ture the Impulse ...and make the 
product easy to buy. Whether it’s 
bread or coffee or girdles, a soundly 
conceived Merchandising Display 
will sell more of it, and at lower 
cost to you. 


Gibraltar floor-stands and counter- 
units are built of sturdy, silken- 


*Merchandising Display 


braltar 


CORRUGATED PAPER COMPANY, INC. 


a 


8101 Tonnelle Ave., North Bergen, New Jersey 
LOngacre 5-3405, N. Me or UNion 3-4700, N. J. 


surfaced corrugated, available in 
every color and shade. We rubber- 
plate print our corrugated in as 
many as eight colors, using high- 
gloss VARNICOLOR INKS —the 
colors that sing. 


Bread, coffee, girdles —or ele- 
phants!-—a Gibraltar MD* will sell 
more of anything. For examples, 
mail the coupon... 


Se ee een ee hte ee 
Mr. S. P. Boochever, Vice-Pres. AAI0 

in charge of Display Division 

GIBRALTAR CORRUGATED PAPER COMPANY 

8101.25 Tonnelle Avenue, North Bergen, N. J a 
Without obligation on my part... 


C) Please send me the GIBRALTAR MD* 
- KR for Rising Sales.” 


A permanent reference file on rchandising 
Displays. 


| 

| 

| 

| 

| 

| 

| 

C) Please have your representative telephone me | 
for an appointment. | 
| 

| 

| 

| 

ad 


NAME__ 


COMPANY_ 
ADDRESS 


f------------- 
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Marson Joins John C. Dowd 


\This Week in Washington... 


Jonas Marson, formerly copy di- | 
rector and editor of Vincent Ed- 
wards & Co., has joined the copy 
staff of John C. Dowd Inc., Boston. 


WBBF Names Cooke Rep 


WBBF, Rochester (formerly 
WARC), has named Donald Cook 
Inc. to represent it nationally, ef- | 
fective Nov. 1. 


By Stanley E. Cohen 
j Washington Editor 


est member of the Federal Com- 
munications Commission, ap- 
pointed Tuesday’ and 


honest-to-goodr 
the vacancy cre 


WASHINGTON, Oct. 8—The new-' ment of form: 


Walker. 
Months ago 


installed the Republican 
immediately, is Robert E. Lee, 41,/tee had “clear: 


formerly director of surveys and But the White 


investigations for the House ap- 
propriations committee. 

Previously he was a key execu- 
tive of the FBI. He did public re- 

lations and administrative work 
and became an expert on anti- 
trust investigations. 

While this gives the Republicans 
four of the seven FCC seats, there 
will not be any immediate policy 
changes since the commission has 


In CANADA 


THE STAR WEEKLY 


reaches more Canadians 
than any other publication 


It Can Help Your Company 
Increase Sales in Canada 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


‘in all principal advertising centers 


For some time the radio trade 


not been voting along party lines. | 


It is all the ; 
to the industry 
second chance 
had to put a | 
commission. La 
on a public uti 
Doerfer of Wis: 
Eugene Merrill. 


Ex-FBI Man Is Newest FCC ‘ember 


broadcaster for 
-d by the retire- 
chairman Paul 


vas known that 
itional Commit- 
a broadcaster. 
use sat tight. 
re disappointing 
cause this is the 
e President has 
vadeaster on the 
time he settled 
lies expert, John 


onsin, to succeed 


. + e 
Defense Mobilization Chief Ar- 


thur Flemming 


cleared the way 


this week for elimination of usage 
restrictions which prevented man- {isting coach services rather than 
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nickel-bearing stainless steel. 

| Nickel is still scarce and there is 
‘no guarantee that consumer in- 
| dustries will get all they want, the 
government warns. However, nick- 
elis the last important metal under 
control, and the administration be- 
lieves the control may be doing 
more harm than good. 

“In an emergency, controls can 
save an economy,” Mr. Flemming 
observed. “But if long continued 
they are almost certain to stifle 
and warp it.” 


The Civil Aeronautics Board re- 
ports that airlines are making 
money on low-cost air coach busi- 
ness, but they are not moving fast 
enough to expand the service. 

Noting large increases in coach 
|traffic since tests got under way 
two years ago, CAB said: “A large 
|part of this increase represents 
|more intensive development of ex- 


press had been hopeful that Presi-| ufacturers of consumer goods from ‘extension of coach service to new 
dent Eisenhower would pick an’ going into the open market to buy | points and routes.” 
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++ @ $283,119,104 
load in the Great 
Salt Lake Intermount 
ees Market oa 


Here's pay dirt for you — $283,119,104 of it! 
That's the annual value of mining and refining 
in the Great Salt Lake Intermountain Market. 
Yearly payrolls are a whopping $100,504,000! 
Claim your share by selling the entire 114 
million person market with The Salt Lake 
Tribune and Deseret News and Telegram. 
Complete coverage at one low buy. 


GREAT SALT LAKE 
‘INTERMOUNTAIN MARKET 


Represented Nationally By: 
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"This is the Place” for your business 


Go west with your business to the market with the 


prosperous prospects. 


Here in the Great Salt Lake 


Intermountain Market is a purse bulging with buying 
power. Write Gus P. Backman, Salt Lake City Cham- 
ber of Commerce, 207 South Main, Salt Lake City, 
Utah, for complete data on opportunities here. It will 
be a privilege to help you. 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


MOLONEY, REGAN & 
SCHMITT, INC. 
Metropolitan 
Sunday Neu spapers 


1 MILLION PEOPLE IN 
_ ADDITION TO SALT LAKE City 


DESERET NEWS wo 
Salt Lake Telegram (eveninc) 


12, 1953 

As an inducement to airlines, 
the board announced that coach 
fares will no longer be subject to 
specific cents-per-mile ceilings— 
so long as they do not exceed 75% 
of the corresponding first class 
fares. 

Under CAB coach regulations, 
coach trips must use planes with 
“high density” seating. No free 
food other than coffee can be 
served. 

e cS * 


The administration’s “sound 
money” experts are refusing to 
let home builders stampede the 
government into steps which would 
inflate the pool of mortgage money. 

With mortgage money tighter 
than it was under the Democrats, 
builders have warned that the high 
rate of home building will sag 
dangerously. But figures published 
by the Bureau of Labor Statistics 
show home building starts held up 
unusually well in August, so the 
total for the first eight months of 
1953 is about the same as 1952. 

Moreover, over-all expenditures 
on construction are running 5% 
above 1952, despite some tapering 
off of industrial plant expansion. 
Commercial building has been par- 
ticularly active, rising contra-sea- 
sonally to a new peak in Septem- 
ber. 


* o 3s 
Postmaster General Arthur 
Summerfield spared no_ effort 


Tuesday to see that the nation was 
informed about the first organized 
tests by 3¢ mail by air. 

Correspondents for leading 
newspapers were summoned, by 
personal call from the Postmaster 
General’s office, to a 7 a.m. break- 
fast at Washington National Air- 
port. Mail trucks hauling letters 
for the flight carried special signs 
signifying this was regular letter 
mail, moving by air. 

Mr. Summerfield himseif—en- 
route to address the Inland Daily 
Press Assn.—accompanied the first 
3¢ letter from Washington to Chi- 
cago. 


Royal Schedules ‘Life’ Ad 


Royal Typewriter Co., New 
York, in a b&w page in the Oct. 26 
issue of Life will report the out- 
come of an endurance test given 
a Royal DeLuxe portable by U. S. 
| Testing Co., New York. A machine 
| selected at random was attached to 
'a robot typist, with the controls 
|placed at 100 words a minute. To 
date, more than 1,553 hours have 
been clicked off. Young & Rubi- 
cam, New York, is the Royal agen- 
cy. 


Canada Press Plans TV Unit 


The Canadian Press, Toronto, 
Canada’s national news-gathering 
| co-operative, on Jan. 1 will launch 
|a new service designed to supply 
| world-wide news to privately 
‘owned radio and television sta- 
tions. The president of the new 
organization, to be known as 
Broadcast News Ltd., will be Roy 
H. Thomson, president of Thomson 
Newspapers. H. Gordon Love, of 
C.F.C.N., Calgary, will be v.p. 


Joins Bozell & Jacobs 


Gordon R. Molesworth, assistant 
to the manager of Oak Ridge oper- 
ations for the Atomic Energy Com- 
mission in charge of public rela- 
tions, has been named director of 

‘the nuclear energy information di- 
vision of Bozell & Jacobs, Chicago. 


LYNCHBURG 


VIRGINIA 


_A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1952 per capita retail 
sales ($1,478) were 88% higher 
than the U.S. average. 

ONLY the NEWS-ADVANCE cov- 

ers this basic Virginia market. 


ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


| Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


mic" ercipa: advertising centers 
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Fuller Calls Postal Rate Hikes the 


Worst Danger in Publishing History | 


(Continued from Page 1) 
over-all average, and turnover rate 
was excellent. 

He also cited the strange reluc- 
tance of NARD tto publish the 
study and reported that a special 
NARD committee had been named 
to review the study (jointly sup- 
ported by NARD, publishers and 
drug manufacturers), but that 
nothing significant had so far been 
done by the committee. In view of 
these facts, he recommended that 
the magazine business release sig- 
nificant parts of the study inde- 
pendently. 


« Mr. Haig also recommended 
the use of trade paper advertising. 
He did not believe the NARD 
Journal would accept the adver- 
tising under the circumstances, but 
he recommended three pages in 
Drug Topics and American Drug- 
gist, plus a first-class kit for re- 
tail sales forces calling on drug- 
gists. Based on NARD figures, a 
presentation which might be used 
for magazines to druggists and 
supermarket meetings was shown. 

(In Chicago, Dr. John W. Dar- 
gavel, executive secretary of 
NARD, told AA that “Mr. Haig 
is not being fair and he knows bet- 
ter.” The reason that the results 
of the drug store study have not 
been released, Dr. Dargavel ex- 
plained, is because they are in- 
complete and inaccurate in some 
cases and would constitute a mis- 
leading report. 

(“If the magazine publishers 
want to go to work and release 
figures which will give an inac- 
curate picture,’”’ Dr. Dargavel de- 
clared, “they can go ahead and see 
what happens.” The association’s 
journal will not accept any adver- 
tising relating to the study, Dr. 
Dargavel said, and added that he 
would publicize the inaccuracies 
which have been discovered since 
the study was made if the pub- 
lishers release it. 


#® (The NARD executive also 
pointed out that the association, 
drug manufacturers and whole- 
salers have contributed much more 
money to the research than MPA, 
which contributed approximately 
$20,000. Dr. Dargavel estimates the 
total amount spent on the study 
to date at $160,000. 

(The special committee investi- 
gating the discrepancies in the 
figures, he said, is still working on 
the problem and its researchers 
are working on corrections. The 
report will be released as soon 
as these studies have ironed out 
the inaccuracies. ) 

Lowell Shumway, v.p. of Mc- 
Call Corp. and longtime boss of the 
Central Registry Bureau, reported 
that Central Registry is now able 
to assess higher damages: that 
withholding money by field selling 
agencies is now a CR offense, and 
that applying and member agen- 
cies are now required to state for 
what magazines they work, and 
how they are compensated. 

He also reported cordial rela- 
tions with Travelers Aid Society 
(which may have to ship stranded 
solicitors home), the better busi- 
ness bureaus (for whom MPA will 
raise $60,000, $45,000 of which is 
now in), and reported favorably 
on MPA’s public relations cam- 
paign, which has hammered at 
restrictive ordinances aimed at 
magazine subscription salesmen. 
He said MPA had beaten 90% 
of the ordinances, although he 
mentioned new types—registra- 
tion, fingerprinting and others. 


s The MPA heard an enthusiastic 
report from A. E. Winger, Crowell- 
Collier Publishing Co., who re- 
ported that a new bond campaign 


prepared for the publishers by | 


Foote, Cone & Belding was “the 


finest bond campaign yet pro-| 


duced.” 


On the gloomy side, A. L. Cole, | 


business manager of Reader’s Di- 
| gest, reported that the adminis- 
, tration was moving for a $9,000,000 
‘increase in second-class postal 
|rates based on the faulty cost as- 
| certainment system. Mr. Cole be- 
\lieves the MPA should “fight as 
hard as we can against any rate 
based on this unsound policy.” He 
called the administration’s es- 
/pousal of the cost ascertainment 
system (which postal officials have 
privately conceded is faulty) “de- 
liberate misrepresentation.” 

Mr. Cole noted sardonically that 
the department itself doesn’t 
seem to have much confidence in 
its cost-ascertainment system. He 
commented that, based on this 
system, first class mail is always 
supposed to have paid its own 
way, yet the Post Office is asking 
for a first class rate increase. 

Mr. Cole also noted the precip- 
itous enactment of new and stiff 
rate increases for publishers using 
Latin American mails. These 
ranged from 100 to 600% but were 
wholly at the discretion of the Post 
Office Department. 


® He noted that the St. George 
bill, now before the House, would 
extend the department’s power to 
boost all postage and called the 
Latin American rates an example. 
He noted that publishers could 
Save money by shipping by sea and 
reentering the publications in 
whatever country they were in- 
tended for. He said it would cost 
the publishers $4,500,000 more but 
might cost the department $9,000,- 
000 in revenue. He thinks publish- 
ers involved should make strenu- 
ous representations to Congress, 
the department, the State Depart- 
ment and to the Mutual Security 
Administration, which encouraged 
Latin American subscriptions. 


® Since their gathering last spring 
in the Greenbrier, magazine pub- 
lishers have waited for the associ- 
ation to right its dues schedule. W. 
H. Eaton, publisher of American 
Home, who is treasurer of MPA 
and chairman of its finance com- 
mittee, presented a new schedule 
which calls for dues, to be calcu- 
lated on the previous calendar 
year base, to be based on 50¢ a 
thousand of the first $35,000,000 
revenue from advertising and/or 
circulation, and 1¢ a thousand for 
additional revenue. 

These rates will apply to all ex- 
cept those members who are min- 
imum dues payers ($100,000 rev- 
enue and less, who pay $50) and 
those members whose dues would 
be increased more than 75%. These 
get a year of grace. No publication 
will have to pay more than 75% 
increase for a year. 

Actually, MPA’s dues woes stem 
from a conservative management. 


Although the bylaws insist on dues 


|based on the past year’s income, 


MPA directors have stuck by 1947 
as the base vear for figuring dues. 
Only when postal rates and city 
ordinances needed more money did 
they realize that they had skipped 
several years, and now must take 
a bigger bite from member pub- 
lishers. 


® Before the group adopted Mr. 


Eaton's proposal, Fred Lewis 
of Hearst and A. E. Winger of 
Crowell-Collier bobbed to their 


feet to argue that a ceiling should | 


be maintained. They found few ad- 
herents, and the Eaton proposal 
passed with four dissenters. 

Mr. Eaton summed up his posi- 
tion by saying that most trade as- 


FIRST CAMPAIGN—Jarecki Machine & Tool 
Co., Grand Rapids, Mich., started its first 
national campaign with this page in Sep- 


tember and October issues of Business 

Week, Dun’s Review & Modern Industry, 

Fortune and Modern Industrial Press. 
Jaqua Advertising Co. is the agency. 


sociations (whose dues are based 
on members’ volume) have aban- 
doned a ceiling. He further com- 
mented that the suggested scale is 
really a compromise, and that it 
is intended to satisfy a “vocal min- 
ority” of MPA members who ob- 
jected that their memberships in 
the association were relatively 
much more expensive than those of 
the biggest publishers, who had 
heretofore paid a maximum of 
$15,000 regardless of gross income. 
The biggest publishers will now 
pay $17,500, plus 1¢ for each $1,000 
over $35,000,000 gross. 
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Howrey Says Doubleday’s Fair Trade 
Deals with Retailers Are Legitimate 


WASHINGTON, Oct. 8—In a sharp- 
ly worded dissent, Federal Trade 
Commission Chairman Edward 
Howrey indicated today that the 
business world hasn’t heard the 
final word on the legality of fair 
trade deals by companies which 
sell through owned and operated | 
outlets which compete with inde- | 
pendent retailers. 

Last week, Chairman Howrey 
expressed doubts about a case 
which FTC has filed against 
Doubleday & Co., Garden City book | 
publisher. Since Doubleday also 
operates 25 bookstores, the com- 
mission charged its effort to fair 
trade its books was, in effect, a 
price fixing comspiracy among re- 
tailers which does not come within | 
the McGuire Fair Trade Act (AA, | 
Oct. 5). 

Today the commission announced | 
that it is pressing a similar case 
against Eastman Kodak, which 
sells fair traded goods through its 
own stores as well as those of in- 
dependent retailers. Mr. Howrey’s 
dissent contends that this “is one 
of the peripheral test cases of 
strained statutory interpretation, 
doubtful validity and unfortunate 
economic consequence.” 


® Because of the unusual voting 
lineups in both cases, it appears 
on the surface that Chairman 
Howrey’s point of view could end 


(Continued from Page 1) 
of editorial ad techniques com- 
pared with conventional display 
techniques, of “picture of product 
versus picture of product in use,” 
of the effect of ad size on reader- 
ship ratings, of left-hand versus 
right-hand pages (which has nev- 
er been studied in relation to 
newspapers), and of the position 
of ads in newspaper (above the 
fold versus below the fold). 

Dr. E. L. Deckinger, v.p. of Bi- 
ow Co. and chairman of the radio- 
TV rating methods committee, said 
that the committee expects to issue 
a booklet in December which will 
summarize some of the broadcast- 
ing service particulars, such as 
markets served, frequency, and 
cost. Other projects in progress 
include data on ratings and data 
analyses. 


#® Sherwood Dodge, v.p. of Foote, 
Cone & Belding and chairman of 
the printed advertising rating 
methods study committee, ex- 
plained that one of the primary 
concerns of the committee is “to 
study whether or not the tech- 
niques as practiced achieve their 
objectives.” A proposed three-part 


study, he said, will include an ob- 
servation study, in which peo- 
ple’s reading habits will be 


watched, and a combined large- 
scale field study to help under- 
stand better both the accuracy and 
the meaning of recognition and 
aided-recall techniques. 

R. M. Gray, advertising manager 
(of Esso Standard Oi] Co., and 
ichairman of the buying habits 
|study committee, said that explor- 
| atory work has demonstrated that 
| people will talk about their buying 
behavior, and that a study now in 
| progress will produce valuable in- 
| formation on consumer buying 
|habits. This is planned for early 
1954. 


@ Dr. W. H. Wulfeck, chairman, 
executive committee, William Es- 
ty Co., and head of the ARF com- 
mittee on motivation research, 
explained the current program 
still in an early stage of develop- 


Ad Research Foundation, with Funds 
at Peak, Plans Stepped-Up Operation 


ment which, he said, is likely to 
lead to a handbook on how projec- 
tive techniques, as developed by 
leading psychologists, can be ap- 
plied to advertising and market- 
ing problems. 

A. W. Lehman, ARF managing 
director, said that the foundation’s 
income has risen to about $175,000 
in the past year, and that with 
that ARF will be able to move 
along at a faster pace on many of 
its current projects. 


Sponsors Switch Programs 

“Valiant Lady,” a new 15-min- 
ute serial, will be seen over CBS- 
TV starting Oct. 12 at 12 noon, 
EST, under the sponsorship of 
General Mills and Toni Co, The 
soap opera will replace “Bride & 
Groom,” which these companies 
have been presenting in that time 
| period. 


Schwaller Named Ad Head 

John N. Schwaller has been ap- 
pointed advertising and sales pro- 
|'motion manager of Cleveland 
Welding Co., subsidiary of Amer- 
ican Machine & Foundry Co., New 
| York. 


Reappoints Hewitt, Ogilvy 
British Travel Assn. has reap- 
pointed Hewitt, Ogilvy, Benson & 
Mather, New York, to handle ad- 
vertising for the association in the 
U. S. The agency has handled the 
account for the past two years. 


To Atherton & Currier 

M. Hohner Inc., New York man- 
ufacturer of harmonicas and piano 
accordions, has appointed Ather- 


ton & Currier, New York, to han- | 


dle its advertising. The company 
previously placed advertising di- 
rect. 


Westinghouse Boosts Nichols 

Robert M. Nichols, northern 
California advertising and sales 
promotion manager of Westing- 
house Electric Corp., has been 
named consumer products man- 
ager for the Sacramento area. 


Koch Joins Ohio Display 
Thomas W. Koch, formerly as- 

sociated with Shellmar Products 

Corp., has been named assistant 


up in the majority by the time the 
commission gets the cases for 
final action. Both cases were de- 
cided late in September by a com- 
mission which included Stephen 
Spingarn. Judge John W. Gwynne, 
who subsequently replaced Mr. 
Spingarn, has not had an oppor- 
tunity to vote on the issue. 

Moreover, Commissioner James 
Mead signified his sympathy with 
Chairman Howrey's point of view 
in the Doubleday case, but did not 
vote in the Kodak case. 

The commission’s statement in 
the Kodak case—presumably the 
statement of commissioners Albert 
A. Carretta, Lowell Mason and 
Spingarn-—reiterated that the Mc- 
Guire Act never intended to permit 
price maintenance agreements of 
a horizontal nature—agreements 
among retailers. 


® “As certain of the resale price 
fixing agreements are alleged to 
be between respondent and certain 
retail stores which are in competi- 
tion with retail stores wholly 
owned and controlled by respond- 
ent, the agreements are between 
competitors and are not exempt,” 
FTC said in explaining the charges 
pressed against Kodak. 

Chairman Howrey said, “The 
fact that respondent functions in 
a dual capacity—as a manufactur- 
er and as a retailer—has not in the 
past been considered a_ violation 
of law. The practice of manufac- 
turers to market their products 
through their own outlets, while at 
the same time selling to independ- 
ent retail stores, is a widespread 
marketing practice. 

“Mere competition between some 
of these outlets and independent 
retail stores having resale price 
contracts with manufacturers is 
certainly not determinative of il- 
legality. 


s “If the contracts are truly ver- 
tical, no violation of the FTC Act 
is present. Neither the Miller-Tyd- 
ings Act nor the McGuire Act 
was intended by Congress to dis- 
criminate between integrated and 
non-integrated manufacturing con- 
cerns in securing the benefits of 
resale price maintenance for them- 
selves or their customers. 

“The complaint in this case does 
violence to the fundamental princi- 
ple that legislation should be con- 
strued in the light of its basic 
purpose. The Congress has vali- 
dated vertical resale price con- 
tracts, and it is not the commis- 
sion’s function to invalidate the use 
of such contracts by a large seg- 
ment of the eccnomy. 

“If it were alleged, for example, 
with sufficient particularity, that 
a bona fide relationship of buyer 
and seller did not exist between 
respondent and its retail store cus- 
tomers, or that the transactions be- 
tween them involved something 
more than customary marketing 
transactions affecting successive 
stages of the marketing process, or 
that the contracts were not be- 
tween parties at different levels of 
the distribution system, or that 
there was a purpose to suppress 
and restrain competition through 
lan unlawful horizontal arrange- 
;ment, then a cause of action might 
| be stated,” Mr. Howrey said. 


_Spatini Promotes Spaghetti 
Spatini Co., maker of dry spa- 
ghetti sauce, will open a fall pro- 
motion with television spots in 
Philadelphia, New York, Washing- 
ton and Baltimore. A special Phil- 
adelphia test with small ads on 
society pages will urge clubwomen 
to give Spatini dinners as a means 
of obtaining group funds. Spatini 
will supply the utensils, the dry 
mix and will distribute samples. 


sales manager of Ohio Advertising | Gresh & Kramer, Philadelphia, is 


Display Co., Cincinnati. 


the agency. 
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Audience Analysts Incorporate 


Audience Analysts, Philadelphia 
mail survey service for broadcast- 
ers and publishers, has incorpo- 
rated, with Mrs. Doris L. Selinger 
as president. Gerald F. Selinger, 
v.p. of Lee Ramsdell & Co., Phila- 
delphia agency, is v.p. Bert C. 


Daikeler has been named sales | 


manager, and Helen S. Doberstein, 
chief analyst. 


CBS-TV Signs 6 Stations 


Six more stations—two of them 
in Alaska—have joined the CBS 
television network. Additions to 
the network lineup include 
WPRO-TV, Providence, R.L; 
KATY, Pine Bluff, Ark.; KHOL- 
TV, Kearney, Neb.; WWTYV, Cadil- 
lac, Mich.; and KFIA, Anchorage, 
and KFIF, Fairbanks, Alaska. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$52,127,000 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Natieasily Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co, maintains offices 
in all principal advertising centers 


NO ESCAPING THEM—Six suppliers to the automotive industry that get day-to-day attention from top autc 
executives are those whose painted signs you see above. The view is from the front of the Detroit Athletic 


Signboards Fronting Detroit Athictic Club 
Get Premium Prices from Auto Supply Firms 


_ Detroit, Oct. 7—A group of 
‘outdoor bulletin positions in the 
immediate vicinity of the Detroit 
Athletic Club are the most import- 
ant in the country in reaching the 
top executives of the automobile 
industry. 

The locations, owned and serv- 
iced by Walker & Co., carry a 
premium price. And it is no coin- 
cidence that the principal adver- 
tisers on the 15x60’ boards are 
large suppliers to the automobile 
industry. 

Despite the premium price, the 
boards are in such demand that 
Walker & Co. has a lengthy wait- 
ing list of large companies waiting 
an opportunity to give their mes- 
sage to the very top men of the 
automobile plants who frequent 
the Detroit Athletic Club almost 
daily. 


® Membership of the DAC is so 
pretentious that it has been said 
a bomb dropped on the club at a 
membership meeting would be the 
most crippling blow that industrial 
America could sustain. 

The bulletins, a series of six, 
are now under contract to Borg- 
Warner, U.S. Rubber Co., Bendix, 
Timken, Goodyear and Auto-Lite, 
with other companies sharing at 
‘certain times of the year. 


METROPOLITAN BUFFALO 


IS A BIG 


MARKET 


Bp 

a 

ju 
*~ 


SELL THE NEWS READERS AND YOU SELL 
THE WHOLE BUFFALO MARKET OF OVER 1,400,000 PEOPLE. 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


ational Representatives 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


| The bulletins, all painted, are 
Situated so that anyone leaving the 
front door of the DAC cannot help 
but see them and their messages. 
Walker & Co. said the space is 
among the most valuable in the 
nation because of its consistent 
| audience. 


13-Page Ad Will Be 
Run in ‘Life’ Next 
Month to Push Toys 


New York, Oct. 6—The Toy 
Manufacturers of the U.S.A., which 
has been running an annual 
Christmas promotion in Life for 
a number of years, will take 13 
pages in the Nov. 23 Life this year 
| —““the biggest Christmas promo- 
tion in the country.” 

The ad (one page in four colors 

and 12 in b&w) will push 96 toys. 
Last year, Toy Manufacturers used 
nine pages to promote 64 toys. Be- 
tween 14,000 and 15,000 stores are 
expected to tie in with the promo- 
tion by offering the toys for sale 
and using point of sale displays 
| and local advertising. An estimated 
1,000,000 lines of local advertis- 
ing supported last year’s effort. 
_ In addition, this year’s Christ- 
mas push will be made via 27 TV 
stations in 24 cities. The Toy Man- 
ufacturers will take participations 
running one to three minutes. The 
participations will run 14 consec- 
utive days in some cities and in 
others will be seen five days a 
week for six weeks. 

Handling the account is Grey 
Advertising. 


Runs Renuzit Cleaner Test 


Renuzit Home Products Co., 
Philadelphia maker of Renuzit 
liquid home cleaner, has launched 
a test promotion for its Odorless 
Renuzit using radio, television and 
some newspaper space. Basis of 
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Club, and the locations are so important to anyone with something to sell to the important members of 
the DAC that they command premium prices. Walker & Co. owns these locations. 


Englander Signs TV Show; 
Sponsors Shift Programs 


Englander Co., Chicago, will 
sponsor 15 minutes of the Friday 
session of Bob Crosby’s new CBS- 
TV program starting Dec. 25. Leo 
Burnett Co. is the agency. 


tisers have effected program shifts. 
Remington Rand (Young & Rubi- 
cam) is the new co-backer of 
“What’s My Line” with Stopette. 
The electric shaver maker for- 
{merly was co-sponsor of ‘“Penta- 
‘gon, USA,” with Philip Morris 
| (Biow Co.), which has replaced 
the crime series with another dra- 
ma, “Philip Morris Playhouse.” 


McGraw Sets Fall Campaign 


McGraw Electric Co., Elgin, IL., 
has scheduled “the biggest adver- 
tising campaign in McGraw his- 
tory” for all its products. Ads, 
which will 
toasters, Manning-Bowman ap- 
appliances, will run in Better 
Homes & Gardens, Bride’s Maga- 
zine, Country Gentleman, Guide 
for the Bride, Holiday, House 
Beautiful, House & Garden, Look, 
McCall’s, Modern Bride, The New 
Yorker, The Saturday Evening 
Post and This Week Magazine. 


New Account for Vanguard 


Vanguard Advertising Agency, 
New York, has been named to han- 
dle advertising and public rela- 
tions for Bernard P. Gallagher, 
negotiator for the purchase and 
sale of magazine properties. The 


Meanwhile, two CBS-TV adver- | 


pliances and Tropic-Aire-Everhot | 


White Rock Boosts 


Promotion in N.Y. 


New York, Oct. 7—White Rock 

Corp. is stepping up its advertis- 
'ing activities in this area. 
The company’s newspaper cov- 
|erage has been increased from one 
|to five papers. This promotion is 
being supplemented by ads in Cue 
and The New Yorker. 

On television, White Rock is 
sponsoring a five-minute nightly 
newscast with John Tillman over 
WPIX. This new series started 
Oct. 5. The same day marked the 
start of a new three-times-weekly 
White Rock radio show, featuring 
Stan Freeman, over WNBC. This 
25-minute musical revue is broad- 
cast at 10:35 p.m., EST. 

White Rock’s commercials in all 


feature Toastmaster | media are testimonials from out- 


| standing hotel men and restaura- 
|teurs. Ellington & Co. is handling 
the drive. 


Names Small, Brewer & Kent 


The News-Tribune, Waltham, 
Mass., has appointed Small, Brew- 
er & Kent to represent it national- 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1952 the Morning Call carried 


appointment includes World Wide 
Publications and American Busi- 
ness Journals, which Mr. Gallagher | 
directs. 


more than 6,594,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 


| people of Paterson read and are 


Dorothy Kotzen Studios Move 


Dorothy Kotzen Studios, New 
York, has moved to new quarters | 
at 550 Fifth Ave. The studios, de-' 
voted to creative advertising art | 
and production, opened offices in | 
June, 1953. 


influenced by their advertising in 
the Call. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represen by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


the test will be radio spots around 
national participation shows in, 
Baltimore and Washington, and a_ 
half hour show in Pittsburgh. | 
Small space is being taken in sev- 
eral New York dailies. Purpose of 
the test, which will run until No- 
vember, is to determine which me- 
'dia to employ in a full blown pro- 
imotion. Feugenbaum & Werman, 
| Philadelphia, is the Renuzit agen- 
cy. 


Levi Strauss Promotes Four 


| Richard P. Cronin, advertising 
|manager of Levi Strauss & Co., 
|San Francisco clothing manufac- 
iturer, has been elected to the 
| board. Three others elected to the 
board are Joseph Frank, sales 
training and export sales manager; 
Carl Petersen, traffic manager, and 
Oscar Groebl, head of the com- 
pany’s New York office. | 


Devlin Named Plywood Head 


Charles E. Devlin, executive v.p. 
lof Northwest Door & Plywood 
/Sales Inc., Tacoma, Wash., has 
‘been appointed managing director 
lof the National Plywood Distribu- 
| tors Assn., Chicago. 


‘Names Knollin Advertising 


Marvic Inc., San Mateo, Cal., | 
/maker of Lathemaster tool holders, | 
has appointed Knollin Advertising | 
Agency, San Francisco, to handle | 
its advertising. 
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\ justifies its cost is 


is a misnomer when applied to fine 


. for the quality which 
the work of skilled eyes 


\ 
, and hands. No machine or mere 
; mechanical skill can produce photo- 


4 engravings wort 


\ a creative cont 


hy of the best national 


advertising. We feel that our work is 


ribution to the 


. quality of advertising. 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGA 


N AVENUE, CHICAGO! _ 
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Local Advertisers Should Use More 
TV, Stolzoff Tells Ohio Conference 


(Continued from Page 3) 
the easiest thing and the most ob- 
vious—running cooperative spot 
announcements or occasional holi-| 
day programs or nothing at all, he 
said. 


at the audiences you wish to reach. 
“Repetition is the presentation 
of a message a sufficient number 
of times to insure complete cover- 
age and impression value.” 
In the program field, Mr. Dennis 


placed on a hit-and-miss and im- 
pulse basis. More frequency and 


continuity are needed to match 
competition and to pierce through 
the hundreds of advertising im- 
pressions with which the average 
consumer is bombarded every 
| day.” 


e Mr. Stone called for better sell- 
ing within the stores. “Too many 
prospects brought into the store 
by advertising are walking out un- | 


ally toward the end of the week, 
near pay days, are proving effec- 
tive for the neighborhood stores.” 


® Nathan Kelne, associate editor 
of Printers’ Ink, 


in distribution.” 

“When advertising, merchandis- 
ing and selling hang out in space 
with no apparent relationship to 


“The main problem with depart- | Said, the local advertiser succeeds sold because of inefficient selling, | the way these consumers live to- 
ment stores,” Mr. Stolzoff said, best by using local programs to/|lack of attention and even dis-| day, they don’t yell for better ads. 


“has been one of abandoning past 
advertising practices and figuring | 
out how to use—successfully and 
profitably—their local television | 
outlets.” 


tor of the Cleveland Press, warned wider selection, 
that “too much advertising is still 
| written to impress competitors and} prices. 


= He suggested these remedies: 

1. Advertising agencies serving 
local television stations should | 
make a long, serious study of how | 
television can serve local key re-| 
tailers. 

2. Television stations shoul 
guard against developing the “lo- | 
cal rate” as radio stations did. The 
plan made local agencies indiffer-| 
ent to the use of radio by “non- 
commissionable accounts,” and lost 
billings to radio stations. 

3. TV stations should employ a 
trained retail specialist to work | 
with large retail outlets to develop 
appropriate programming and 
commercial techniques. 

4. The television industry needs 
a counterpart to radio’s Broadcast 
Advertising Bureau, not mere- 
ly to sell TV, but to make it more 
valuable to retailers as well as 
national advertisers. 

5. The retail industry itself must 
study its own problems in con- 
nection with TV advertising. 


s Using local radio to meet to- 
day’s market demands was dis- 
cussed by Walter L. Dennis, com- 
mercial manager, stations WILS 
and WILS-TV, Lansing, Mich. 

“More people listen to radio 
than drink coffee or eat bread,” 
Mr. Dennis said. “Of 110,000,000 
radio sets in the United States, 
some 28,000,000 are in automobiles 
—a truly captive audience, if there 
ever is one. 

“People spend more time with 
their radio sets than they do with 
television, newspapers and maga- 
zines combined,” he said. “More 
than 98% of all homes have ra- 
dios and two-thirds 
than one set.” 


# Mr. Dennis listed the keynotes | 
of radio advertising as consistency, | 
quality and repetition. He ex-, 
plained: 

“Consistency is the establish- | 
ment of planned campaigns, defi- 
nite objectives, adequate disci- 
pline, interested supervision. 

“Quality is the presentation of 
your best and most newsworthy, 
the strong brands, lines, items, 
services and departments you of- 
fer. Also the presentation, in the 
best radio time, of good copy, 
clearly stated, directed specifically 


You Never Go Wrong When 
You Test Your Product in 


THE PEORIA 
JOURNAL STAR 


Every survey made by Sales Management has 


shown Peoria to be the overwhelming choice 
of leading advertising authorities for test cam- 
paigns mong many reasons given for their 
preference were the following: 
1 An isolated and 

prosperous market. Pree 
2. Balanced vearround : 

income from i 

dustry and agri 

culture 
3%. Not overshadowed 

te other metro- 

politan cities 
4. Concentrated and 

thoroug coverage 

at low rate 
5. Complete mer- 

chandising service. 


WRITE FOR YOUR 
COPY OF PEORIAREA orevitec. suMMERS 
MARKET FOLDER of General 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


have more’ 


perform distinct audience services, 
such as a women’s program 
beamed at the housewife. 


® Grant Stone, advertising direc- 


the boss.” 

To make a greater impact on 
the consumer, advertising will 
have to be better written, better 


a /planned and better scheduled, Mr. | of them are new businesses hoping 


Stone said, adding: 


“Too much advertising is still 


| courtesy.” 
' He said downtown stores should 
strive to recapture some of “their 
lold time virility’—selling their 
advantages, such as depth of stock, 
charge account 
'service, delivery privilege and low 


| On the other hand, neighbor- 
'hood stores, particularly in new 
‘shopping centers, must strive to’! 
'find ways to become known. “Most 


‘customers will find them,” Mr. 


Stone said. ‘“‘Night openings, usu- 


They just don’t buy... 

“When the consumer can't relate 
a manufacturer's selling message 
for a new sink to her demand for 
greater freedom in the kitchen, she 


'is not going to be impressed with 


his advertising. For all she knows 
or cares, the sinkmaker is talking 


‘to a Zulu,” Mr. Kelne said. 


Grimes Joins Byrde, Richard 

Theresa D. Grimes, formerly 
with Food Marketing, has joined 
Byrde, Richard & Pound, New 
York, as publicity director. 


said Ameri-. 
/can consumers, with more money 
‘in pay envelopes than ever before, 
had brought about a “revolution | 
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Joines ‘Sacramento Union’ 


Donald K. Knight, formerly pro- 
motion director of the San Fran- 
cisco Chronicle, has been appointed 
national advertising manager of 
the Union, Sacramento, Cal. 


WCCO Promotes Kaufman 

_ Clayton Kaufman, since 1951 
with the news staff of WCCO, 
'Minneapolis, has been promoted to 
‘assistant to the promotion and pub- 
‘licity director. 


| Gusiness ts Better Then Ever... in 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales-—$315.09, more than 
double the State average. 
Per capita Drug sales—$46.14, more than 
double the State average. 
One of the nine largest cities in the State. 
Sell in this rich market through advertising 
in one medium offering complete coverage. 
THE TELEGRAM 

Evening and Sunday 
| Write for new market data folder now availiable. 
Nationally Repr d by 


WARD-GRIFFITH CO. 


The Word Griffith Co. maintains offices 
mall principal advertising centers 


pet QL fiddle, 


Man! You never saw a “health-chart”’ 
look so HEALTHY! 


You shoul 


d see the “pulse beat” of the 


women’s section in the Farmer-Stockman! 


It reveals 
ship of b 


a phenomenally high reader- 
oth women and men...a 


“condition” vitally important to adver- 
tisers since this section represents over 


one-fourth 
each issue 


That heal 


of the editorial content of 
' 


thy glow also shows up very 


403,384 SUBSC 


ee ..221,412 
Oklahoma .. 123,734 
Konsaos .... 24,315 
Arkansas ... 20,565 


the Parmer-Stockman 


ee ee ee ee ee ee ee ee oe ee ee ee 


COMPLETELY NEW 
'S3 FORMAT 
GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 


LOWER PAGE RATE 
HIGH READERSHIP 


. 


STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 


brightly on the chart in the superb read- 


ership of four-color ads in the 


Farmer- 


Stockman. This should be remembered 
by advertisers who need “medicine” for 
sluggish schedules in the rural Southwest. 


Extremely healthy! That’s the only way 
we can read our checkup chart! You, too, 
will agree when you see the full report. 
It reveals many reasons why the Farmer- 
Stockman can be your magic carpet to 
sales success in the rural Southwest! 


RIBER FAMILIES 


RED xchb ip sevwue ees 4,772 
fee ee 4,529 
Other Stotes ......... 4,057 

TOTAL 403,384 


Serving the Rural Southwest for 42 Years 


OKLAHOMA CITY, 


The Dau 


¢ Oklahoma City Times « 


OKLAHOMA @ DALLAS, 
Ouned and Operated by The Oklahoma Publishing re 
/ 


Oklahoman 


WKY Ra 


TEXAS 


o& WKY-TV 


Represented by THE KATZ AGENCY. INC 
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JUST ASK FOR MARIE: 
‘Call. WAbash 2-8655 and: ask for 
Beach ‘Maize on your next multi- 
ppiewoarten: ‘addressing or 
mailing job. Quick pick-up and de- 
easel fast ee © werk. charves 
of experienced oo ap 
always in Jiné. THE LETTER SH 
Inc., 431 S/ Dearborn St, Chicago 5 


Now in our 23rd successful year 


KNAK Names Walker 


Lee Walker, formerly manager 
of KJAM, Vernal, Utah, has been 
appointed manager of KNAK, Salt 
Lake City independent station. Mr. 
Walker succeeds Tom Ivory, who 
has been named manager of 
KLAS, Las Vegas. 


OF QUAD-CITY 
DRUG SALES 
are on the 
Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


They read these newspapers: 


The MOLINE Dizeatek 
Zhe ROCK ISLAND 7¥egues 


4%\ents remain with 


‘iller 
Case May seta 
Preceden : Simon 


n Page 1) 

lear claim on 
tcy settlement 
iillips may be 
Miller for ra- 


Cohen & | 


(Continued f- 
'the latter to have 
| the Phillips bankr 
re such sums as 
able to pay Cohen 


‘dio advertising ought in_ its 
| name.) 

| (Mr. Cohen als« said that Alvin 
| Miller, co-owner |{ the agency, 


iost of the cli- 
the agency.) 


has resigned, but 


|@ Explaining the suit, Mr. Simon 
pointed out that the agency is de- 
fending on the grounds that it did 
not buy the time for its own ad- 
vertising, but that it bought it as 
agent for Phillips, and that the 
station knew of the relationship 
when the advertising was placed. 


Advertising Age, 


“Here is a case,” Mr. Simon said, 
“which, if carried through to final 
judgment, should throw some light 
on the question of the legal sta- 
tus of the advertising agency and 
its liability by virtue of that status. 
Reports of the case do not indicate 
the nature of the contract under 
which the time was purchased. 
This, of course, should have an 
important effect on the outcome of 
the case. 

“However, assuming that the 
time contract did not provide that 
the agency was to be liable for the 
cost of the radio time, we probably 
have a case similar to the 1913 

| New York case of Clarke vs. Watt, 
/in which the court held that an ad- 
vertising agency, as an agent of the 
advertiser, is not liable to the pub- 
lication, but that the advertiser 
himself was so liable. 


'@ “This is the so-called common 
law rule based on the usual rules 
involving the principal-agent re- 
lationships. 

“There is nothing unusual about 
the legal power of an agent to bind 
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(CAN WEEKLY 


Yyithuttad 


Wearing apparel—one of America’s basic 
enthusiasms — was the subject of 38,585 editorial 
lines in The American Weekly, last year 

... more than double the fashion lineage 
presented by any other Sunday magazine. 


The American Weekly, 63 Vesey Street, New York 7, N. Y. 
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October 12, "1953 
its principal,’ Mr. Simon said. “No 
matter what we may think about 
advertising agencies in other con- 
nections, the advertising agency 
and the people with whom it deals 
are subject to the general rule of 
law. 

“There have been other cases 
which have held that the adver- 
tising agency is not liable for me- 
dia charges. Among them is the 
Loew case in which action was 
brought against Steel Associates, 
the advertising agency, and Prin- 
cess Pat Ltd., the client. The order 
given to station WGN in Chicago 
provided that it was ‘covering the 
radio advertising of our client.’ 

“Recovery was had against the 
advertiser but not against the 
agency. The court said: ‘Inasmuch 
as there is nothing in the agree- 
ment in the way of a promise by 
defendant, Steel Associates, to pay 
or to substitute its liability for that 
of the principal, or to supplement 
the principal’s liability with its 
own promise, the record did not 
justify the submission of the com- 
plaint against it to the jury.’ 


# “Some space and time orders, 
of course, do contain specific pro- 
visions under which the agency 
undertakes to be responsible for 
the charges,” Mr. Simon pointed 
out. 

“These commitments are gen- 
erally of two different kinds. 

“In the first group are orders 
which provide for a joint liability 
of the agency and the advertiser. 
Under such a contract, the media 
could collect from both or either. 
Such a contract was before the 
court in the Hamilton case. The 
agency was held liable because ‘it 
signed the contract as a sponsor 
and agreed to be liable for the time 
and charges.’ Ramsdell Inc. was 
also held liable on the contract, 
and the federal court rejected its 
defense as being ‘frivolous.’ ” 

Certain TV network facilities 
agreements appear to be of this 
type of joint liability, Mr. Simon 
pointed out. 


s Speaking of the second type of 
commitments, Mr. Simon said, ‘‘we 
are concerned here with the con- 
tract which provides for the ‘sole 
liability’ of the advertising agency 
as it may be set forth in the so- 
called standard order blank. 
“There is no question but that 
the agency, if it sees fit to sign 


‘such an agreement, is liable to the 


medium. 

“This is a matter of affirmative 
and positive legal undertaking,” 
Mr. Simon said. “The rule appli- 
cable to the situation is merely an 
extension of a general rule of the 
law of agency. If an agent under- 
takes to substitute its own liabil- 
ity for that of the principal, the 
agent is liable. This does not make 
the agent any the less the legal 
agent of its principal. It is merely 
undertaking an additional liabil- 
ity as a matter of contract. 


s “An interesting question arises,” 
Mr. Simon said, “as to the liability 
of the advertiser when the adver- 
tising agency signs such a printed 
form. It is probable that the ad- 
vertiser is not liable on the con- 
tract but there may be further 
grounds to hold the advertiser. 

“It has been said,” Mr. Simon 


SALISBURY 


NORTH CAROLINA 


-NEWS PAPER 
-MARKET 
-COST 


The Salisbury Post 
Nothing Counts but Results 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


principal advertising centers 


in all 
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continued, “that where a third 
party contracts solely with an 
agent, the agent becomes a trustee 
holding the contract for the prin- 
cipal’s benefit and the third party 
has rights against the principal 
through the rights of exoneration 
which the agent may have against 
the principal. 

“The trustee or fiduciary rela- 
tionship of the advertising agency 
has been affirmed by the courts 
in quite a few cases. There now 
seems no question about that. 


oo ined ot en ca wv 


Last Minute News Flashes 
Doniger Uses Golf Contest for McGregor Line 


New York, Oct. 9—David D. Doniger & Co., manufacturer of Mc- 
Gregor sportswear, will launch a major promotion next spring for its 
McGregor Drizzle jacket and other golf accessories by holding a nation- 


al driving contest. It has retained 


the services of Sam Snead, profes- 


sional golfer, and will break advertising in Life, March 19, and in 3,000 
newspapers in 1,800 cities. Elaborate point of sale promotion is planned. 
The top prize will be a week for two at the Greenbrier in White Sul- 
phur Springs, W. Va., with golf lessons from Mr. Snead. Grey Adver- 
tising Agency has the account and Ted Deglin & Associates will handle 


publicity. 


® “It follows therefore,” Mr. Sim- | Krueger Brewing Starts 3-Week Newspaper Drive 

NewWarkK, Oct. 9—G. Krueger Brewing Co. will launch an intensive 
the medium may have no rights three-week newspaper campaign Oct. 12 in 17 dailies in northern New 
against the advertiser under its Jersey and Staten Island for its Big 16 bottles which contain 16 ounces 
time or space contract, it may have of beer instead of the conventional 12 ounces. In addition, radio spots 
indirect rights against the adver-| in the New Jersey area will be used. Grey Advertising Agency handles 


on said in conclusion, ‘“‘that while 


tiser through this doctrine. How- 
ever, this indirect right is not as 
complete as would be a contract 
right. 

“For example, if the amount of 
the claim were $10,000 and the ad- 


vertiser had paid $6,000 to the| 
agency before it went bankrupt, | 


the medium could proceed against 
the advertiser only for the amount 
which the agency could recover, 
$4,000. 

“The medium steps into the 
shoes of the agency under this 
legal concept and the medium’s 
rights against the advertiser can 
neither rise higher nor be more ex- 


tensive than the rights of the agen- | 


cy would be.” 


LACY’S APPLIANCE 
CHAIN IN D.C. FOLDS 


WASHINGTON, Oct. 9—Two Wash- 
ington advertising agencies were 
listed among the creditors as 
Lacy’s Inec., Washington TV and 
appliance chain, went into bank- 
ruptey Friday. 

This is the second of Washing- 
ton’s three most active appliance 
firms to go into bankruptcy this 
year. 

Lacy’s petition, filed in bank- 
ruptcy court, listed 200 creditors 
and $320,000 of liabilities. It asked 


additional time to compile the 
assets. 
s Henry J. Kaufman & Associ- 


ates, which handled radio and TV, 


was one of the major creditors, | 


with a $21,000 claim. Kal, Ehrlich 
& Merrick was listed as creditor 
for $2,300. The Washington Times- 
Herald had a $2,870 claim for 
August but a $585 credit for 
September. A $999 credit was 


listed for the Washington Post for | 


September. 

Lacy’s blamed its plight on) 
uncertainty among government | 
workers. However, informed, 


sources said the principal dif- 
ficulties were caused by finance 
companies which required the 
firm to buy back hundreds of 
thousands of dollars’ worth of re- 
possessions which could only be 
sold at a large loss. 


Founded in 1945, Lacy’s recent-,| 


ly attempted to weather the storm 
by closing several of its stores. 
Until today it continued to operate 
stores in downtown Washington, 
and suburban Silver Spring, Md., 
and Clarendon, Va. 


Worthington Names La Fond 

Worthington Mower Co.,, 
Stroudsburg, Pa., manufacturer of 
gang mowers and tractors, has ap- 
pointed Richard La Fond Adver- 
tising, New York, to handle its ad- 
vertising and _ public relations. 
General and trade publications and 
direct mail will be used. 


Appoints Blaine-Thompson 
The Barbizon School of Model- 
ing, New York, has reappointed 
Blaine-Thompson, New York, to 
prepare and direct an intensive 
campaign for the coming year. 


Wesson Joins Poole 

Robert H. Wesson, formerly 
commercial manager of KHQ-TV, 
Spokane, has joined John Poole 
Broadcasting Co. as manager of 
the company’s Channel 53 tele- 
vision station at Fresno, Cal. 


‘the Krueger account. 


McDonnell Joins ‘Everywoman'’s’; Other Late News 
\@ Philip McDonnell, formerly with the Journal of Commerce, has 


| 


Companion. 


/Cooper Co.), three participations, 


joined the advertising sales staff of Everywoman’s, New York. 


'@ Arthur H. Russell, formerly district sales manager for Reuben H. 
Donnelley Corp., has joined the Chicago sales staff of Woman's Home 


e Benrus Watch Co., New York, through Cecil & Presbrey, will sponsor 
“Meet Your Congress” on DuMont starting Oct. 11. This panel program 
will be seen at 4:30 p.m., EST, on Sundays when there is a professional] 
football game scheduled and at 1:30 p.m., EST, the rest of the time. 


@ Socony-Vacuum Oil Co., New York, reportedly will sponsor this 
season’s broadcasts of the NBC Symphony Orchestra. The 22-week NBC 
Radio series, with Arturo Toscanini conducting most of the concerts, 
will start Nov. 8 at 6:30 p.m., EST. 


e NBC-TV’s “Today” has signed three more advertisers—Kiwi Polish 
Co. (N. W. Ayer & Son), for 16 participations; Brown & Haley (Honig- 


and Magic Chef Inc. (Krupnick & 


| Associates), a returnee, for 12 participations. The latter contract starts 


|next spring. 


| 


* Walter A. Munz will become general sales manager of Hoover Co., 


North Canton, O., on Jan. 1. He is 


now field sales manager. * 


_@ Mennen Co., Newark, is scheduling a spot radio campaign for its 
baby products to break within the next two weeks. Grey Advertising | 
Agency handles the Mennen account. 


Leo Wilson Dies; 
Was Executive of 


Cresmer & Woodward 


| Los ANGELES, Oct. 6—Leo Wil- 
| son died here yesterday at the age 
‘of 65. He was a v.p. and manager 
of the local office of Cresmer & 
Woodward, newspaper representa- 
tive. 

Mr. Wilson was born in Omaha 
and began his career in the book- 
keeping department of the Omaha 
Herald. In 1916, he was named 
advertising director of the news- 
paper. In 1929, he was appointed 


| advertising director 
!Omaha Bee. 

He came to Los Angeles in 1935 
as manager of John B. Woodward 
Co., newspaper representative, 
'which consolidated in 1948 with 
| Williams, Lawrence & Cresmer to 
‘form the present organization. 

Mr. Wilson was one of the foun- 
ders of the Los Angeles Newspa- 
|/per Representatives Assn. and one 
of its early presidents. He was 
again president of the group in 
1951. He also was active in the 
Los Angeles Advertising Club and 
|in other newspaper and advertis- 
\ing activities about the city. 


| 
| 


_ALBERT J. FEHL 

ATLANTIC City, Oct. 8—Albert J. 
Fehl, 69, former publisher of the 
Atlantic City Press and Union, and 
owner of affiliated station WBAB 
here, died of a heart attack at his 
home here last night. 

Mr. Fehl began his career as an 
office boy on the old Atlantic Re- 
view. In 1905 he joined the Union’s 
advertising staff and later was its 
ad manager. In 1919 he and two 
associates formed the Press-Union 
Publishing Co. and bought both pa- 
pers. In 1950 the properties were 
sold for about $1,660,000 to Rolland 
L. Adams, publisher of the Globe- 
Times, Bethlehem, Pa. 


LAURENCE A. WEAVER 
ATLANTA, Oct. 6—Laurence A. 

Weaver, 70, a founder of Weaver 

Inc., publishers’ representative, 


of the old 


died Sept. 30 after an illness of 
several months. 

A native of Urbana, O., Mr. 
Weaver was associated with Har- 
per & Bros., Curtis Publishing Co. 
and Hearst Magazines Inc. He lat- 
er became eastern § advertising 
manager of Good Housekeeping, 
business manager of House Beau- 
tiful and director of group sales 
for Stuyvesant Publications. Mr. 
Weaver came to Atlanta as a rep- 
resentative of Hearst in 1938 and 
then worked as an independent 
representative for several years be- 
fore starting Weaver Inc. in 1948. 


‘CHARLES W. BERL 


WILMINGTON, Oct. 8—Charles 
Waggaman Berl, 57, market survey 
manager for the sales research 
division of Hercules Powder Co., 
died yesterday after a cerebral 
hemorrhage. 


‘Gives ‘Weekly’ Rate 

In reporting new rates of The 
American Weekly, following ad- 
dition of the Houston Chronicle to 


‘its distribution, AA reported the | 


back cover rate 
instead of the r.o.p. four-color 
rate. Effective with the first issue 
of January, 1954, American Week- 
ly monotone pages will be $23,500 
(formerly $23,000), and four-color 
pages will be $28,850 (formerly 
| $28,250). 


CBS-Columbia Boosts Kaplan 

Ben Z. Kaplan, formerly adver- 
tising and promotion manager for 
CBS-Columbia Distributors, New 
York, has been promoted to co- 
ordinator of national sales for 
CBS-Columbia, New’ York. In his 
new post with the radio-TV set 
manufacturer, Mr. Kaplan will co- 
ordinate sales and promotional ac- 
tivities and act as a liaison be- 


tween the head of the sales de- 
partment and his regional! staff. 
Valier Joins Ridgway Co. 
Biron Valier. formerly an ac- 
count executive of Westheimer & 
Block, St. Louis agency, has pur- 


chased an interest in Ridgway Co., 
St. Louis agency. Mr. Valier has 
been named a «.p. and elected to 
the board. 


for four colors, | 


Welt Biseeys Prneceton rays 
“t went « same 


fer my pat”... 


NAME NEEDED—Spiegel Inc., Chicago, is 
offering $50,000 in prizes for name sug- 
gestions for a Walt Disney bear. The win- 
ner gets a ranch house in California, $1,000 
in cash and a $1,000 Spiegel merchandise 
certificate. The contest offer is being made 
via the company’s Christmas catalog now 
in the mails. 


CBS Colortron 
Bows; 21" Tube 
Is in the Works 


New York, Oct. 9—Color tele- 
vision may or may not be just 
around the corner for John Q. 
Public, but this was the week for 
tint TV to make a big splash in 
the news. 

Headline event was the demon- 
stration by Columbia Broadcasting 
System of a new color tube that 
a company’s press release hailed 
as “revolutionary, low-cost and 
vastly improved.” CBS obviously 
no longer considers its govern- 
ment-approved field sequential 
system a factor in the color mat- 
ter. 


® CBS staged a special 30-minute 
telecast emceed by Ed _ Sullivan 
to demonstrate the 15” tube’s 
workability with the National Tel- 
evision System Committee stand- 
ards. The network pre-empted the 
time for a commercial show in 
New York to air the vaudeville 
colorcast, which could be picked 
up in black and white on home 
receivers. The show was seen in 
color by reporters at a press con- 
ference. 

The experimental color show, 
which put the tube to the acid test 
of combining studio and outdoor 
scenes, came off very well. Though 
not as vivid as colors AA report- 
ers have seen on shows transmit- 
ted via the CBS system, the colors 
were natural and lifelike for the 
most part. 

The new tube, to be manufac- 
tured by the CBS-Hytron subsid- 
iary, is called the CBS-Colortron. 


Though the smaller size was 
‘shown here, the company is al- 
ready at work on a 21” color 


| 
' 


tube, which, like the one shown 
this week, is said to be adapted 
to low-cost mass production meth- 
ods. 


® However, when the CBS ex- 
ecutives were pinned down on the 


specifics of how much CBS-Co- 
lumbia, another’ subsidiary of 
CBS, could make color receivers 


for with the new tube, their esti- 
mates were not the sort to be very 
encouraging to middle or lower 
income families. 

CBS-Columbia officials said 
their first 15” sets—even with the 
improved tube—would probably 
retail for about $1,000. Once pro- 
duction gets moving the price 
could be reduced to $600 to $700. 

Mr. Stanton, who goes along 
with many experts in the field in 
believing that the Federal Com- 


WASHINGTON, Oct. 8—The Fed- 
eral Communications Commission 
today brushed aside two new pre- 
posals for color TV systems and 
issued a detailed plan for the dem- 
onstration of the industry-spon- 
sored color system which will be 
held in New York next Thursday. 
| The two systems which were 
|dismissed were proposed by Otto 
Luther of New Preston, Conn., and 
| Marshall Seghoian and S. L. Cooke 
‘of Richmond. The FCC said the 
systems exist only on paper, and 
that it cannot delay a color deci- 
sion to wait for further research. 

“Many systems look good on pa- 
per,” FCC said, “but there is no 
assurance they will work when 
apparatus has been built and 
tested.” 

The New York tests will be on 
the roof of the Waldorf Astoria. 
They will last from 11:30 until 
1:45, and will include close-ups, 
long shots, rapid motion, outdoor 
scenes and a closed circuit demon- 
stration using the coaxial cable. 

NBC, CBS and DuMont are each 
transmitting portions of the test 
programs. 


munications Commission will okay 
the all-industry system of color- 
casting by the end of the year, 
said CBS would schedule most 
of its early color shows in the day- 
time. He feels this would be most 
helpful in selling sets and getting 
colorvision rolling. Eventually, the 
CBS executive expects most of TV 
to be in color. 


® Assuming that FCC approval for 
commercial use of the National 
Television System Committee 
standards is forthcoming this year, 
it will be at least mid-April be- 
fore many stations can be equip- 
ped to carry color programs—even 
those fed by the networks, Mr. 
Stanton pointed out. 

CBS, which held a color clinic 
for its affiliates today, is equipped 
to carry color programs in New 
York, but the network owned-and- 
operated stations in Chicago and 
Los Angeles, like a lot of other 
outlets, merely have equipment on 
order—from Radio Corp. of Amer- 
ica. 


s Another factor to be considered 
in projecting the date of the ad- 
vent of color TV, on a network ba- 
sis, is the American Telephone & 
Telegraph Co. Only a part of its 
coaxial cable facilities can carry 
color programs, but Mr. Stanton 
said AT&T is expected to be pre- 
pared to make its networking fa- 
cilities usable for color video as 
soon as there is an industry de- 
mand for such service. 

One of the big question marks 
in the color picture was pointed 
up by a question from the floor. 
When asked how the new Color- 
tron worked with color film, Dr. 
Peter Goldmark, CBS’ top scien- 
tist, was quick to answer, “I 
don’t know.” 


Landau Adds Tea Account 


A. B. Landau Inc., New York, 
has been named to handle adver- 
tising for Consolidated Tea Co. A 
national campaign for Swee- 
Touch-Nee tea and coffee is sched- 
|uled for early release. Previously, 
|Marvin Sherres Advertising, New 
| York, had the account. 


| Joins Jimmy Fritz Associates 


| Bob Kennedy, formerly sports 
ireporter for the Honolulu Star 
| Bulletin, has joined Jimmy Fritz 
|& Associates, Hollywood, as a 
junior account executive, and pub- 
licity and public relations man. 


WOKY-TV. Milwaukee, Bows 

Milwaukee’s third television sta- 
tion, WOKY-TYV, has started reg- 
ular broadcasts. It is affiliated 
with ABC and DuMont. 
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Fleischer Joins Pteiffer's 


Carl Fleischer, formerly in the 
Buffalo office of General Mills, has 
been appointed sales manager of 
—* Food Products Inc., Buf- 
alo. 


BIGGEST $ VALUE || 
In Metropolitan Chicago | 
tow as $1 A DAY 


© 24-Sheet Poster Showings 
e Mo Min. Number Boards Required 


Write, Wire, Phone 
ILLINOIS OUTDOOR ADV. CO. 
4338 N. Kedzie Ave., Chicago 18, Ill. 

IRving 8-6644 


EXPERIMENTAL—Outdoor posters in the Chicago area are bb: 
first time in floor covering history’’ by Mastic Tile Corp. of Arecrica for its Aristo- 
flex vinyl plastic tile. Here, Robert Fisher (left), Mastic ad manager, looks over 
one of the first boards with Max Firetog, art director for S. R. Leon Co., 
agency. Newspaper advertising in the Chicago area is c!so scheduled. 


ng used “for the 


the Mastic 


% y 
AIR CONDITIONED studios and 


kitchens for more efficient preparation and 
handling of perishable food subjects. 


CHARLES F KUONI STUDIO 
Cohn Photography. 


61 WEST ERIE CHICAGO 11 «¢ Telephone SU 7-4483-4 


Opens Waco Branch Office 

Syers-Pickle & Winn, Austin, 
| Tex., agency, has opened an office 
‘in Waco. Alfred S. Lowrey, tele- 
|vision director and account exec- 
utive at the Austin office, has been 
‘promoted to division manager at 
Waco. 


Mrs. Yarmon Joins Schrader 
Mrs. Betty Yarmon has been 
named promotion director in 
charge of all publicity and adver- 
tising for Abe Schrader Corp., 
New York dress manufacturer. 
She was formerly associated with 
Sterling Advertising Agency. 


Too ‘‘Meaty”’ to absorb 


in office hours... 


“é 99 


... and so,” writes this 


busy agency president, 
“I had Advertising Age 


sent to my home” 


“Shortly after I subscribed to Adver- 
tising Age (I believe I am one of your 
pioneers), | realized that it was too 
‘meaty’ for me to read and absorb dur- 
ing the fast pace of office hours. So 
I had it sent home. 


“My family . .. and the maid... 
know that it is one newspaper that is 
never to be discarded until I say the 
word. Even during long business trips 
and vacations, the copies are carefully 
put aside until I can read them, by 
consecutive issues. 


“Reason: In no other way can I keep 
thoroughly and authoritatively posted 
on what’s going on in my business of 
advertising, merchandising, public re- 
lations. 


President 


“| have no favorite in AA. Everything 
is worthwhile . . . and evening hours 
devoted to reading AA each week have 
always yielded gratifying results.” 


CHARLES H. EYLES 


The Richard A. Foley 
Advertising Agency 
Philadelphia, Pa. 


Valuable Handbook FREE With Your 1-Year Home Subscription 


ADVERTISING AGE 
Dept. O12, 200 E. Illinois St., 


Please enter m 


Is AA too “meaty” for your busy office 
hours? Why not try out Mr, Eyles’ 
procedure? Send in this coupon fer a 


personal subscr. ption SENT TO YOUR Mirect Mall Cilnie”. 


HOME... and get with it FREE a gf Ee 
copy of Mail Order Clinic, a handbook Company... 

of reprints of the weekly column in Steme ae 
Advertising Age written by Whitt Company jets 
Northmore Schultz, mail-order expert. City 


() My check for $3 is enclosed. 


Chicago 11, Illinois 


l-year subscription to Advertising A e and mail it 
to my home ad ress. I am to receive FREE a copy of “ 


ail Order and 
SS) 

Zone State 3 

() Bill me later. (Bill my firm 
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National Brands Unprofitable for 


| (Continued from Page 2) 
much about the need, the art, the 
| success of ‘pre-selling.’ That’s the 
name the advertising boys now 
, give to national advertising—when 
the increased budget to accomplish 
the pre-selling is at the expense 
of reasonable margins to the re- 
tailer. ‘Pre-selling’ reduced to 
plain terms is the means af selling 
the consumer through us at small- 
|er markon for us. 


,8 “I’m not one to insist on slo- 
'gans,”’ Mr. Burston said, “but are 
we the purchasing agent for the 
consumer, or are we the vending 
machine for the national advertis- 
er? 

“I’m heartened by two devel- 
opments,” Mr. Burston said. “One: 
that national brands are still not 
all-dominant in every area; that 


that another, a local brand, ag- 
gressively promoted, successfully 
leads. The other heartening de- 
velopment is that several huge re- 
tailers have found it unnecessary 
to carry national brands in compe- 
tition with their own private 
brands. The customer doesn’t seem 
to mind very much. 


vate brand program. I express my 


ston said. 
“In all I’m saying, however,” he| 


volume in them. But let us be sure 


we own it and nobody can take it 
| ane from us. 

“Not long ago,” Mr. Burston said, 
“a mational magazine surveyed 
men’s buying habits. They asked, 
naturally, what nationally adver- 
'tised brands they bought. What 
was significant was that in ties, 
shoes, socks, shirts, shorts, suits, 
sweaters, even belts, suspenders 


| 


added, “I’m not saying ‘no’ to na-| 
tional brands. We need them. We}! 


that we do not have all our eggs! 
in one basket. The biggest reason | 
for having a private brand is that) 


the No. 1 seller in one region may | 
be the tenth seller in another, and | 


# “In fields where we do volume) 
with no profit, or at an actual loss, | 


| own opinion, of course,” Mr. Bur- | 


want them. We honestly will do all | 
we possibly can to increase our | 


| 


and garters, well-known retailer | 


brands were also named. 

# “It was astonishing to see that 
/'men bought without regard to 
| brand names. In ties, 40%; socks, 
| 47%; shoes, 25%; sportshirts, 34%; 
suits, 27%; shorts 29%; sweaters, 
39%. The survey lumped under 
‘other brands’ the local favorites, 


the non-nationally advertised | 


brands. 
counted for 25% in shirts, 23% in 
socks, 32% in shoes, 35% in sport 
shirts, 54% in suits, 40% 
jamas and 25% in havi. Good 
thick slices of business! 

“We still have an opportunity 
_to entrench ourselves with pri- 
vate brands,” 
“It’s all up to the food people. 
That’s why they’re going into non- 
| food departments. Except for sever- 
al of the old-establisned compan- 


These other brands ac-| 


in pa-' 


Mr. Burston said. | 


‘ies, which years ago—when their | 


names were the equal of the best | 
they bought—established their own | 
brands, few of the newcomers have 
been able to establish private la- 
bels. Besides, there’s no one in the 
grocery aisles to tell the customer 
daily the better features of the 
local brand.” 


s Turning to the subject of the 
so-called psychological pricing, 
Mr. Burston said too many retail- 
ers are “psychologizing” them- 
selves out of profit. 

“An advertising agency recently 
analyzed some 3,000 retail store 
ads for psychological pricing,” Mr. 
Burston said. “If I may attempt a 
that retail price, generally an odd 


Retailer, NRDGA’s Burston Says 


definition, a psychological price is 
price, which appears to be much 
lower than it actually is and there- 
fore results in more dollar sales 
even though it may originally have 
been set at the expense of some 
markup. 


= “The agency drew the accepted 
conclusion,” Mr. Burston said, 
“namely, that psychological prices 
are good, and national advertisers 
should keep them in mind when 
building their lines. Actually, the 
survey showed merely how various 
prices were popularly used, which 
is an entirely different matter. 
“We talk about the psychological 
value of 95¢ or 98¢ or 99¢. Actual- 
ly, the largest number of stores, 
when advertising a dollar item, 
priced it at $1. Second in popular- 


“HERE'S WHAT WE NEED FOR” | 
SLUMP INSURANCE” 


You need IEN for 
MARKET 
DIVERSIFICATION 


Spread your sales opportunities and 
risks throughout the 28 industries and 
where new customers are looking for 
products like yours. 


Industrial Equipment News will find 
unthought of new prospects for you in 
all industries and help you to sell them 

.. Sales that ordinarily might be missed 


For IEN covers ALL of the 28 impor- 
tant industries. In these 28 industries 
it enters the 40,000 most active, wel! 
rated plants and buying offices, to reac} 
the 63,000 most influential buyers and 
specifiers. (Total print order 67,000.) 


This horizontal coverage of all indus- 
tries is made possible by an editorial! 
policy of product information only; 
tabloid format placing every ad nex 
to product news; a ceiling on ad siz 
which gives you a standard space uni 
fully adequate to tell your produc 
story, at a cost of $150 to $160 a mont! 
. $1,800 for all-year saturation. 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, 
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Advertising Age, October 12, 
ity was 98¢, but 99¢ was close be- 
hind, and 95¢ was far behind. At 
the $2 level, $1.99 was most used, | 
but next to it was the $2 even price | 
and $1.98 was third. 

| 
® “We're throwing away good. 
margin by using worn-out prices,” | 
Mr. Burston said. “In most com- | 
munities, the various taxes put the 
odd-price above the even figure 
anyway. If competition permits, 
the stores might just as well price 
at the even figure. Cooperating 
manufacturers might even set 
prices on their lines, and, if pos- 
sible, not increase costs, so that 
extra margin is afforded.” 

George Plant, manager, store 
management and personnel groups 
of the NRDGA, told the conference 
that personnel policies should be | 
reexamined. 

“They should be put in writing,” | 
he said, “in the simplest, clearest 
terms to state concisely your ob- 
jectives, your expectations and 
your intentions toward all. They 
should be consistently applied, 
obeyed and lived by.” 


Becomes Agency Partner 


R. H. Connolly, advertising man- 
ager of A. B. Murray Co., Eliza- 
beth, N.J., has become a partner 
in the agency headed for the past 
19 years by Fred M. Reast under 
his own name. The agency will be 
known as Reast & Connolly with 
headquarters in New York until 
the latter part of October, when it 
will move to larger quarters at 
126 Clinton Ave., Newark. 


Trowbridge Joins Agency 

Robinson C. Trowbridge, form- 
erly radio and TV director with 
Gordon Schonfarber & Associates, 
Providence agency, has’ been 
named radio-TV manager for 
Knight & Gilbert, Providence. 
Knight & Gilbert has been named 
to handle advertising for Metal 
Hydrides Inc., Beverly, Mass., 
chemicals producer. Business pub- 
lications will be used. 


‘Patrie,’ ‘Presse’ Hike Rate 

La Patrie and La Presse, Mont- 
real dailies, will raise their roto- 
gravure rates, effective Jan. 1, 
1954. In both cases, the monotone 
rate will go from 85¢ to 95¢ per 
line. 


Gardner Takes PR Post 

Ralph R. Gardner, previously 
with Parade, has been named di- 
rector of public relations for Safe-_ 
T-Gard Inc., New York maker and | 
distributor of automotive products. 


1953 


We Memnars.son 
Cdward © Greene 


Or Vanes teapot oes 


Boosts Peg-Board Hangers 
Masonite Corp., Chicago make 
of hardwood products and building 
materials, has launched national 
distribution of Peg-Board panels 
‘and metal hangers. Introduced 
three years ago by B. B. Butler 


Mfg. Co., the product is a combi-| 
nation of perforated hardboard | 


|matched with more than 60 hang- 
ing fixtures, interchangeable with- 
out nails, screws or other tools. 
Ads will run in November issues 


and 17 lumber trade and building 
r construction periodicals. Buchen 
Co., Chicago, is the agency. 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 


Bx 10's Post Cards = Tip-ons 
Miniatures Portfolios Business Cards 


THE GROGAN PHOTO COMPANY 
aa 


. Bahls St. Danville, Pi tieis 
"  EMICAGO OFFICE 


Michigan Ave. Prone WEbsat: 


MEMORIAL PLAQUE—Charles H. Watts (left) board chairman of the National Better 


Business Bureau and chairman of Beneficial Management Corp., accepts a memorial 
plaque honoring Edward L. Greene, late president of NBBB. The plaque was pre- 


sented on behalf of the National Assn. of 


Direct Selling Companies by Wallace E. 


Campbell, secretary and v.p. of Fuller Brush Co. 


Network Gross Time Charges 
Source: Publishers Information Bureau 


NETWORK RADIO 
August August Jan.-Aug. Jan.-Aug. 
1953 1952 1953 1952 
American Broadcasting Co. ...... $ 1,958,683 $ 2,281,852 $ 19,345,513 $ 24,058,278 
Columbia Broadcasting System 4,790,114 4,028,081 40,947,506 37,589,153 
Mutual Broadcasting System... 1,738,248 1,325,059 14,962,467 12,927,015 
National Broadcasting Co. ...... 3,219,250 3,338,843 31,446,369 31,144,587 
NON hissilibeadhdsnetcsissxiessscucgdiad $11,706,295 $10,973,835 $106,701,855 $105,719,033 
NETWORK TELEVISION 
American Broadcasting Co. ......$ 1,244,993 $ 1,198,029 $ 12,420,736 $ 12,998,548 
Columbia Broadcasting System 7,783,813 5,190,934 59,442,901 42,558,273 
DuMont Television Network ...... 657,746 845,780 6,556,859 6,134,625 
National Broadcasting Co. ...... 6,589,409 5,618,643 58,861,589 52,539,674 
WO scsivieietinundeonnne $16,275,961 $12,853,386 $137,282,085 $114,231,120 
NETWORK RADIO TOTALS BY MONTHS 
ABC CBS MBS NBC Total 

January ............ $ 2,674,622 $ 5,156,404 $ 1,786,134 $ 4,260,555 $ 13,877,715 

February ............ 2,538,663 4,670,089 1,638,075 3,813,602 12,660,429 
ENE bccasstieecinns 2,797,544 5,526,360 1,995,478" 4,342,082 14,661 ,464* 
EE aebbixieicdauies 2,637,364 5,375,243 2,008,990* 4,196,009 14,217,606* 

FP. | sesnsscassiscces 2,593,923 5,333,481 2,038,210" 4,141,070 14,106,684 
June 2,113,725 5,226,096 1,926,865* 3,979,471 13,246,157* 
ore 4,869,719 1,830,467* 3,494,330 12,225,505* 

I  stisistetans 1,958,683 4,790,114 1,738,248 3,219,250 11,706,295 

WE seitnnieg $19,345,513 $40,947,506 $14,962,467 $31,446,369 $106,701,855 


NETWORK TELEVISION TOTALS BY MONTHS 


ABC CBS 

| an) ee $ 1,604,892 $ 7,083,619" 
February .......... 1,481,032 6,621,629 
ND hosesetiziense 1,728,446 7,739,812 
PE <deidsiecxsdinsns 1,640,597 7,770,181 
NE assnssessensises 1,813,985 7,622,432 
BNE Hetsiiaccrennts 1,607,320 7,399,078 
ES Sisaceseescetenien 1,299,471 7 422,337* 
PINE « cdiveniervinn 1,244,993 7,783,813 

WN -waseesnanin’ $12,420,736 $59,442,901 


*Revised as of Sept. 30,1953. 


DuMont NBC Total 
$ 982,794 $ 7,604,638* $ 17,275,943* 
862,299 6,876,029*  15,840,989* 
1,054,857 7,998,131* 18,521,246* 
819,398 7,513,430*  17,743,606* 
864,870 8,052,545*  18,353,832* 
803,848 7,324,315*  17,134,561* 
511,047 6,903,092 16,135,947* 
657,746 6,589,409 16,275,961 
$ 6,556,859 $58,861,589 $137,282,085 


Expert Advertising Sercice 
at SUBSTANTIAL SAVINGS 


Your newspaper,direct mail, magazine, radio and 
TVadvertising needs handled by Top Talent now 
employed by some of the nation’s leading man- 
ufacturers, retailers and agencies. By supply- 
ing supplementary income to these experts, on a 
part-time hasis, we save you considerable money 


Finest quality service for indiridual Jobs as well as 
for complete campaigns. Write Box 650, ADVER- 
TISING AGE, 200 E. Illinois St., Chicago 11 


Benton & Bowles Names Two 


Tris Dunn, formerly general 
advertising manager of Northam 
Warren Corp., has joined Benton 
& Bowles, New York, as an ac- 
count executive. Robert Diserens, 
formerly with Ted Bates & Co., 
also has been named a Benton & 
Bowles account executive. 


Benwall Mfg. Co. to La Fond 


Benwall Mfg. Co., New York 
maker of nylon textile products for 
the laundry and dry cleaning in- 
dustries, has named Richard La 
Fond Advertising, New York, to 
handle its advertising. Trade pub- 
lications and direct mail will be 
used primarily. 


LONDON 
CANADA 


Che London 


Western Ontario’ Poriemest eurpaper 
Ontario’s Largest Daily Newspaper Circulation Outside Toronto — 86,074 


Where 


A PROVEN 


Testing Ground 


Advertising Campaigns 
Are Proven! 


through the pages of 


Free Press 


Canadian 


of Better Homes & Gardens, Hol- 
land’s Magazine, Sunset Magazine | 


PUZZLED... 


Nobody 
Puzzles A Good 


Not with a mere jumble of letters, anyway. He'll find out soon 
enough that those letters spell out Chicago Engravers, the brand 
new name for Stearns & Company. 

And when it comes to high fidelity reproduction, nobody puzzles 
a good production man cither. He knows that fine printing starts 
with the photoengraver. That's why more and more smart produc- 
tion men are buying photoengravings with high fidelity performance 
built right im...at... 


° eo 


ENGRAVERS 


FORMERLY STEARNS & COMPANY 


It's a brand mew name and trademark and a grand new experience for 
buyers who demand unusually fine engraving at reasonable prices. 
Chicago Engravers is your starting point for fine printing results. 


€ means QUALITY photoengraving down to the smallest detail 
. . . highlighting, color corrections, tooling, proofing . . . that’s 
quality where it counts, where pride makes the difference. 

€ means KNOW-HOW with a complete staff of skilled tech- 
nicians, authorities in their field, and all of them anxious to discuss 
your problems now. 


€ means SERVICE, too, and always on a friendly, competent 
basis, by a seasoned staff of sales personnel . . . 


Including people like Gil Rosenberg who has been in 
the engraving business over 50 years. In 1950 Gil joined 
Stearns & Company, now called Chicago Engravers 
He sums up his half-century engraving experience im 
one word, 

“QUALITY , .. that's why I joined Chicago En- 
gravers. After 50 years in this business | want to be 
able to offer the very finest in photoengraving. This 
means the very finest in equipment and craftemanship 

.. Chicago Engravers has both.” 


PHOTOENGRAVINGS 

WITH HIGH FIDELITY 

ENGRAVERS  gesuits sunt in 
417 NORTH STATE STREET — 
CHICAGO 10, ILLINOIS | 
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America 


— 


off its trolley... 


Used to be a standard gag, not so long ago, that 
some neighborhood wit would call up on the tele- 
phone and ask, ‘Do you live on a trolley line?” 


If you answered ‘‘yes,”’ the retort inevitably was, 
‘Well, get out of the way— a trolley’s coming!” 


Today, that old wheeze wouldn't work. The 
trolley is going or gone from practically every 
American city. In recent years, fine autos, fast 
trains and buses have eliminated the need for liv- 
ing near our places of work- have stimulated the 
amazing growth of suburban living. 


In terms of pleasure travel, our brand-new mobil- 
ity has created a big change in our way of life. 
Where once we were limited to a rare excursion to 
the end of the trolley line, we now can and do go 
where we please. 


Since its inception, Holiday magazine has been 
the foremost voice of this new, mobile America— in 
fact, its reason for being is the big change to more 
pleasurable living, to ‘everyday holiday living.” 


That’s why Holiday readers— more than 860,000 
families—are actually the leaders of the big change. 
In every community, they’re the first to travel, to 
enjoy new pleasures, to accept new ideas and 
products. ; 


This responsive audience has made Holiday the 
most successful new magazine of our time. 


No wonder so many advertisers have climbed 
aboard the Holiday trolley— er... band wagon, 
that is. 


HOLIDAY MAGAZINE 


A CURTIS PUBLICATION 


...lts readers are leaders 
of the big change in American living! 


' \ 
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